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Norman, Craig 
Gets Colgate’s 


-- Veto Deodorant 


Shift a Surprise with 
$15,000,000 in Colgate 
Billings Hanging Fire 


NEw , YORK, Oct. 12—With the 
acquisition of Veto deodorant from 
Bryan Houston Inc., Norman, 
Craig & Kummel has picked up its 
fifth new account this year and its 
first piece of Colgate-Palmolive 
Co. billing. 

The sudden shift of Veto deo- 
dorant comes in the midst of de- 
liberations over the disposition of 
some $15,000,000 worth of Colgate 
billings that are leaving William 
Esty Co. by year’s end, and occa- 
sioned surprise in several quarters. 

Norman, Craig & Kummel has 
been among the agencies men- 
tioned in the Esty sweepstakes. 
Among the other candidates, Mc- 

(Continued on Page 129) 


j “booming,” Canada may now be 


| times persist, and the youthful 


|| differs from and how it agrees 


Canada: Marketing Boom to the North 


Starting on Page 77 of this issue, ADVERTISING AGE presents its 
fifth annual study of the Canadian market. Often described as 


economic forecasters hint warily of dangerous inflation. 
The Dominion’s government has already initiated certain re- 
strictions designed to curb a rising economic spiral. But good 


services with a voracious appetite. 

Included in this section on Canada is a selection of statistical 
material on income; plant, machinery and equipment invest- 
ment; consumer expenditures, and other data. Most of it is pre- 
sented in chart or tabular form. 

In addition to a comprehensive story on Canada in general, 
there is also a feature on the French Canadian market—how it 


in a period of readjustment, as” 


country gobbles up goods and 


with English-speaking Canada. 


CofC Group Makes 


WASHINGTON, Oct. 10—Convinced | 
that the mail isn’t coming through | 
as rapidly or reliably as it ought to, 
top officials of the American 
| Chamber of Commerce Executives 
Assn. have just completed exten- 
!sive nationwide mailings which 


Three TV Stations 


May Be Asked to 


Leave NARTB Code Board: Shafto 


WAsHINGTON, Oct. 11—The chair- 
man of the Television Code Board 
of the National Assn. of Radio & 
Television Broadcasters reported 
today that the code board is “on 
the verge” of requesting resigna- 
tions from three eastern tv stations. 

In a generally optimistic report 
on code compliance to broadcasters 
gathered for NARTB’s Region 2 
conference, G. Richard Shafto said 
the stations currently being ques- 


Agency Direct Mail 
Is Up 64.6% Since 
1952, Survey Finds 


New York, Oct. 12—Agency- 
produced direct mail has increased 
64.6% in the last four years. And 
the average number of clients us- 
ing agencies to produce direct mail 
is 15 per agency in a sample of 278 
agencies. 

These are two of the highlights 
of a new survey by R. L. Polk & 
Co., made at the request of five 
agency men who conducted a panel 
at the Direct Mail Advertising 
Assn. here Oct. 1-3 (a summary of 
the panel discussion appeared in 
AA, Oct. 8). 

What the Polk survey turned up, 
briefly, is this: 

1. Some 278 agencies replied in 
full, and all create consumer and 
trade direct mail. 

2. The number of clients in di- 
rect mail in each agency in 1956 
was 15, on the average, and the 
median number of clients was 12. 

3. The list of clients—each agen- 
cy was asked for two “important” 
clients—included such blue chips 
as Aetna Life, Aluminum Co. of 
America, Bankers’ Life, Borden Co. 
(southern division), Cadillac divi- 
sion of General Motors, Chevrolet 
division of GM, Commercial Cred- 

(Continued on Page 129) 


tioned by the code board are a 
small minority, and that 90% of 
the stations recently monitored by 
the board were operating within 
the code. 

Mr. Shafto said compliance ac- 
tions are not centered solely on 


ported representations were made 
to one network this week express- 
ing deep concern that two of its 
well-known and highly rated pro- 
grams have frequently exceeded 
the code’s commercial time allow- 
ance. 


s The Region 2 meeting, which 
draws broadcasters from Pennsyl- 
vania, Delaware, Maryland, the 
District of Columbia, Virginia, 
West Virginia, North Carolina and 
South Carolina, was reported to 
have been the best attended of any 
NARTB regional meeting in his- 
tory. 

In addition to the regular fea- 
tures on radio and tv management 
and sales problems which have 
been presented at earlier regional 
meetings this fall, broadcasters at- 
tending the meeting here met Don- 
ald Martin, whose appointment as 
assistant to the president, in charge 
of public relations, was announced 
last week. 

Mr. Martin is still employed by 
the British Travel Agency, but is 
attending the remaining NARTB 
regional meetings to “get acquaint- 
ed with broadcasters.” 

An outline of the plan for ex- 
panding NARTB’s public relations 
activities has been given to all re- 
gional meetings this fall by NARTB 
President Harold Fellows. He 
pointed out that a special $50,000 
fund has been allocated for Mr. 
Martin and his program. 


s In his report on code activities, 
Mr. Shafto did not identify the 


Mails; Refuses to Release Results 


‘Time Study’ of 


Western Billing Rose 25% in Year... 


provide specific data on the amount 
of time required to move various} 
classes of mail from their head-| 
quarters here to chamber offices 
in more than a dozen key cities 
scattered throughout the country. 
The group is made up of secre- 
taries of local chambers of com- 
merce. 

The study was authorized by the 
directors of the organization on the 
basis of continuing complaints 
about delays in receiving material 


BANANASLANGUAGE—U nited Fruit 
plans to run this color magazine 
ad next February. Spot tv and spot 
radio are also scheduled for the 
campaign, which includes issuance 
of recordings of Chiquita Banana 
singing her latest jingle. Magazine 


Four A's to Open San Francisco Office, 
Gamble Tells Western Region Meeting 


Creativity Is Theme of 
Speeches by Brower, 
Reed, Little, Tinker 


Coronapo, CAL., Oct. 9—Growth 
of western membership in the 
American Assn. of Advertising 
Agencies has brought a decision to 
open a regional Four A’s office in 
San Francisco about Nov. 1, Fred- 
eric R. Gamble announced today. 

The president of the Four A’s 
told the western region convention 
here that John L. Del Mar, who has 
been staff executive in charge of 
western matters in the New York 
office, will head the new San Fran- 
cisco office. Mr. Del Mar joined the 
Four A’s staff in 1954. Previously 
he was director of marketing for 
the Cast Optics Corp. Mr. Gamble 
gave these statistics on western 
agency growth: ¢ 


“Volume of billing for the region 
|during the year ending March 31, 
1956, increased by more than 25% 
lover the preceding year’s volume, 
las against an increase of about 
18.5% for the country as a whole.” 


through the mail. Results report-| ads in four colors are set for Better» He noted that western region 


edly have been made available to! 


the Post Office Department, but 
the association has refused to make 


the results available publicly. 


® The tests covered ordinary first- 
class mail, airmail, newspapers and 
magazines. Specific information 


Setien As ample, he re-|Was recorded on the number of 
— Se | hours that elapsed from mail to the 
|delivery of each class of mail at 
|the destination points. 


Officials of the association de- 
nied that the test could be regarded 
as a complete survey of mail serv- 
ice, and insisted it was merely an 
effort to determine the time re- 
quired for mailings to each mem- 
ber of the board of directors of the 
association. They said no decision 
has been made as to whether the 


results will ultimately be released. 


Homes & Gardens, Ladies’ Home 
Journal, Life and McCall’s. BBDO, 
New York, is handling. 


billing now represents 7.56% of the 
total for all Four A’s membership. 


(Continued on Page 128) 


Disbanding of Standard Outdoor 
Makes OAI Bigger Sales Factor 


New York, Oct. 10—Outdoor 
buyers and operators were specu- 
lating this week about what the 
disbanding of Standard Outdoor 
Advertising Inc. will mean to the 
future of the industry. 

As previously reported (AA, 
Oct. 8), Standard Outdoor liqui- 
dates as of Nov. 1 and major 
Standard Outdoor members will 


Last Minute News Flashes 


Kintner Rumored to Be Leaving ABC 


New York, Oct. 12—Robert E. 


Kintner, president of American 


.(Continued on Page 128) 


Broadcasting Co. since 1949, told AA he could neither confirm nor 
deny reports he planned to resign from the network. If Mr. Kintner is 
leaving (and he is said to have been approached by CBS for a top 
post), theater interests would dominate the network for the first time 
since the 1953 merger with United Paramount Theaters, when Amer- 
ican Broadcasting-Paramount Theaters was formed. 


Dowd, Redfield Gets Revlon Skin Cosmetic 

New York, Oct. 12—Revlon Inc. has assigned an unnamed skin 
treatment cosmetic to Dowd, Redfield & Johnstone. This is the first 
Revlon cosmetic item for the agency, which already handles Silicare 
hand lotion and Sunbath sun tan oil for Revlon. 


Young Named Ad, Sales Head of Kidde 


BELLEVILLE, N. J., Oct. 12—Truman Young has been named adver- 
tising and sales promotion manager of Walter Kidde & Co., fire ex- 
tinguishing equipment manufacturer. Mr. Young formerly was mana- 
ger of market development for the company. 


Reach, Yates Gets Isetta Auto Account 


New York, Oct. 12—Fadex Commercial Corp., distributor of the 
Isetta-300, pint-size German car which opens from the front and 
measures less than 7%’ in length, has appointed Reach, Yates & 
Mattoon to handle its advertising. 

(Additional News Flashes on Page 129) 


| join Outdoor Advertising Inc., the 
medium’s national sales organiza- 
tion. 

It is pointed out that of Stand- 
ard’s 30 members, these five! oper- 
ating companies are joining OAI: 
John Donnelly & Sons, Boston; 
Packer Corp., Salt Lake City; Cen- 
tral Outdoor Advertising Co., 
Cleveland; United Advertising 
Corp., New York, and Walker & 
Co., Detroit. Those companies are 
understood to have represented 
about 80% of Standard’s volume. 


= Membership fee in OAI has al- 
ways been 5% of a member’s na- 
tional volume. Under terms of the 
merger, it is reported, Standard 
members joining OAI will pay 4% 
from Nov. 1, and the OAI mem- 
bership fee after Jan. 1 for all 
members will be 342% on a three- 
year contract basis. Standard’s 
members paid a fee of 1%% un- 
der the old setup. 

Standard was organized ten 
years ago by OAI members and 
others who felt that OAI sales 
and promotional activities were 
inadequate. There were also al- 
leged personality clashes between 
some of the operators who formed 
Standard and the late Kerwin Ful- 
ton, OAI president. 

For the past eight years Stand- 
ard ran consistent advertising cam- 
paigns in the advertising press 
stressing the importance of out- 
door advertising as a sales medium 
and emphasizing the value of short 

(Continued on Page 125) 
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Liggett & Myers 
Hit by FTC for 
Unfair Ad Grants 


WASHINGTON, Oct. 10—The Fed- 
eral Trade Commission charged to- 
day that Liggett & Myers Tobacco 
Co. paid out over $1,426,000 in ad- 
vertising allowances in 1955, and 
that payments were made arbitrar- 
ily by individual negotiation, with- 
out proportionate treatment of out- 
lets that sell in competition with 
each other. 

Citing Buffalo, N.Y., as a typical 
market, the commission said pay- 
ments ranging from $24 to $504 
were made to six retail organiza- 
tions for displaying point of pur- 
chase materials for Chesterfield 
and L&M cigarets. 

Others who are in competition 
with these stores, including such 
large organizations as A&P, were 
not offered and did not receive al- 
lowances, FTC said. 

Part of the complaint hinges on 
Liggett & Myers’ dealings with 
vending machine operators. In 
February, 1956, FTC said, the to- 
bacco company was paying as 
much as $20.50 per year to owners 
of each of more than 500,000 vend- 
ing machines handling Chester- 
fields and L&Ms. 

FTC pointed out that the great 
majority of these machines are 
owned by individuals who compete 
with other machine owners, whole- 
salers and retailers who receive no 
allowances. 

A third type of discrimination 
mentioned by FTC involved pay- 
ments to Union News Company. 
According to FTC, Liggett & Myers 


(Continued on Page 101) 


Too Much Presley 
Too Much for KYA; 
Vanderhoof Sacked 


San Francisco, Oct. 10—Elvis 
Presley 14 times in a row was 
just too much for Irving C. Phil- 
lips, manager of Station KYA in 
San Francisco—hence the current 
unemployment of disc jockey 
Bruce Vanderhoof, the same DJ 
who hit the headlines during the 
GOP convention with a campaign 
pushing “Vanderhoot for VP.” 

(On that occasion, Vanderhoof 
announced his platform [8x7’ of 
knotty pine]; spoke for his can- 
didacy [“with leaders... trying 
to dump people, let’s get out of 
the dumps with Vanderhoof!”], 
slugged it out with the opposition 
{slogans: “Vanderhoof will murder 
Herter”; “Vanderhoof is passin’ 
Stassen’”’], and established his own 
cabinet [nine bathing suit-clad 
gals with “Ike and Vanderhoof” 
banners] [AA, Aug. 27].) 

The latest Vanderhoof caper de- 
veloped when KYA brass decided 


(Continued on Page 130) 


Langsdorf 
McDade 


Goerger 


NEW IN ST. LOUIS—Orville Goerger, copy director of Commercial 

Letter Inc., has been elected president of the Advertising Club of 

St. Louis. Hugo G. Autz remains as 1st vp; Bill McDade has been 

named 2nd vp; James L. Pasley, 3rd vp; Clark Caruthers, secre- 
tary, and Sam Langsdorf Jr., treasurer. 


Pasley 


Autz 


Steinberg’s, Thrift Stores 
Pick Blue Chip Plan 


Ortrawa, Ont., Oct. 11—Four 
major food chains moved into the 
stamp trading field here today 
and left no doubt that the Ottawa 
Valley is in for a stiff “stamp” war 
during the next 12 months (AA, 
Sept. 10). 

The big splash, touted in full- 
page ads in all three local papers, 
brought many surprises. 

Loblaws, Dominion Stores and 
Thrift Stores shared a page b&w 
ad to announce their adoption of 
the Blue Chip Co. stamp plan, al- 
though as late as last week, Domin- 
ion still denied it was even con- 
templating the use of stamps (At 
that time, the Blue Chip ad un- 
doubtedly was in the making). 


® The background is not partic- 
ularly complicated. In Canada the 
|plan was kicked off by the Inde- 
pendent Grocers Alliance chain in 
Ottawa about eight months ago, 
and some pretty glowing reports 
have been forthcoming as far as 
sales volume was concerned. But 
the other major food chains re- 
mained aloof, refusing to budge 
from their traditional opposition to 
the trading stamps. 

Then about two weeks ago, Safe- 
way Stores at Port Arthur and Fort 
William adopted the plan, and this 
may have been the deciding factor 
with Steinberg’s, Dominion Stores 
Loblaws. 
| Dominion may have been spread- 
‘ing a smoke screen as long ago as 


BASKETBALL SIZE—A giant cutout, 17x21’, of a dish of peas in which 
each pea is the size of a basketball, is being used by the Birds Eye 
division of General Foods on the West Coast. Birds Eye will use 


embellished painted bulletins in 


Los Angeles, starting in Novem- 


ber, to feature frozen peas, potatoes, green beans, broccoli, corn 
and strawberries. 


After Stormy Trials, Trading Stamps 
Are Starting to Blanket Ottawa Valley 


Loblaws, Dominion Stores, | 


last June when the company’s 
president, Thomas G. McCormack, 
turned his back on stamp plans 
“because they are against the law.” 

Steinberg’s, with only three ma- 
jor stores in the Ottawa area, took 
a color spread to introduce its 
“TNT” stamp plan. 


® Bertram Loeb, general manager 
of the 95 IGA stores in the Ottawa 
Valley, “welcomed” Steinberg’s to 
the premium field. 

Whether Canadian business likes 
the trading stamp scheme or not, 
battle lines are now drawn and the 
Ottawa Valley, major test market 
in Canada, is the battlefield. 

There are, so far, three trading 
stamp companies involved in Ca- 
nadian operations and one, at 
least, may be stirring up a little 
private legal skirmish of its own. 


® Gold Bond Ltd. (Canada) fea- 
tures the Gold Bond Stamp Plan 
used by 95 IGA stores here since 
last May. The company’s stamps 
(Continued on Page 130) 


Beatty & Oliver to 
Close Shop Nov. I; 


Oliver Joins Hazard 


New York, Oct. 10—Beatty & 
Oliver will close Nov. 1. The 
agency, which was organized in 
February, 1947, by Robert S. Beat- 
ty and A. M. Oliver, both of whom 
were formerly with the old Rick- 
ard agency, is discontinuing busi- 
ness because of Mr. Beatty’s illness. 

Mr. Oliver is joining Hazard 
Advertising Co. next month as an 
account executive, and he will take 
with him most of Beatty & Oliver’s 
major accounts. These include 
American Engineering Co., Phila- 
delphia; Gedney Electric Co., New 
York; John A. Roebling’s Sons Co., 
Trenton, N. J., and Westrex Corp., 
New York, a subsidiary of West- 
ern Electric Co. 


® Richard C. Schroder, B&O art 
director, plans to open his own 
advertising art service. None of the 
other employes of the agency has 
announced his plans. 

Mr. Beatty, president of the 
company, reportedly has been ill 
for some time. Mr. Oliver, before 
his association with Rickard, was 
executive assistant to J. H. Mc- 
Graw Jr., former president of Mc- 
Graw-Hill Publishing Co., when 
the latter headed the business pa- 
per publishing house. 
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‘We Lift the Rocks, Dig Up the Clients,’ 
Los Angeles Small Agency Chief Declares 


Hot.tywoop, Oct. 9—Despite the 
fact there are no standards for 
establishing an agency in Los An- 
geles, and the efforts of many re- 
flect that fact, small agencies make 
an essential contribution to the ad- 
vertising business. Kent Goodman, 
head of his own agency, told mem- 


Waterston & Frisch 
Dissolves Less Than 
Year After Merger 


New York, Oct. 9—Waterston & 
Frisch, an agency created earlier 
this year by the merger of two 
agencies—Will Burgess & Co. and 
Waterston & Fried—has dissolved. 

Bertram W. Frisch, who was 
owner of Will Burgess & Co. be- 
fore the merger (and also was 
president of the merged agency), 
has reestablished his own agency 
under the name B. W. Frisch Co. 
He is remaining at the 347 Fifth 
Ave. address of Waterston & 
Frisch, and reports that he actual- 
ly pulled out of Waterston & 
Frisch last July. He now handles 
roughly the same business he had 
at Burgess. Among other things, 
he handles subscription promotion 
for Commonweal, Cue and News- 
week. 


® Harry C. Waterston has joined 
Norman D. Waters & Associates, 
as vp and account executive. He 
brings with him the accounts he 
has been servicing, which are 
mainly book club accounts. He re- 
ports their total billing at $275,000. 

The Waterston acquisition is No. 
2 this year for Norman Waters. 
Last January, Marvin Sherres 
folded his agency, Marvin Sherres 
Inc., and joined the Waters agen- 
cy as a vp and partner, bringing 
in 15 accounts billing a total of 
$200,000. 


‘Don't Switch, Even 
to Us,’ Lavenson Says 


PHILADELPHIA, Oct. 
change your advertising agency, 
not even to [us] unless there’s a 
sound reason,” Lavenson Bureau 
of Advertising advises in its cur- 
rent issue of “Ad-ventures.” 

Change for its own sake is as 
dangerous in business as it is in 
politics, according to Lavenson. 
Reasons that have been given for 


agency replacements run from|/ 


“personnel difficulties” to inade- 
quate agency service, to client 
“restlessness,” to dissatisfaction 
with costs, to “politics.” These 
could be resolved by frank under- 
standing, it said. 


@ There are, however, Lavenson 
points out, cases in which either 
the client or the agency doesn’t 
fulfill its obligations to a satisfac- 
tory degree. Only after this be- 
comes an unalterable bar to full 
confidence and cooperation, should 
an agency change be considered by 
any advertiser. Even then, there’s 
no assurance that the same thing 
won’t happen again. 

“When a client-agency ‘mar- 
riage’ is terminated hastily or 
without compelling reasons, the 
danger signal hangs high for any 
new agency. It may be sure that 
a durable and happy relationship 
is not likely to result,” it says. 


Circulation Managers Elect 
John J. Mullen of Newsday, 
Garden City, N. Y., has been 
elected president of the New York 
State Circulation Managers Assn. 
Archie G. Clarke of the Roches- 
ter Times Union is the Ist vp of 
the organization; Stephen E. Lov- 
as, Westchester Newspapers, 
White Plains, is 2nd vp, and 
J. Truman Kahler, Rome Daily 


Sentinel, is secretary-treasurer. 


bers of the Hollywood Advertising 
Club that yesterday. 

Mr. n drew liberally 
upon his own experiences as a 
small agency man to present a 
frank and revealing picture of 
their problems. 

After prewar experience as a 
classified advertising salesman for 
the Los Angeles Times, and post- 
war experience as a time salesman 
for several radio stations, he want- 
ed to get into the agency business. 
Unable to get a job with a large 
agency, he opened his own shop. 

He did so with $50, enthusiasm 

(Continued on Page 28) 


Fairy Princess Line 
of Cosmetics for Tots 
Introduced by Coty 


New York, Oct. 10—Coty Inc., 
51-year-old perfume and cosmet- 
ics company, this month is intro- 
ducing “fine cosmetics for little 
women”—a market Coty believes 
has great potential. 

Although other children’s toilet- 
ries have been marketed, the com- 
pany thinks its new Fairy Princess 
line is the first “prestige” line of 
cosmetics “just like mother’s.” 
Previous lines were “toylike, cute 
and gimmicky,” according to Coty. 

None of the Fairy Princess prod- 
ucts, however, take a child into 
powder and paint, the company is 
quick to point out. The nail polish 
is the “palest of inoffensive sheens; 
the fragrances are innocent enough 
for one’s youngest daughter and 
the pomade lipstick is colored with 
a tint that does not redden the 
lips.” 


= First advertising will be a color 
page in the December Parents’ 
Magazine, augmented by newspa- 


10—“Don’t | 


MIRROR, MIRROR—Coty is introducing 

cosmetics for little girls in this 

color page in the December Par- 
ents’ Magazine. 


per campaigns across the country. 
A year-round campaign, possibly 
including spot tv in major markets, 
is now being planned. Counter 
cards are being distributed to deal- 
ers along with a pink-and-blue 
brochure, “Coty Cues,” which ex- 
plains the Fairy Princess products. 

All the products are designed to 
appeal to a child in size, decor 
and color and are “luxury-pack- 
aged” in pink and gold. Included 
in each package is a small fairy- 
tale booklet which tells how “all 
little girls can be fair as a prin- 
cess.” 

The line includes bubble bath 
packets, liquid bubble bath, soap, 
pomade lipstick and refill, dusting 
powder, bath mitt, cologne with or 
without an atomizer, a fragrance 
set and a hand-care set. Prices 
range from $1 to $3. 

Franklin Bruck Advertising is 
the agency. 
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Whelan Tells ABP! 


Space Salesmen 
Need Agency Help 


Cuicaco, Oct. 10—Space sales- 
men for business publications 
should improve their selling tech- | 
niques and their relationships with | 
advertising agencies, John J. Whe- 
lan, vp and general manager of 
Haire Publishing Co., advised yes- 
terday. 

“Agencies are here to stay,” Mr. 
Whelan said in his talk at the an- 
nual all-day sales seminar spon- 
sored by the Chicago Dotted Line 
Club and Associated Business Pub- 
lications. “More and more adver- 
tisers today are following the 
advice of their agencies right down 
the line.” 

Mr. Whelan listed the following 
as the major complaints agency 
men have made against business 
paper space salesmen: 


e Some do not properly identify 
themselves. 


e Some do not condense their 
sales presentations. 


e Some drop in the agencies with- 
out appointments, are overfamiliar 
with media buyers and take up too 
much time. 


e Some use high-pressure tactics. 


e Some stop at the agency only 
when contracts expire. 


e Many use canned or memorized 
sales pitches with no break in the 
presentation. 

e Some do not present facts and 
talk only in generalities. 


e Others run down competition 
instead of selling their own book. 


e Some salesmen are argumenta- 
tive, complainers, name droppers 
and gossipers. 


® The two main things that any 
space salesman should be able to 
do is to sell the editorial value of 
his publication in relationship to) 
an advertiser, and be able to in- 
interpret an ABC statement, Mr. 
Whelan said. 


“Business papers should take a} 
good look at themselves and ex-| 
(Continued on Page 6) 


|card is blank for personal messages 


TESTINGI—Here are two of the Rorschach-inspired greeting cards 
produced by Frustrations Limited, Chicago. The cards will be ad- 


vertised in the October issue of t 


he American Medical Assn.’s Ar- 


chives of Neurology & Psychiatry. 


Rorschach Inspires 
Greeting Cards for 
Frustrated People 


Cuicaco, Oct. 10—“Send a dif- 
ferent greeting this season. Pa- 
tients, friends and colleagues will 
enjoy receiving these unique Ror- 
schach-type designs.” 

So goes an ad—the first greeting 


card ad to be accepted for adver- 
\tising by the American Medical | 
according to Frustrations 


Assn., 
Limited, which produces the cards. 
The cards, which come in four de- | 
signs suitable for Christmas mes- 
sages (the first cover of the folded 


Business Paper Success Story... 


Benson-Lehner Jolts Trade Lethargy 
With Advertising Spoofing Other Ads 


Los ANGELEs, Oct. 9—Here’s a 
letter that could give any agency 
man the shivers. Written May 2, 
1956, by Bernard Benson, president 
of Benson-Lehner Corp., West Los 
Angeles, and addressed to Jack 
Roberts of the company’s agency, 
Carson-Roberts Inc., it reads: 

“Dear Jack: 

“Somebody has once said—or if 
they haven’t I’m sure that some- 
day someone will—that if a prob- 
lem is properly defined it is almost 
solved. To define the problem we 
discussed is very simple. 

“Advertisements fall into two 
categories: Come-across ads and 
look-for ads. Come-across ads we 
are not interested in. Look-for ads 
fall into two categories: Leave-in 
and tear-out. Leave-in ads we are 
not interested in. Tear-out ads fall 
into two categories: tear-out-and- 
show-to-your friends and tear- 
out-have-reproduced-a n d-dis- 
tribute-to-your-friends. The prob- 
lem is therefore easily defined. All 
we want is_ look-for-tear-out- 
have-reproduced-a n d-distribute- 
to-your-friends ads.” 


= It happened the agency had 
been giving some thought to the 
problem posed by the letter. Ba- 


| Industrial ad manager is at bottom 


sically, Benson-Lehner, maker of 
data reduction equipment, must 
reach engineers who buy or in- 
fluence buying of such equipment. 
They had been using direct mail 
and schedules in eight electronic 


or an imprint), will be advertised 
in the October AMA Archives of 
Neurology & Psychiatry. 

Frustrations Limited, a name 
|chosen as representative of the 
‘times, is the parttime hobby (and 
pin-money project) of two work- 
ing girls: Mary Squibb, associate 
editor of Salesman’s Opportunity, 
and Rachel Gilbreath, wife of an 
| atomic scientist and copy editor of 
Chicago Review, a literary mag- 
|azine published by the University 
of Chicago. 

The chief Frustrations products, 
_ besides greeting cards, are two 
| small pillows named Fat Head and 
The Old Bag. Fat Head (male) 
sells for $3.95, and Old Bag (fe- 
male) is $4.95. The pillows are 
designed to be punched, kicked, 


drowned, stuck with pins, or what- 


| will-you, to “take out frustrations.” 


Frustrations Limited also sells in- 
come tax condolence cards. 


® The company has been in busi- 
ness for about three years. Promo- 
tion is primarily by word-of- 
mouth and publicity, plus an oc- 
easional ad. Sales are by direct 
mail. Frustrations occasionally cir- 
cularizes its customer list (cur- 
rently about 60). 

Frustrated, anyone? Kick around 
a Fat Head or an Old Bag and feel 
better. Frustration Limited’s ad- 


(Continued on Page 36) 


‘dress is 11 E. Erie St., Chicago. 


| istering a long protest, the Federal 


| writer. 


By Not Arousing Soap Giants, Dial 
Snared Healthy Share of Market: Buck 


Couldn’t Afford ‘Special 
Promotion’ Scrap with Big 
Companies, Says Agency | 


Cuicaco, Oct. 9—The story of 
how Dial soap slipped into the soap 
field and grabbed a substantial | 
share of the market before the gi- 
ant, well-established soap compa-_ 
nies could work up a lather was, 
told last Friday by Gordon Buck, | 
media director of Foote, Cone & 


Bartley Hits FCC 
Approval of Whitney 
Radio-TV Purchases 


WASHINGTON, Oct. 11—With 
Commissioner Robert Bartley reg- 


Communications Commission today 
approved a $10,000,000 deal which 
enables J. H. Whitney & Co. to add 
radio and tv properties in Indiana- 
polis, Fort Wayne and Waterloo, 
Ind., to its portfolio. 

The deal involves the purchase 
of Universal Broadcasting Co. Inc., 
by Indiana Broadcasting Corp., 
100% owned by J. H. Whitney & 
Co. Universal is licensee of WISH 
and WISH-TV, Channel 8, Indi- 
anapolis, Radio Station WANE, 
Fort Wayne, and WINT (TV), on 
uhf Channel 15, Waterloo. J. H. 
Whitney & Co. also owns KOTV 
(TV), Channel 8, Tulsa, and 
KGUL-TV, Channel 11, Galveston. 


® In his dissent, Mr. Bartley ex- 
pressed fear that the purchase of 
radio and tv properties by “cor- 
porate interests” which are con- 
cerned chiefly with diversifying 
their interests will have “a pro- 
found effect on our present com- 
petitive broadcast structure, ex- 
tending to network affiliation, 
national spot advertising and even 
local advertising.” 

He said the history of WINT 
(TV) raises questions of possible 
trafficking in licenses, since Uni- 
versal had acquired it for $484,674 
as recently as July 17, and now 
proposes to sell it at a profit. 


B&B Elects Barbour, Becker 

Benton & Bowles, New York, 
has elected Oliver Barbour and 
Mark Becker vps. Mr. Barbour is 
director of television program- 
ming; Mr. Becker is an account 
supervisor. 


Calak Joins Jetferson 

Thomas Calak, formerly manag- 
ing editor of “The Quality Grocer,” 
monthly magazine published by 
Quality Bakers of America Coop- 
erative, New York, has joined the 
staff of Jefferson Co., New York, 
advertising art company, as a copy- 


Highlights of This Week's Issue 


Minnesota retailers await court 
decision on sale of drugs by food 
stores 


Northwest potato chip makers push 
their product during off sea- 
Capitol Records uses actual 45 rpm 
disc in Billboard ad ....Page 22 
Sen. Magnuson’s ownership of ra- 
dio stock stirs political ruckus in 


Newspaper ads give backbone to 
nation’s press, Jenkins Lloyd 


of industry pay heap, manage- 


Boeing Airplane names Robert Otto 
& Co. to handle its international 
ads 


”| Television will be launched in Fin- 


land this fall 
Three rival Salt Lake tv outlets 
join in promotion of area Page 39 
Average company spends $3,000 
a year on gifts, survey 
shows 
Sunkist Growers sets $2,000,000 
ad drive for fresh citrus 
fruits 
Transit admen set standard size for 
bus panel frames 
Socialist Labor Party uses newspa- 
pers for political ads ...Page 54 
Colgate-Palmolive (Australia) 


ment consultant says ...Page 35 


campaigns to raise money for 


Olympic team 
Two drug, cosmetics makers agree 
with FTC not to buy time on 
Whelan tv shows 


REGULAR 


Advertising Market Place ... 
Coming Conventions ........ 
Creative Man’s Corner 

Drawthinks 
Editerials 

Empleye Communications 
Getting Personal 
Information for Advertisers 
Just Looking 
Looking at Retail Ads 
Obituaries 
On the Merchandising Front 
Photographic Review 
Rough Proofs 
Salesense in Ads 


30, 75 
113 
106 | oe | 


Belding, Chicago. 

Mr. Buck outlined the advertis- 
|ing and merchandising tactics em- 
| ployed by Armour & Co. to market 
Dial soap during the past eight 
years at the annual meeting of the 


‘central region of the American 


Assn. of Advertising Agencies. 

“If the soap giants had: felt that 
Armour was seriously trying to in- 
|vade the mass market, they would 
|have stolen our preduct exclusive 
,and would have outspent us 10 to 

1,” Mr. Buck said. 

The pattern of survival in the 
toilet soap field, he said, was one 
of low margin and high turnover— 
big advertising supported by spe- 
cial promotions. Dial could not af- 
ford to get into such a scrap at the 
beginning, he added. 


® Here were the problems con- 
fronting Dial in 1948: 


e Small budget—Dial could afford 
to spend only one-fifth of what 
(Continued on Page 32) 


Ideal Toys Plans 
4-Media Yule Push 


New York, Oct. 10—Ideal Toy 
Corp., the country’s largest pro- 
ducer of dolis and plastic toys, will 
use Sunday supplements, comics, 
magazines and television for its 
1956 Christmas drive. 

In addition to the previously an- 
nounced television sponsorships, 
Ideal will run half and one-third 
page four-color ads in 29 Metro 
Group papers and 30 other Sunday 
supplements during November. 

Co-op advertising is scheduled 
with several companies. Among 
them are Campbell Soup Co. (in 
Life, Family Weekly); Du Pont 
(Parents’ Magazine); Celanese 
(Good Housekeeping); General 
Mills (Woman’s Home Companion, 
McCall’s) and Monsanto Chemical 
(Dell comic books). 

Grey Advertising handles the 
account. The company’s 1956 ad- 
vertising budget is placed at $500,- 
000, according to Melvin Helitzer, 
advertising manager. 


When someones 
counting on you... 


you can count on | 


Insutute ol Life Insurance 


REPEAT—Institute of Life Insurance 

|Tepeats its theme in this year’s 
drive starting Nov. 12 with this 
newspaper ad. Farm radio spcts 


This Week in Washin 102 
or s\also will be used. J. Walter 
What They're Saying 32! Thompson Co. is the agency. 
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New York court approves Printers 
Ink Foundation —— Page 16 
\ 


60 Sears Stores in Latin America Will Have 
$101,000,000 in Sales This Year, Erler Says 


Cuicaco, Oct. 11—Sears, Roe- | America are sent to a _ central | 
buck & Co. had $78,000,000 in sales| warehouse in New Orleans and 
in Latin American countries last | eventually shipped from that city, 
year and expects to increase that | he said. This distribution system 
sales figure by 30% this year, it) | has been found to be the most ef- 
was disclosed today e J. W. Erler,| ficient and economical, he added. 
merchandising coordinator of for- 
eign operations. 

In a talk before the Export Man- 
agers Club of Chicago, Mr. Erler 
also said that Sears now has.60 re- 
tail stores in Latin America, 24 of 
which are in Mexico. Sears has 
been in the Latin American market 
for ten years. 


s Mr. Erler went on to point out 
that Sears has developed many 
local sources in Latin American 
countries from whom the company 
buys merchandise. The longer 
Sears has been in a country, the 
more it depends on locally bought 
merchandise and less on goods im- 

Sears has set up a unique dis-| ported from the U.S. and Europe, 
tribution system to supply | said. 


south-of-the-border stores, Mr. Er-| Latin American manufacturers 
ler said. Ail American goods going|have done an astounding job of 
to Latin America are transported | making merchandise available to 
to three depots—Miami, New Or- Sears, he said. The greatest inade- 
leans or Laredo, Tex.—and are | quacy they have, he said, is mak- 
shipped from these three locations. | ing products that are easiest to 

Any goods purchased abroad that/make rather than making goods 
eventually will be sold in Latin| that will win consumer acceptance. 


opment of a market, he said. It is 


easy for some markets to become | = 


| Care must be taken in the devel- 
| 


| over-industrialized or for certain | 
products to overload a market. In 
some cases, there is not enough 
money or customers to absorb too| 
| much merchandise. 

“Sears could do three times as| 
much business if it doubled its 
facilities in Latin America,” Mr. 
Erler said. “I think Latin America | 


ket. It has the wealth and size and | 
the people down there want the | 
finer things of life—just like 
Americans.” 


caused a revolution in Latin Amer- | 
ican advertising circles because of 
its advertising policies. 

“Sears, just like in the U.S., went | 
for multiple-page ads and special | 
sections in the Latin American | _ } 
newspapers,” Mr. Erler said. 
“Competitors, who formerly had 
run only small space ads, soon fol- 
lowed suit. Sears also stressed 


Are you sharing in 

the better than 
$50,000.00 volume done 
yearly by 76% of 

the readers of 

this important 
automotive publication? 


Advertising Age, October 15, 1956 


\Nance Appointment 
Suggests New Ford 
Marketing Emphasis 


| DeEarBorN, Micu., Oct. 12—The 
|election of James J. Nance, former 
president of Studebaker-Packard 


* |Corp., as a vp of Ford Motor Co. 
|Wednesday may signalize a new 


has a tremendous future as a mar- 


|named advertising director of | 

Gunther Brewing Co., Baltimore. 

|He resigned as vp and a director | 

c” Bryan Houston Inc., New York, 
in August (AA, Aug. 13). 


prices of goods in ads, which had | 
not been done before, and now this | 
practice is commonplace.” 

Newspapers are the major me- 
dium used by Sears, but spot radio 
also is used very extensively, he 
said. Sears places its Latin Amer- 
ican advertising direct, without 
using agencies, he said. 

The ads are prepared and placed 
by a central advertising depart- 
ment in each Latin American coun- 
try. Ad expenditures amount to 
slightly less than 3% of sales in 
Latin America, Mr. Erler told AA. 


Survey Report Predicts 
Increasing Newsprint Demand 


The Midwest will use 300,000) 
more tons of newsprint annually | 


by 1960 than the 2,000,000 tons it is 
consuming this year, a preliminary 
report of a survey of newsprint de- 
mand and supply has predicted. 
The survey, covering a 12-state 


|and more “integrated” approach to 
|marketing at Ford. 

| Mr. Nance’s specific duties are 
|still somewhat up in the air, it 
seems, and will stay that way until 
the new “vp—marketing” arrives 
here Nov. 1. 


® Mr. Erler told AA that Sears | WItLIAM C. GEOGHEGAN has been | However, there 


was speculation 
the company 
‘that his new po- 
| sition represents 
a response to a 
| trend in industry | 
| toward a market- | 
|}ing and research 
| group which han- 
idles long-term 
sales and adver- 
tising planning, 
as well as analyzing market poten- 
tial and long-range economic pros- 
pects. 

At any rate, it was expected (a) 
that Mr. Nance’s job will be “long- 
range,” probably including market 
research, “the economic picture” 
and sales and advertising planning, 
and (b) that it probably will not 
include specific product planning. 


James J. Nance 


= It also was pointed out that Mr. 
Nance’s will be a staff job, having 
only “functional” control over 
marketing activitiés of what Ford 
calls its “end product” divisions. 

It was suggested that Mr. Nance 
might make marketing recom- 
mendations to the divisions, re- 
view their own plans and perhaps 


area, was begun early this year by have a veto power over the latter 
a research team at the University | subject to approval by the top- 
of Wisconsin. It is sponsored by the | |level administration committee (of 
Inland Daily Press Assn. and a| ‘which Mr. Nance is a member). 
group of newsprint manufacturers But it was expected that divisional 
serving the area. marketing people would continue 
Dr. W. D. Knight, director of the | to be responsible directly to their 
university’s bureau of business re- | own general managers. 
search and service, and Dr. Ralph} The closest predecessor to Mr. 
O. Nafziger, director of the school |Nance’s newly created post is the 
of journalism, were in charge of | position of vp—sales and advertis- 
the survey. The study was financed |ing, which has lain vacant since 
by 317 daily newspapers in the 12-| Walker Williams left it last spring 
state area and 12 newsprint man-|to become a member of Ford’s 
ufacturers. The preliminary report|dealer policy board. Mr. Nance 
is available from the Inland Daily also will serve as chairman of the 
Press Assn., 7 S. Dearborn St., Chi- company’s merchandising commit- 
cago. tee. 


Advertisement 


The man from Cunningham & Walsh 


you 
‘services and merchandise sold by the | 
top. gasoline service stations who can sell 
your product faster..and more profitably. 


SUPER SERVICE STATION'’s new “Market Study” report is a 
honest and complete analysis of the activities of the readers of 
SUPER SERVICE STATION. It is not a preference study of one 
brand against another — nor is it competitive. Its aim is to 

show what our readers do, where and what they buy. 

For example, did you know that 38% of SUPER SERVICE 
STATION ’s readers either own their stations independently or lease 
from private investors, that 35% pump more than 
20,000 gallons of gasoline every month, that 55% provide motor 
tune-up service, that 74% replace shock absorbers, that 62% 
do wheel balancing, that 84% do car washing and that 71% have 
facilities for polishing? Likewise, did you know that 38% are 
equipped with headlight beam adjusters, 259% with an 
electric test bench and 92% with a service jack on wheels? 

This is only a small part of the facts you need to have to better 
sell the more than 74,000 receptive readers of SUPER SERVICE 
STATION. A copy of our “Market Study” is yours, at no cost, 
upon request. And keep in mind that SUPER SERVICE STATION'S 
marketing experts have the know-how and experience that can 
help you develop a sounder selling program that can make the 
sales difference at the pump. Ask your SUPER SERVICE STATION 
representative for the “Market Study” and to prove to you 
why it pays to “Super” advertise your line. 


agency’s policy — that our writ- 
ers, art directors, TV people and 
account executives spend one 
week every year working where 
the product is sold. 

We think it shows up in the 
advertising we produce. 

Cunningham & Walsh, Inc., 
New York, Chicago, Los Angeles. 


“Look, ['m selling. . . and 
stocking shelves. Building dis- 
plays and meeting shoppers. And 
learning things I might never 
discover inside an advertising 
agency. 

‘Me? I’m copy writer Bob 
Swiskow.” 

That’s the idea behind our 


THE IRVING CLOUD PUBLISHING CB. 
8th Fleer, Daily Mews Building 
Caicage 6, 


SUPER SERVICE 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 


3} 
— 

*“‘The book”’ works overtime, too: 9,400,000 BH&G 
readers recently referred to one or more back issues from during the gor: a 
4 to 12 months old. Almost 4 million looked at back issue 
ads or articles on home furnishings; more than 2 million 1 


at ads on homemaking practices or management. 


f Ameri 
“15,500,000 people read an average issue of BH&G. One- O er 1C a é 


third of the 123,800,000 people in the U.S. 10 years of 3 
age or older read one or more of every twelve issues. 

That’s 44,150,000 readers of Better Homes and Gardens reads Better Homes & Gar dens ! 
—and over 40% of them are men! Meredith Publishing 

Company, Des Moines 3, Iowa. ¥ *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Reed Heads Agency PR 

Clark & Bobertz, Detroit, has ex- 
panded its public relations depart- | 
ment under the directorship of | 


BOWL BETTER WITH THIS 
“POW-R-WRIST POSIT! 


men or women like a regular 
wristband, meta! insert pre- 
vents flexing. Give glove or 

left or right, 


FIDELITY PRODUCTS 
880-A, CANTON, OHIO 


im size 


Ellis Emmons (Bill) Reed. Mr. 
Reed joined the agency in gee 
He formerly was pr director 

|Air France and Bolsey Corp. pr 
|America. The agency also has 
named Douglas Paquin, formerly 
with W. B. Doner & Co., to its pr 


staff. 


+| Fredericks Joins ‘Scholastic’ 


Larry Fredericks, formerly a) 


Whelan Tells ABP, 


Space Salesmen 
Need Agency Help 


(Continued from Page 3) 


space salesmen for business pub- 
lications should be proud of their 
jobs, and that they should con- 
stantly try to improve their selling 


techniques. The selling of business | 
paper space is a creative job that} 
demands imagination and ingenui-| 


ty, he said. 

“We are in an intellectual busi- 
ness and we have to be persuasive 
and intelligent,” Mr. Beard said. 


free-lance artist, has joined the ad- | amine carefully the selling job “We are not personality boys and 


vertising promotion department of | 
Scholastic Magazines, New York. 


American Restaurant was awarded 
Industrial Marketing's first place 


plaque for 


editorial excellence in 


they are doing,” Mr. Whelan said. 
| “The most important sales job they | 
have today is to win the support 
jot the agencies.” 


i. William K. Beard Jr., president 
lof ABP, got the seminar off to a 
|rousing start by ripping into 
)“junk” books. “All free books 
aren’t junk,” Mr. Beard said, “but | 
| most ‘junk’ books are free.” 
| “The mightiest blow for paid) 
| circulation was struck several | 
| months ago by C. E. St. Thomas, 
|of General Electric,” Mr. Beard | 
_. “The only reasons that ‘junk’! 
books stay alive is because of the} 
| generosity of advertisers.” 
Mr. Beard told the meeting that 


we are not space peddlers.” 


Ohliger Joins Fitzgerald 
Ohliger has) 


L. 
joined Fitzgerald Advertising 
Agency, New Orleans, in a top ex- 
ecutive position. His principal duty 
will be account executive on Wes- 
}son Oil. Mr. Ohliger formerly was 
with Leo Burnett Co., Chicago, 


where he was brand supervisor on 


Pillsbury cake and frosting mixes. 


Otis Joins Barnes Chase 

Arthur F. Otis has joined the 
| copy-contact staff of Barnes Chase 
Co., San Diego. He had been with 
Roche, Williams & Cleary, Chicago, 
for the past 12 years. 


Ever felt like a pretzel? 


A painful backache can really tie you in knots! 


Quickest way to unwind is to use a Johnson’s 
Back Plaster. The firm pad helps keep those jumpy 
muscles quiet. Mild medicated coating acts like a 
heating pad to bring warm, healing blood to the pain- 
ful area. Soon life seems worth living again! 


For seventy years backache sufferers have relied 
on Johnson’s Back Plasters. Druggists count them as 


staple all-year 


sellers. 


Today’s national TV advertising is acquainting 
the rising generation with this efficient, time-proven 
way to medicate. Johnson & Johnson, our client since 
1944, reports a noticeable gain in new users and a 
steady sales increase. 


N. W. AYER & SON, 


New York 


Philadelphia 


San Francisco 


INC. 


Chicago Detroit 


* Hollywood Boston - 


Honolulu 


JOHN FARLEY has been named di- 
rector of the new marketing de- 
of Greer Hydraulics, 
Jamaica, N. Y. Before joining 
Greer last January as director of 
public relations, Mr. Farley was 
an account executive with Kenyon 
& Eckhardt. 


ABC Turns Up with 
CBS (Spot) TV Show 


New York, Oct. 10—The pre- 
miere of “Navy Log’’—a show dis- 
tributed by CBS Television Sales 
and originally seen over the 
Columbia Broadcasting System 
network—on the American Broad- 
casting Co. television network, 
Oct* 17, marks the first time in 
video history that a network film 
subsidiary has provided a program 
for another network offering. 

While it is not uncommon for 
network film subsidiaries to offer 
their products to individual sta- 
tions, the sale of a show on a net- 
work-to-network basis is another 
milestone since the days when it 
became defendu for the name of 
one network to be wafted across 
the airwaves of another. 


® Reason for the spirit of coopera- 
tion lies in the fact that Sullivan, 
Stauffer, Colwell & Bayles, agency 
for one of the new _ sponsors 
(American Tobacco Co.), wanted 
“Navy Log” for Pall Mall cigarets 
and wanted it over the 8:30-9 p.m. 
EDT slot which American Tobacco 
currently has on ABC. “The Amaz- 
ing Dunninger” is presently in the 
time period. 

Cooperation on the show, which 
will be seen in 101 markets, ex- 
tends also to the advertisers. 
American Tobacco is co-sponsoring 
the program with U.S. Rubber Co., 
which will advertise a “company- 
wide presentation” of its products. 
Fletcher D. Richards Inc. is the 
agency. 

Produced by Gallu Productions, 
“Navy Log” made its debut on CBS 
in September, 1955. The switch to 
ABC puts it on the tail of the 
highly-rated “Disneyland.” 


Campbell-Ewald Adds Offices, 
Names Katerndahl, Defebaugh 

Campbell-Ewald Co., Detroit, 
| has appointed Richard Katerndahl 
land James Defebaugh to head its 
| new Denver and Cincinnati offices 
| respectively. The offices, the agen- 
cy’s 11th and 12th, will be opened 


James Defebaugh Richard Katerndah! 


to service the new Chevrolet di- 
vision mideastern and Rocky 
Mountain regions formed as part 
of Chevrolet’s regional sales organ- 
ization expansion. 

Mr. Katerndahl formerly was as- 
sistant to the manager of Camp- 
bell-Ewald’s San Francisco office; 
Mr. Defebaugh was assistant field 
coordinator, based in Detroit. 
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package 

Chicago 


The smash impact of the newspaper! The editorial 
content that brings readers back to every issue again and 
again! The quality reproduction of a fine magazine! 

In Metropolitan Chicago, pnly the Chicago Tribune’s 
exciting new TV Week gives you all three. 

Universal audience appeal is the heart of TV Week’s 


j Tough Role for Lite Milen on Actress Second 


r delivers features for the whole family. A complete 
program guide assures heavy repeat reader traffic. So your 

advertising can sell all week long. 
| TV Week has a colorful identity all its own. It embodies 
the paper stock, printing and overall production 
excellence you’d expect to find in a fine magazine. 

TV Week puts you in touch with Metropolitan Chicago’s 
biggest daily newspaper audience at a low, low cost-per- 
thousand. And when you use TV Week on a regular basis, 
you get attractive continuity discounts. 

Find out how this bright new package of Tribune sales 
power can add fresh excitement to your Chicago promotion. 
Ask a Tribune representative to give you the full story. 


Chicago 


The World’s Greatest Newspaper 
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FTC Will Monitor 
Broadcasts for 
‘Bait’ Advertising 


WASHINGTON, Oct. 12—In an ef-| 


fort to tighten its supervision of 
radio and television advertising, 
the Federal Trade Commission 
today instructed investigators in 
eight branch offices to conduct sys- 
tematic on-the-air monitoring of 
broadcasts. 

For many years the commission 
has maintained a continuing re- 
view of radio and tv scripts on a 
sample basis which provides for 
coverage of every station several 
times each year. The new program 
was established after members of 
Congress and others began com- 
plaining that questionable com- 
ments and claims are frequently 
ad-libbed, and are not recorded in 
the scripts which go to the com- 
mission. 


® Demand for stepped up FTC 
regulation of radio and tv adver- 
tising were sounded early this 
year as the Senate commerce com- 
mittee opened its television investi- 
gations. Committee members com- 
plained about over-commercializa- 
tion, particularly in radio, and de- 
manded to know whether any fed- 
eral agency was checking on the 
bait and switch ads, which sena- 
tors found particularly irritating. 

Retiring FTC Commissioner Lo- 
well Mason talked on over-com- 
mercialization in radio and tv at 
Harvard this spring, at a time 
when the Senate appropriations 
committee was considering a spe- 
cial appropriation for FTC moni- 
toring of radio and tv commer- 
cials. 


® In announcing the new program, 
FTC Chairman Jonn W. Gwynne 
said the old four-man task force 
which has reviewed radio and 
scripts will be included in a new 
special radio-tv investigation unit, 
under the direction of T. Harold 
Scott, veteran FTC attorney. In- 
vestigators at eight branch offices 
are expected to conduct the moni- 
toring in addition to their regular 
duties, 

Mr. Scott has recently been as- 
sistant to Commissioner Sigurd 
Anderson. For 12 years previous to 
that he was a trial attorney, and at 
an earlier stage of his career, an 
attorney-investigator. The branch- 
es which will conduct monitoring 
programs are located in New York, 
Chicago, New Orleans, Cleveland, 
Kansas City, San Francisco, Seattle 
and Washington. 

Alex Akerman Jr., FTC’s execu- 
tive director, said, “While radio 
and television stations have done a 
generally good job of screening 
advertising, the help that trained 
legal investigators of FTC can give 
undoubtedly will offer even great- 
er protection to the public.” 


Swiss Kitchen Goes National 

The Swiss Kitchen of Asheville, 
N.C., maker of a line of Continen- 
tal sweets in that region, is plan- 
ning to market the delicacies na- 
tionally through a mail order 
advertising campaign in newspa- 
pers and magazines. The items 
include brandy pecan crunch, 
Alpine “pebble” candy, cherry 
brandy cake, rum-butter toffee 
and others. Ads will offer a free 
illustrated price list. Ralph D. 
Gardner Advertising, New York, 
handles the account. 


Richard Cleary Names 
Richard E. Cleary & Co., Cleve- 


land, publishers’ 
has appointed Charles R. Walter a 
sales representative. Mr. Walter 
formerly was with NEA Service 
Inc. as a sales representative and 
newspaper advertising salesman. 


representative, | 


AwaRD—Royce Hawes (left), associate editor of the Detroit Free 

Press, and Lee Hills, executive editor, look over the University of 

Missouri school of journalism annual award to a member of the 

Inland Daily Press Assn. for outstanding community service, which 
the Free Press received this year. 


Cuicaco, Oct. 11—There wiil be 
at least one hot session at this 
week’s annual Audit Bureau of 
Circulations meeting, according to 
reports. 

It will take place Thursday aft- 
ernoon, when the magazine divi- 
sion members air their views on 
the new simplified reporting form 
that the ABC magazine simplifica- 
tion committee has worked up. 

The battle will be over how sub- 
scription production should be re- 
ported on the forms. In the sim- 
plified form subs sold through 
catalog houses and _ subscription 


Helene Curtis Plans 
No Changes in Setup 
of Lentheric Unit 


Cuicaco, Oct. 10—Helene Curtis 
Industries confirmed today the 


of Olin Mathieson Chemical Corp. 
The proposed acquisition was re- 
ported in AA last week. 

A Curtis spokesman said that 
terms of the agreement involved 
partial payment in Curtis stock and 
the remainder in cash. Although 
the purchase price was not dis- 
closed, AA learned from reliable 
sources that Curtis paid approxi- 
mately $5,000,000 for Lentheric. 

“The addition of the Lentheric 
line is an important step in our 
program of expansion and diversi- 
fication,” said Willard Gidwitz, 
Curtis president. “In the past two 
years, Lentheric has shown a sharp 
rise in both sales and profits and 
has launched an aggressive pro- 
gram of diversification into non- 
fragrance lines. 


s “It is expected that Lentheric 
sales this year will exceed $10,- 
000,000 and result in a satisfactory 
profit. Combined 1957 volume of 
Helene Curtis and its several divi- 
sions is expected to exceed $50,- 
000,000, excluding new items now 
being planned.” 

Curtis told AA that the Len- 
theric division will be operated 
the way it has been, with no 
changes in personnel or methods. 
Grant Advertising, Lentheric’s 
agency, will be retained indefin- 
itely, Curtis said. 


King & Rheaume Bows 

A new agency, King & Rheaume, 
|has been formed by John Bicey 
| King and Louis A. Rheaume at 33 
Trout Brook Terrace, West Hart- 
ford. Mr. King is president of the 
agency; Mr. Rheaume is art and 
creative director. 


purchase of the Lentheric division | 


Lively Discussion on Method of Reporting . 
Subscription Selling Due at ABC Meeting 


|agencies will not be listed sepa- 
| rately from those obtained by field 
| selling crews. Some ABC members 
who don’t use field crews to get 
subs already have indicated that 
they will protest the adoption of 
|the simplified form as long as this 
| provision remains. 


® If it is possible for the opposing 
groups to reach a compromise it 
| is likely that a meeting of the ABC 
|board will be called Thursday 
| night to ratify the issuance of the 
simplified form for magazines. 

| The simplified form proposed for 
business publications also will 
come in for some attention at the 
annual meeting. This form already 
has been approved by the ABC 
board, but has not been put into 
effect. Recently the board polled 
ABC members on the controversial 
question of whether or not busi- 
ness classifications of unpaid as 
well as paid distribution of busi- 
ness papers should be audited 
(AA, Sept. 17). 

After viewing the results of the 
poll the board referred the matter 
back to the ABC policy commit- 
tee. It will come up for discussion 
again at this week’s meeting. 


s Simplified forms already have 
been approved for newspapers and 
for farm publications, and are 
about to be put into effect. The 
effective date of the new newspa- 
per forms will be the six months 
ending Sept. 30; for farm papers 
it will be the six months ending 
Dec. 31. 


Chrysler of Canada Sets 
Heavy Newspaper Drive 

Newspaper advertising will 
spearhead Chrysler of Canada’s 
merchandising program during the 
next 12 months. More use will be 
made of daily and weekly newspa- 
per space in promoting the 1957 
“forward look” automobiles than 
in any campaign the company has 
ever staged, it was said. 

“We recognize the newspapers as 
the basic element in our promo- 
tional program,” R. T. Brown, 
Chrysler of Canada ad manager, 
said. “Although we will make very 
extensive use of all other media, 
our sales message, we feel, has its 
greatest and most continuing im- 
pact at the grass-roots level— 
where the newspaper and the po- 
tential customer come together.” 


‘Factory Equipment’ Moves 
Factory Equipment & Production 
and the company’s direct mail 
services have moved to larger 
quarters at 431 W. Barry, Chicago. 


Unified Promotion 
for Home Freezers 


Proposed by Lurie 


Cuicaco, Oct. 9—Nathan W. Lu- 
rie, board chairman of ACF-Wrig- 


urged the frozen foods and home 
|freezer industries to conduct a 
|combined promotion and educa- 


ley’s Stores Inc., Detroit, yesterday ee 


|tional campaign to place more 
| home freezers in American homes. | 
, Speaking at the 23rd annual} 
meeting of National Assn. of Food 
| Chains, Mr. Lurie pointed out that | 
| there is a huge untapped market | 
|for home freezers. Only 17% of 
|the American families own freez- 
ers, he said. 

“Can we visualize the force with | 
|}which such a program can be} 
| launched and carried out if we had | 
|at our disposal the combined re- 
sources of the appliance manufac- 
turers, the frozen food processors, 
the frozen food distributors and 
the retail chain?” Mr. Lurie asked. 

“The future of the frozen food) 
volume is inescapably tied to the 
future of home freezer sales,” Mr. | 
Lurie said. He urged frozen food | 
and freezer men to get out and) 
create their own market instead | 
of sitting back and getting caught 
in the eventual “profit squeeze.” 


® The entrance of large manufac- 
turers into the frozen food field 
and the increase in the number of 
distributor and chain labels can 
only result in a shortening of prof- 
it margins of chain food stores, Mr. 
Lurie said. 

Unless proper steps are taken to 
lower distribution and handling 
costs and increase the volume of 
frozen food sales, chain stores will 
find themselves trying to operate 
a frozen food department on the 
same margin as dry groceries, he 
said. This can’t be done, he added. 
The cost of handling frozen food 
will be prohibitive on a short prof- 
it unless volume moves upward 
proportionately to offset this loss, 
Mr. Lurie said. 


® Paul J. Cupp, president of 
American Stores Co., Philadelphia, 
told NAFC members that between 
1953 and this year, the number 
of non-food items handled by the 
average food chain store jumped 
from 683 to 1,857, or about two 
and three-quarters as many items. 

The range also increased, Mr. 
Cupp said, from a low of 306 and 
a high of 2,340 in 1953, to a 1956 
range of 546 low and 2,925 high. 
The largest gains were in house- 
wares, dishes, toys and stationery. 
Moderate gains were posted in 
health and beauty aids, cooking 
utensils, kitchen tools, magazines 
and outdoor and picnic equipment 
and supplies, he said. 


# Other non-food facts listed by 
Mr. Cupp, which were gleaned 
from information provided by 24 
NAFC members, were: 


e There was a marked stabiliza- 
tion during the three-year period 
in paper products, hosiery, hard- 
ware and in soft goods. There were 
no important developments in 
ladies’ apparel, adult, teen-age or 
infant wear or notions. 


e Housewares, which include the 
complete category, increased in 
percentage of average store sales, 
from .6% in 1953 to 2.75%. 


e In the drug department, which 
includes non-food items such as 
health and beauty aids, toys, no- 
tions, etc., the medium of the per- 
centage of store sales increased 
from 1.3% to 2.48%. 

Only a few of the store opera- 
|tors advertised non-foods regular- 
lly, Mr. Cupp said. There were no 


William E. Steers 
Steers Named Head 
of Doherty, Clifford 


New York, Oct. 10—William E. 
Steers, exec vp of Doherty, Clif- 
ford, Steers & Shenfield since 1952, 
has been elected president of the 
agency. He succeeds Donald K. 
Clifford, who has been named 
chairman of the board. 

In several new appointments, 
Doherty, Clifford has appointed 
Rita Hachem a copywriter and 
Alexander S. Drogy and Lewis J. 
Lawrence art directors. 

Miss Hachem formerly was a 
copy group head at Lewin, Willi- 
ams & Saylor. Mr. Drogy and Mr. 
Lawrence both previously were art 
directors at Lennen & Newell. 


Fla. Citrus Group 
to Discuss Hiking 


Advertising Tax 


LAKELAND, Fta., Oct. 12—The 
Florida Citrus Commission voted at 
its October meeting Wednesday to 
hold an industrywide session here 
Dec. 4 to discuss plans for increas- 
ing the advertising tax which sup- 
ports the commission's promotional 
program in behalf of oranges. 

If growers, shippers and proces- 
sors support the proposed expan- 
sion of orange advertising, the 
1957 legislature would be request- 
ed to increase the state levy, which 
now amounts to 3¢ for each box of 
oranges moving into commercial 
channels. The ad tax on grapefruit 
is 6¢ and on tangerines 5¢. 

The proposal that study be given 
to the need for more orange ad- 
vertising money was made by Dan 
Wright, commission member and 
shipper. He said that Florida has 
been lucky in having relatively 
small orange crops for the past few 
seasons, but in a couple of years 
there may be “more oranges than 
consumers.” He also cited in- 
creased advertising costs, and 
pointed out that Florida is spend- 
ing only about a fourth as much 
per box to advertise its oranges as 
California does. 


® The citrus commission has an 
over-all budget of about $5,500,000, 
with 60% of this amount going to 
direct advertising for oranges, 
grapefruit and tangerines. The rest 
goes for merchandising, research, 
administration and other items. 
Approximately half the total budg- 
et is made up of orange tax money 
because oranges make up the bulk 
of the citrus crop. 

With a projected orange crop of 
100,000,000 boxes in the next year 
or two, each cent added to the ad 
tax would bring in a million dol- 
lars. 


Katch King to Conner Co. 
Conner Co., San Francisco, has 
been appointed to handle advertis- 
ing for Katch King Lure Mfg. Co., 
Boulder, Colo., producer of Katch 
King and “Moby Dick” fishing 


‘strong convictions among the op- 


erators as to what was the best! 


advertising policy for non-food 
items, with most of the operators 


depending on point of sale dis-| 


plays. 


lures. Media will include trade 
magazines and outdoor advertising. 
|Conner also has been named to 
handle advertising for Varco Mfg. 
|Co., Boulder, maker of golf and 
| fishing accessories. 
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Sales Efficiency another good 


REASON-WHY 


Advertisers seeking sales to Southern 


farmers are switching to Farm and Ranch 


Before you schedule advertising in any Southwide farm magazine, 
you will want to carefully consider these facts. They are well 
documented by impartial, recognized research—research we will 
be glad to show you: Farm and Ranch is more efficient. 


Farm and Ranch takes your message to more farmers per adver- 


tising dollar. 


FARM and RANCH 


Black & White........... 


Black & White.......... 


Subscrib 

$4,000 $3.10 323 
5,350 4.15 241 
$5,600 $4.23 237 
7,000 5.28 189 


Seven black and white pages in Farm and Ranch cost the same as five 
black and white pages in Progressive Farmer ($28,000). With such a 
schedule you reach 9,030,000 subscriber families with Farm and 
Ranch versus 6,625,000 with Progressive Farmer. 


THAT’S 2,405,000 MORE TIMES AT BAT! THAT’S EFFICIENCY! 


Farm and Ranch takes your mes- 
sage to better farmers. And don’t 
take our word for it. Make our 
representative show you the Daniel 
Starch Consumer Magazine Report, 
and other Starch research published 
by Farm Journal, which shows 
Farm and Ranch subscribers supe- 
rior to Progressive Farmer subscrib- 
ers in farm ownership, size of farm, 


farm mechanization, household 
improvements, and category after 
category. 

Farm and Ranch is much 
more efficient. 

Farm and Ranch is better. You make 
more calls, on more able-to-buy peo- 
ple, more responsive people, in Farm 
and Ranch. Why pay more, for less? 


should switch. 
FARM and RAN 


Starch readership reports.) 

hard-hitting, 

torial approach gets-action. 
@ Subscription sales are b i 


in the South in 1955. More 
publication. ever did before. 
. Advertisers say: “We get 
Costs per inquiry and sale are to 
e@ Farm and Ranch sels more, be 
it is read more by more 
homilies. 


farm magazine. 
e Ladies like us. (Our tha 

They order more house plans nee 
terns from Farm and Ranch than fron 
other Southern magazine. =: 
. They cook, sew, build and ra 


Farm and Raneh 


NASHVILLE, TENNESSEE 


More than 1,300,000 subscriber families in 15 Southern states. 


DALLAS 
Bruce Johnson 


ATLANTA 
Bill Jones 


NEW YORK 
Bob Finn 


CHICAGO 
Dan Doody 


SAN FRANCISCO 
McDonald-Thompson 


LOS ANGELES 
McDonald-Thompson 


one 
on 
OUthe 
western 
REASONS-WHY. 
of 1,300,000. 4, + 
Form and Ranch isthe South's No. | 
e Unequalled readership of both edito~ . : 
Progressive Farmer material and advertising. (See, 
4-Collor .. edi 
if 


It’s as easy as 
falling of f 


to sell the 
owing Lubbock « Market! 


—with advertising in the... 


LESTER M. HORNER Gen. Adv. Mgr. 
Represented Nationally by TEXAS DAILY PRESS LEAGUE, Inc. 


EIA Reelects Michener 

Walter M. Michener, Michener | 
Co., has been reelected president 
of the Eastern Industrial Adver- 
tisers, Philadelphia. Other officers 
elected include Robert O. Moore, 
SKF Industries, vp; Frances M. 
Suarez, Philadelphia Quartz Co., 
secretary, and William T. Scott, 
Atlas Powder Co., treasurer. 


Paper Co. to Hilton & Riggio 
Great Eastern Paper Co., New 
York, has named Hilton & Riggio, 
New York, to handle its advertis- 
ing. Great Eastern previously han- 
died its own advertising. The 
company is planning a trade mag- 
azine campaign. | 


Oh, what fun it.is to see 


CHRISTMAS VIEW—Sawyer’s View-Master plans to kick off its Christ- 
mas campaign—the biggest in its history—with this third color page 
in 97 Sunday newspaper comic sections on Nov. 25, Dec. 2 and 9. 
The schedule also calls for a color page in Collier’s, Coronet and 
comic magazines, and smaller 


"rich STEUBENVILLE 
e PITTSB U RG H market: 


PLUS...for the first time in advertising history 


ads in McCall’s and Parents’. 
Spot tv will also be used. In ad- 
| dition, Sawyer’s has dealer ma- 
terials and ads. 


| 
| Minnesota Court to 
Rule on Selling of 

Drugs by Groceries 


MINNEAPOLIs, Oct. 9—Minnesota 
grocers and druggists are awaiting 
la court decision that will deter- 
‘mine whether food stores can sell 
|common household remedies. 

The case, argued in Hennepin 
(Minneapolis) County district 
court, brings to a head a long- 
| Standing dispute between the two 
business groups in the state. Drug- 
gists contend that food stores 
should not be permitted to seil 
| aspirin, cold tablets, stomach rem- 
|edies and laxatives. 
| Food store sales of these items 
have been increasing in recent 
years as supermarkets take on 
'more and more lines outside the 
| grocery field. 
| The present suit was brought 
the Minnesota. state board of 
|pharmacy. Defendants are Red 
'Owl Stores, a large wholesale and 
|retail food chain with headquar- 
‘ters in suburban Hopkins, and 
|Groves-Kelco Inc., Minneapolis, 
one of this area’s largest distribu- 
‘tors of non-food items to super- 


| markets. 


® The suit seeks to stop Red Owl 
and Groves-Kelco from selling 
specified products which the state 
board of pharmacy contends can 
be handled only by stores licensed 
by the board. These are principal- 
ly drug stores, although in some 


MEASUREMENT OF ADVERTISING RESULTS sal communities where there ar 
no drug stores food stores are li- 


COMPARE WSTV-TV’s RESULTS PER DOLLAR WITH ANY OTHER STATION ON YOUR SCHEDULE 


WSTV-TV’s remarkably low 
cost per 
any station in this tremendous 
market) and amazingly large 
coverage (including free bonus 
of Pittsburgh) make WSTV- 
TV one of the safest, most 
profitable buys in TV 


Exciting things are happening in WSTV-TV-land, richest steel 
and coal producing area in the world! One of America’s top re- 
search organizations is completing a trend-setting project that 
effectiveness of WSTV-TV versus 
any other station on your schedule. And WSTV-TV’s coverage of 
ulation, income and 
number of sets among the top seven markets in America* will 


will enable you to measure 
this prosperous industrial area—ranking in 


be guaranteed ! °Sales Management Survey of Buying Power 


STEUBENVILLE, OHIO 
Represented by AVERY-KNODEL 


CBS — ABC — CHANNEL 9 — 230,500 WATTS 


WSTV-TV John J. Laux, Gen’l Mgr. Steubenville, Ohio ATlantic 2-6265 
NAT’L SALES MGR. RodGibson 720 Fifth Avenue, N.Y.19. JUdson 6-5536 


censed to handie drug items. 

Products named in the suit are 
Alka Seltzer, Anacin, Aspergum, 
aspirin compound tablets, Bromo 
Seltzer, Bufferin, Pepto-Bismol, 
Lysol, Four-Way cold tablets, Bro- 
mo Quinine, Pinex and Vick’s 
cough syrups, Murine, Castoria, 
Ex-Lax, Feen-a-mint, Sal Hepa- 
tica and Vick’s Vatronol. 

The state board of pharmacy 
contended in its argument before 
the court that sale of these items 
constitutes practice of pharmacy. 
The defendants claimed they are 
not drugs within meaning of the 
state licensing law. 

The Minnesota supreme court 
has upheld the drug licensing law 
several times in the past, notably 
in the sale of aspirin, milk of 
magnesia and vitamins. 


thousand (lowest of 


"Reader's Digest’ Offers 
Alternate-Copy Split-Run Ads 

The Reader’s Digest, New York, 
is now publishing alternate-copy 
split-run ads for advertisers who 
|want to test the effectiveness of 
two pieces of copy. The magazine 
said that while half of its circu- 
lation wouid contain each ad, it 
could not guarantee “any fixed 
proportion” of copies within any 
geographical section. 

The Digest is also accepting one 
gate-fold insert per issue. 
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It’s the builder who buys in the Light Construction Market. His 
interests and activities encompass the entire market : new home 
building, non-residential construction, modernization work of 
all kinds! So... 

If you want to cover the entire Light Construction Market; 
if you want to influence buyers more than you want to influence 
“influences’; if you want your sales-message surrounded with 
authoritative editorial coverage that best serves all the builder’s 
interests; if you want to “keep company” in the magazine that 


serves more advertisers and carries more advertising than any 


Practical Builder 


The Blue Book of the Light Construction Industry 


2.1% of the Light Construction Market 


book in the field; if you want your message seen and read by 
more builders than you can reach in any other manner... 
Practical Builder is for you! 

Any way you figure it, in complete editorial coverage or 
complete market coverage... PB delivers all of it! 


PB reaches more total builders; delivers more builder buy- 


ing power; is preferred by * more builders; is preferred by more 


advertisers; carries more advertising pages...and all at the 
lowest rate! That’s why: When you're in PB you're in! 


*As proved by independent, unbiased surveys by advertisers or their agencies. 


“Industrial Publications, Inc., Chicago 3. 
Also publishers of Building Supply News and 
other leading building industry magazines. 


New Commercial Building 
44% of the Light Construction Market 


Farm Service Buildings 


Institutional Building 
1.5% of the Light Constraction Market 


New Light Industrial Building 
42% of the Light Construction Market 
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Cynics Are Out of Fashion 


For as long as we can remember, the advertising business has 
been afflicted with a good deal more than its share of smart-alecks, 
wise guys and cynics. It has always had more than its rightful mar- 
ginal share of characters who believe they’re getting away with 
something not quite honest, and who are a little ashamed of the 
whole thing. 

The really sharp lads in the business have made it clear that 
nobody is taking them in; they’re in the “ad game” because it is a 
pretty fair “racket,” where a guy can make a pretty fair thing 
without breaking his back, meet the right people, guzzle the driest 
martinis, and wear the nicest clothes. 

And best of all, perhaps—the people in the business are no dopes. 
You don’t have to put on a false front and act as if you believe all 
that stuff; you can be as straightforward and as cynical and smart as 
you please; nobody expects you to wave a flag around or act sincere 
or make Fourth of July speeches. In fact, you’re a kind of weirdy if 
you do; the really smart types wear their cynicism and their basic 
disbelief in what they’re doing in the open, like a badge of honor. 

And if you get a chance you “show up” the silly old business in a 
sexy, fast-moving book that’s a travesty on the business, or you tell 
the suckers that the way to get ahead is to spend your dough in the 
right places and sleep with the proper women. And you aren’t kid- 
ding—this is no satire you’re dishing out, it’s pretty darn close to 
the truth! 

Well, we think ii’s about time to put an end to this kind of non- 
sense. We think that cynicism and smart-aleckness can be just as 
phony and just as much of a false front as anything else, and we 
think it’s high time a fellow can be serious and even a little senti- 
mental about his job in the advertising business without being ban- 
ished to a lonely table in the corner as a peculiar specimen of Mad- 
ison: Avenue square. 

There’s phoniness and a lot of claptrap in the advertising business. 
Sure. But there is also a great deal of important work to be done, 
not ali of it wrapped in filth or cynicism by a long shot. And there 
are even, here and there, a couple of characters in the business who 
classify as decent guys, who love their wives and children, and occa- 
sionally make a minute contribution to the world they live in. 


Back With an Old Warning 


At the meeting of the Central Region of the Four A’s last week, 
Andrew Armstrong, vp in charge of creative services for Leo Bur- 
nett Co., reported a special survey of what women liked in ads, and 
matched up what they liked with what creative advertising people 
thought they’d like. 

Mr. Armstrong is that rare bird—an art director who is extremely 
good with words—and his report that women like pictures, rather 
than words, and that they look at ads more for fun than for any 
desire to be informed, and that admen are relatively lousy judges of 
what kind of ads women will like, was wildly applauded by his 
audience. 

In reporting that his “survey” was long on “personality” and short 
on “sales potential,” Mr. Armstrong himself indicated that the study 
was interesting, but should be taken with at least a bit of skepti- 
cism. What people “like” in selling and advertising may influence 
their purchases, but there is pretty good indication that “liking” ads 
is not the equivalent of making a sale, and that even at the other 
extreme, ads which are actively disliked are not necessarily backward 
in terms of ringing up sales. 

In any poll of sales tactics, the salesman who “doesn’t bother me,” 
and who doesn’t “make a nuisance of himself,” is likely to win 
plaudits. But whether this makes him the most effective salesman is 
likely to be a considerably different matter. 


Gladys the beautiful receptionist 


—Ann Evans and Virginia Warren, Lewis Edward Ryan, Washington, D. C. 
“The rep said the station’s sold out until June, but if our client’s 
really interested, maybe they could squeeze him in starting tomor- 

row.” 


What They're Saying 


tising, various forms of puzzle 

_contests or cash giveaways. In sea- 
son, papers will also have fishing 
contests, model plane competitions, 
photo contests and other such de- 
partment promotions. Few major 
newspapers ever try to interest the 
ing our economy healthy and thus ™&ss of their readers in the pub- 
helping the free world to survive. | lications. 

We have passed successively | Newspapers use their space and 
from a hot war to a cold war, and time in presenting the “human” 
from a political cold war to an/|side of every organization under 
economic one. As time passes, it| the sun, yet when the paper de- 
becomes increasingly evident that | cides to do some of its own promo- 
one of our stoutest weapons we) tion, the project is subjected to so 
have in the democratic arsenal is| many checks that the final result 
our proved ability to create and is a pallid nothing. 
maintain demand for the goods| Newspaper self-promotion pro- 
and services we produce. grams seem to lack independence 

Production figures can, and/of thought, planning and action 
probably will, be matched by the| because they are prepared by 
rest of the world as automation | newspaper men, not by profession- 
spreads. Technological advances}|al publicists trained to get the 
can also be matched—we certainly | most out of and for a client. 
have no monopoly on inventive; And that’s why newspapers ig- 
genius. nore their own promotion weeks. 

But to this hour, no country on pen Leichter in “Publicity Rec- 
earth has been able to approach, oe eS 
even remotely, America’s profi- 
ciency in moving staggering 
amounts of goods and services 
from industry to consumer, not 
just once, but again and again, and 
each year in greater amounts. 

Other countries have geared 
their production to satisfy demand, 
and they haven’t been success- 
ful in this; we are geared to create 
demand, and it is this created 
demand, in all its aspects, that is 
American advertising’s unique and 
great contribution to our economy. 

—Robert F. Carney, board chairman, 

Foote, Cone & Belding, before the 


San Francisco Security Analysts, Sept. 
18, 1956. 


American Ads Make 
a Unique Contribution 

In addition to the contribution 
advertising is making to the health 
of individual companies and entire 
industries, it is also playing an 
even more important role in keep- 


Men and Productivity 

American business has scored 
vast success with the glamorous 
techniques of mass advertising. We 
have created and spread the wants 
and desires that underpin our high 
standard of living, but so dazzled 
are we with this success that some- 
times we erroneously apply these 
glittering devices of surface ma- 
nipulation to employe manage- 
ment. 

For example, we have taken the 
concept of “brand loyalty” out of 
context. We have found it easy to 
think that employe loyalty might 
be generated by the same adver- 
tising techniques as those used for 
cigarets and soap, forgetting that 
it can only be earned through ef- 
fective leadership. 

—The Mainspring of Business 
ship, by Paul Cifrino, in the 


ber-October issue of Harvard Susiness 
Review. 


Newspaper Self-Promotion 
Newspapers ...use less ingenu- 
ity in personalized publicity for 
themselves than any other media. 
Magazines and radio-tv stations, in 
most cases, have regular publicity 
directors or staffs whose jobs are 
to exploit their companies in every 


way and in every medium possible. : 
Success is often limited because of I think Texas advertising men 


their competitive position in the 27¢ individuals. I think it’s because 
field, but at least they try, and try | they feel they are Texans first and 
hard. advertising men second. 


Newspaper exploitation seems to| Peggy Lyman, personnel agen: 
be mainly limited to house adver- | Se ee 


Texans First 


cy 
AFA convention in Houston. 


Advertising Age, October 15, 1956 


Rough Proofs 


“Artwork, not copy, puts impact 
in ads, Burnett’s Armstrong tells 
Four A’s.” 

If that’s so, agency overhead 
ought to come down in a hurry. 


Railway Age has just published 
its 100th anniversary edition, an 
experience which contemporaries 
in the aviation, bus and truck 
fields will have to wait a long 
time to share. 


A new lung-cancer report sent 
tobacco stocks tumbling, but the 
Department of Agriculture says 
cigaret smoking in 1956 is at an 
alltime high. 

As the man said, Wall St. scares 
easier than Main St. 


“BBDO gets Philco nod, bows 
out of Zenith and Easy.” 

Just when Arthur Godfrey was 
getting in some of his best licks for 
that Easy combination washer- 
dryer, too. 


Zenn Kaufman says it’s a myth 
that all salesmen are extroverts. 

They only seem extroverted in 
the presence of an order. 


Sedaquil is challenging aspirin 
for the headache market in Cleve- 
land, and the biggest hurdle will 
be teaching prospective customers 
how to pronounce it. 


Elmo Roper tells the American 
Meat Institute that pork is now 
more acceptable to consumers. 
They realize they can eat all they 
want without making pigs of them- 
selves. 


The Press talks about the right 
way to look at Atlantic City. ™ 

Isn’t it when those luscious 
candidates for the Miss America 
title are in full view? 


Bosley Crowther tells New York 
Times readers that movie ads are 
“lurid, suggestive and false.” 

A movie promotion man is hap- 
py only when he can feature SEX 
in capital letters. 


Edward T. Tait, the new mem- 
ber of the Federal Trade Commis- 
sion, got his name in the papers as 
“Tate” because no written an- 
nouncement of his appointment 
was made by the White House. 

On such a notable occasion, a 
man is certainly entitled to em- 
phasize his “i.” 


“Everyone in the drug field,” 
remarks Abraham Cohen, “has ex- 
perienced the tremendous selling 
power of television in cosmetics.” 

Let’s see now, could he by any 
chance have been thinking of Hal 
March’s favorite products? 


“Some businesses,” philosophiz- 
es Young & Rubicam, “grow big 
and fat, and lazy, too.” 

Besides getting a bad case of in- 
digestion from too many mergers. 

Copy Cus. 
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mote advertisers 


place more linage 


in THE INQUIRER 


than in any other 


Philadelphia newspaper 


Advertising linage is the final measure 
of a newspaper's sales power 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. Dix FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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Four simple points 
managerial 


An essential magazine 


Essential to more and more readers 


_Essential to more and more advertisers 


Advertising offices at 45 Rockefeller Plaza, 

New York 20, N. ¥. Other offices in Boston, Cleveland, 
Philadelphia, Detroit, Chicago, St. Louis, 

Los Angeles, San Francisco and Washington. 
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the subject 
coverage 


| | There are four major weekly magazines 
in the news and management field. 


LARGEST 6-YEAR GAIN IN MANAGERIAL COVERAGE 
Four major weekly news and 
? Their circulation among managerial 319,800 management magazines 1950-1956 


people has increased by 865,335 over the 
: past six years. That’s a healthy indication 
i of the growth of all business for this period. 


| The magazine that experienced the largest 
: 3 growth in managerial circulation, and by 
a substantial margin, is “U.S.News & 
7 World Report.” It shows a gain of 319,800 
in managerial coverage for the 6-year 


USN&WR 
Source: Comparison of each publisher's data. 


| period. 

h In advertising, as in all business, it pays 

? 4 to know what your best customers like, * 

and read.* In ever increasing numbers, 

best-customer executives prefer and read “U.S. News & World Report” 

“U.S.News & World Report.’ Three out — 

of four (74.7%) subscribers hold manage- period 1950 to 1955 of all 
rial positions, and net paid circulation has magazines in the U.S. 

» now crossed the 850,000 mark, another : 

| all-time high. 


Class News 


Now more THAN 850,000 net Paip cIRCULATION 
...@ market not duplicated by any other magazine in the field 
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ompton Appoints Two 

Compton Advertising has ap- 
pointed Virginia Van Cleve a 
copywriter and Richard P. Preze- 
bel art director in its Chicago 
office. Miss Van Cleve, who most 
recently was creative director of 
Michener & O’Connor, Harrisburg, 
Pa., also has been a copywriter 
with McCana-Erickson. Mr. Preze- 
bel has been art director of Potts, 
Woodbury, Kansas City, since 1948. 


Bennett & Northrop Adds One Printers’ Ink 


Jos. Breck & Son Corp., Boston, - 
distributor of seeds and horticul- Foundation Approved 
tural merchandise, housewares and | 
giftwares, has appointed Bennett & by New York Court 
Northrop, Boston, to handle ad-| 
vertising for its manufacturing di- | New York, Oct. 9—Printers’ Ink | 
‘vision. The agency also will be a Said it has been granted approval 
sales and advertising counselor to PY the New York supreme court 
Breck’s retail store division. John|t® incorporate the Printers’ Ink 


C. Dowd Inc. formerly handled the | Foundation (AA, Oct. 1). 
| manufacturing division. The magazine will be sold to the | 


The median 


non-farm ¢/és Magazine 
households is *6,050. This 


is exceeded 


the 54 magazines appearing 


in the latest 


Consumer Magazine Report. — 


1,176,014 Elks comprise a 

mass market with class incomes. 
The Starch 51st Consumer 
Magazine Report gives the 
complete picture. Just write or 


phone 


“determined by an appraisal com-| 
|mittee consisting of two members | 
‘of the board of trustees of the new | 
| foundation, two business magazine 
|publishers and a company of cer- 
‘tified public accountants special-| 
‘izing in the publishing field.” 

Activities of the new Printers’) 
‘Ink Foundation, after incorpora- 
tion papers are approved by the) 

New York secretary of state, will 
include: 

“1. Sponsoring or conducting re- 
search relating to the entire com- 
munications industry. 
| “2. Sponsoring or conducting 
meetings, discussions and other 
forums for benefit of more scien- 
| tific and more productive adver- 


Starch 


income of the 


by only 5 of 


“3. Awarding scholarships, 
| prizes, subsidies, awards or other 
forms of encouragement or recog- 
nition of meritorious personal 
achievement in advertising.” 

Under the foundation setup, Pl 
will be operated and controlled by 
a board of trustees. The bvard will 
|have no less than five nor more 
‘than 19 members—all “leaders in 
‘advertising, advertising education, 
the social sciences, foundations and 
government.” 


s Nathan Kelne, with Printers’ 
Ink since 1946 and now senior as- 
sociate editor of the magazine, is 
expected to move to the New York 
Stock Exchange later this month as 
assistant to Keith Funston, presi- 
| dent. 


to see a copy. 


‘Newsweek’ Adds Two 

Mel Cooke, formerly with Na- 
tion’s Business, and Tom Peirsel, 
last with Woman’s Home Com- 
panion, have joined the New York 
sales staff of Newsweek. 


There are some who pro- 
phesied that the mass 
mediums would soon 
supplant all others. How 
wrong they were. The 


opinion-making maga- 
zines, for example, have 
never been as widely 


used as they are today. 


Advertising Age, October 15, 1956 


Getting Personal 


William Winter, ABC Radio commentator in San Francisco, has 
been awarded the Philippine government’s Order of the Legion of 
Merit—highest decoration given to a foreigner. The award, accom- 
panied by full honors and a military parade, stems from the com- 
mentator’s Voice of America broadcasts during the war. According 
to President Ramon Magsaysay, who was a guerilla leader at the 
time, the Winter newscasts “more than anything else” were respon- 
sible for keeping up the morale of the people under the occupation. 

Donald H. McGannon, president of Westinghouse Broadcasting 
Co., has been named honorary special chairman for the communi- 
cations field for the 16th National Bible Week... 


HOW IT’S DONE—Mrs. Walter H. Annenberg displays winning form 
which won her first prize in the women’s division of the fourth 
annual TV Guide golf tourney, sponsored by the publication’s Phil- 
adelphia edition at the Llanerch Country Club, Manoa, Pa. From 
left are Marty Lyons, Llanerch pro; Robert McGredy, vp, tv sales, 
WCAU-TV; Lloyd E. Yoder, NBC vp and general manager of 
WRCV AM-TV, and Mr. Annenberg, editor of TV Guide and pres- 
ident of Triangle Publications. 


Ralph S. Bing of Bing Advertising Co. served as chairman of the 
recent observance of National Civil Defense Week in Cleveland. 
He is chief defense warden in the downtown area... 

Herb Daniels of Tatham-Laird, who also writes the “Modern Al- 
manac” column for the Chicago Sunday Tribune, is conducting a 
new course at the downtown campus of Northwestern University. 
It’s a lecture and workshop series on creative ideas... 

Paul Martin, Daily News promotion manager: Len Bach, promo- 
tion director of the Philadelphia Inquirer, and Reginald E. Beau- 
champ, special events director of the Philadelphia Bulletin, have 
been named to the promotion committee for Fire Prevention Week 
in Philadelphia. . . 


HE WAS THERE—When Commander Edward Whitehead, the Schwep- 
pes ambassador, visited Vancouver, B.C., on his September cross- 
Canada tour, he made the gin-and-Schweppes between chukkers at 
the Southlands Riding and Polo Club. At the moment, Chiquita’s 
playing is the subject of conversation between Sam R. Fogel, crea- 
tive director of Cockfield, Brown & Co., Vancouver, and the com- 

mander. 


William A. Fay, general manager of WHAM-TYV, Rochester, N. Y., 
has been recuperating at Rochester’s General Hospital, following a 
coronary occlusion Aug. 31. Diagnosis indicated a mild attack, but 
he will rest at home following the prescribed hospital session ... 

A sterling silver tray engraved with the signatures of his associ- 
ates was presented to Loren T. Robinson on the occasion of his re- 
tirement as vp of Campbell-Ewald Co., Detroit, after 34 years of 
service. Presentation was made by H. G. Little, president, at a recep- 
tion in honor of Mr. Robinson, who has just been made secretary- 
manager of the Detroit Adcraft Club... 
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ESTABLISHMENT AUD! 
CONFIRMS LEADERSHIP 


Anyone interested in advertising to lumber and building material 
dealers soon learns that there are two national circulation business- 
papers serving this market: American Lumberman and Building 
Supply News. 

Both are excellent, well-established publications. Their circula- 
tions, in terms of retail dealer subscriptions, are: 


AMERICAN 25,368 
BUILDING SUPPLY 21,154 


Source: publishers’ statements to the Audit Bureau of Circulations 
for the six months period ending June 30, 1956. 

As shown by the above figures, American Lumberman has a 20% 
leadership in retail dealer subscriptions. But, because the Audit 
Bureau of Circulations does not require either publication to report 
their circulation in terms of individual dealer establishments, there 
has been a question as to exactly how many separate retail lumber 
and building material dealer outlets each reaches. 

To answer this question, both publications have independently 
had similar audits made, by two well-known accounting firms. And 
this is to announce that the J. K. Lasser & Company, in their just 
released report on an audit of American Lumberman’s 25,368 retail 
dealer subscriptions, found that 78.12% represent separate dealer 
establishments — a total of 19,817 individual retail outlets. 

Which means that of the two publications, American Lumberman 
covers more lumber and building material dealer establishments. 
Naturally, both publications reach a large portion of the existing 
dealer outlets and offer good coverage of the market. Not necessarily 
the same outlets, though, because there are 30,177 lumber dealers 
in the U.S., according to the 1954 Census of Business. (The reason 
most large advertisers use both publications.) 

As in most industries, 15,000 of the nation’s retail lumber and 
building material dealers account for 86.3% of the $8.2 billion dollar 
annual sales volume . . . 20,000 of the dealers do 93.3% of total 
national business. 

The basic difference between the two publications is in how well 
they cover individual retail outlets. Not all building material dealers 
are of the same size. In a small establishment one man may run the 
whole show; while a large dealer will have a board of directors, a 
president, several vice-presidents and dozens of department mana- 
gers. The purchasing function, alone, of a big volume dealer operation 
may run into a dozen or more people. 

Of primary importance to everyone advertising to this market, 
is the penetration of their message to both the purchasing and sales 

people within the larger outlets doing the bulk of the business. 

According to the published independent audits of both publica- 
tions, here is the proportion of dealer circulation that each has 
available with which to provide this essential “penetration”: 


subscriptions subscriptions 
AMERICAN LUMBERMAN........ 21.88% 5,551 
BUILDING SUPPLY NEWS........ 7.90% 1,761 


NORTH CLARK 


CHICAGO 2, ILLINOIS 
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What is the significance of these facts: 


e@ They show that both publications reach major 
portions of the market. 


e@ They show that it probably takes both publica- 
tions to fully cover the market. 


e@ Other things equal, and the advertising rates of 
the publications are practically the same, these 
comparisons show that American Lumberman, 
alone, will give more coverage of individual 
lumber dealer establishments, plus 2% times the 
penetration into big volume dealer outlets. 
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Put your Advertising Outdoors and Watch America Go Buy! 
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Advertising for 
brand and package 
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BRECK 
For Dry Hair 


For Oily Hair 
Normal Hair 


Poster designed by Charles Sheldon, Inc. 


EDWARD J. BRECK, President 
John H. Breck, Inc., says: 


“We regard Outdoor Advertising as essential in presenting Breck Shampoo to our market. 
‘ It reaches all the people and delivers our message with great repetition. In selling our 
product, it is important that we establish brand and package identification. Outdoor with 
its pictorial copy and strong eye appeal accomplishes this purpose. We use this medium 
for the very simple reason that we have found it helps to increase our sales.” 


“‘SEE-POWER’’of Outdoor Advertising means more SALES POWER! 


OUTDOOR is unmatched by any other major medium for coverage, continuity and color—at 
lowest cost. Here’s the evidence: T.A.B.* Studies show 93% of people SEE OUTDOOR... 
average person sees it 22 times per month. And OUTDOOR talks to your customers as they are 
on the move to buy—in the mood to buy. OUTDOOR is the closest point to the point of purchase. 

*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 


ATLANTA «+ BOSTON + CHICAGO + DETROIT + HOUSTON «+ LOS ANGELES 
PHILADELPHIA + ST. LOUIS * SAN FRANCISCO «+ SEATTLE 


Copyright 1956 Outdoor Advertising Ine, 
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Advertising Age, October 15, 1956 


presented a big sample bag of;um and employing every device to|tising agency. Jack Gordon has,staffs, has been with Bozell & 
chips, and carried recipe cards to|bring potato chip sales to new/been appointed to handle publici- | Jacobs since 1952. 

send to listeners. Personal inter-| peaks.” A tag line stresses one of | ty. 
view shows are being arranged on|the manufacturers’ key objects: 
tv and radio with members of the | “Stock and display potato chips | Bozell] & Jacobs Boosts Barnes 
we industry organization. 
a 


Hoag-Blair Gets New Name 

Hoag-Blair Co., New York tv 
! the year ‘round. cist Max Barnes has been appointed | station representative, has changed 
A broadside to the trade, includ- Manufacturers participating in|manager of the Washington office |its name to Blair Television Asso- 
ing 195 retailers, points up the ef-| the campaign are Nalley’s; Willi-| of Bozell & Jacobs, succeeding Don | ciates, following the resignation of 
fort “to help you promote and sell|ams & Co., Seattle; Blue Bell Po-| Underwood, who has moved to| Robert B. Hoag as president and 
potato chips all year long.” To|tato Chip Co., Portland; Good-ee |New York as exec vp of the Elec-|the assumption of that office by 
retailers the industry says: “The| Potato Chip Co. Vancouver, |tric Companies Public Information| John Blair (AA, Sept. 17). Mr. 
big blast in October is only the|Wash., and Jackson’s Inc., Pasco,} Program. Mr. Barnes, who was|Blair also heads John Blair & Co., 
first of a series of continuing cam- | Wash. formerly with the New York and/the controlling stockholder in 
paigns using every possible medi- Ruthrauff & Ryan is the adver-'Chicago Journal of Commerce|Blair Television Associates. 


with luncheon 


with cold ments 


ANY TiIME—Newspaper ads like this 
will help Northwest potato chip 
makers push the idea that any sea- 


son is potato chip eating time. 


Northwest Potato 
Chip Makers Plan 
Off-Season Push 


SEATTLE, Oct. 9—Potato chip 
manufacturers of Oregon and 
Washington are out to double per 
capita consumption by the end of 
1957. 

So October, the month when 
retailers normally pull down the 
warm-weather displays and when 
sales of chips tumble toward the 
low marks of winter, has been de- 
signated as “Potato Chip Month.” 
The people who thus tagged the 
month are none other than. the 
Pacific Northwest Potato Chip In- 
dustry. Henry Willis of Nalley’s 
Inc., Tacoma, is chairman of the 
industry. 

To start the push for chips the 
industry opened its first advertis- 
ing and publicity drive, using 200, 
400 and 900-line space in dailies 
keyed to the theme, “Potato Chips 
Are Good Any Time with Any- 
thing.”” Supplementing the adver- 
tising pitch is a heavy publicity 
push via newspapers, radio and 
television. 


® A merchandising letter to 44) 
newspaper editors points out that | 
chip manufacturers buy 1,200 car- | 
loads of potatoes in Oregon and) 
1,500 carloads in Washington, a 
big item in farm areas. Even so, 
per capita consumption in the two 
states is only 2 ibs. a year, as) 
against the national average of 3.8 
Ibs. 

In a special pitch to dise jock- 
eys, a letter told of the campaign, 


Test and 
know the 
Pittsburgh 


market... 


Panel of 2,000 
Pittsburgh families available for: 
Promotion Penetration Studies 
© Blind Product Tests 


Opinion Surveys 


Market Survey Bureau 


2 GATEWAY CENTER, PITTSBURGH 22. Pa 


court 1-0220 


“..0Ur business paper advertising comes 


Ray T. Gutz is Merchandising Manager for True 
Temper Corporation—the first concern in this 
country to manufacture steel agricultural tools. 
This company also boasts one of the nation’s old- 
est trade names still in use—the name True 
Temper was adopted in 1830. Mr. Gutz is 
responsible for the advertising and sales promo- 
tion of the several thousand items manufactured 
by True Temper. We spent several pleasant and 
enlightening hours the other afternoon chatting 
with Mr. Gutz about the role which business 
papers play in his advertising and sales promo- 
tion activities. Here are the highlights of our 


discussion: 


Q Just how would you describe the 
activities of True Temper Corporation? 


A Primarily we are fabricators of steel 
products, and for the most part we 
forge tools. However, we also manufac- 
ture many products using nonferrous 
metals, fiber glass and wood. 

Q Do you group your products under 
one or several classifications? 

A This corporation has three major 
divisions—Hardware, Sporting Goods, 
and Industrial Tools, including special 
products for railroads. We are the 
country’s leading manufacturer of ham- 
mers, hatchets and axes and one of the 
largest manufacturers of garden, lawn and 
farm tools, including shovels, shears, 
grass and weed tools. I think it’s safe to 
say there isn’t a single hardware store in 
the country that doesn’t stock some True 
Temper product. In the sporting goods 
field we were one of the first to manu- 
facture steel fishing rods, and today we 
are unquestionably the largest manufac- 
turer of steel golf shafts. 


Q When did True Temper first advertise? 


A In one form or another, we’ve been 
advertising since the early 1900's, 
although not very aggressively or con- 
sistently until recent years. 

Q When did you first use business 
papers? 

A We had a limited schedule of about 
half a dozen pages a year when I first 
came here in 1949. Today, because of 
the rapid growth in importance and 
quality of business papers, our trade 
advertising now far exceeds our con- 
sumer. We are now using the 15 to 20 
publications covering the fields served 
by our three divisions, and often run 
four or five different ads in one issue. 


Q Have you created any advertising 
“firsts” or outstanding campaigns? 


A Well, yes—we believe our “Tulip 
Time” promotion, which signals to 
wholesalers and retailers that ‘Tulip 
Time” inspires “Tool-Up Time”—is 
unique in the garden tool field. It has 
most certainly been successful. We use 
the business publications to announce 
our complete promotion package, which 
includes material for wholesaler partici- 
pation as well as dealer material for 
follow-up use. 


Q Can you cite specific examples of 
direct benefits derived through use of 
business publications? 


Al certainly can! Every year for the 
past three years, our “Tulip Time” pro- 
motion program has increased in dealer 
participation. Last year, over 10,000 
dealers wrote to True Temper or our 
distributors for the merchandising kit 
offered in our advertisements. 


Q Do you concentrate your business 
paper advertising on seasonal efforts? 


A No, we do not. We believe in con- 
sistent advertising—for two reasons: (1) 
we believe in keeping the True Temper 
name alive throughout the year; (2) 
because of the nature of our products, 
our dealers must be constantly stocked 
—tools and sports equipment are most 
in demand during the spring and sum- 
mer, but there’s a steady call for these 
and other products the year round. 
Many of our products are useful as gifts 
for birthdays, Christmas and other 
occasions, 


Q How would you describe the role of 
the business press? 


A In my opinion a business publication 
must reflect in its editorial pages know- 
how and authoritativeness in the field in 
which the reader earns his living. This 
is a fast-moving world, growing more 
specialized every day. A business publi- 
cation which can tell the experienced 
reader something new, such as a new 
technique or application, in issue after 
issue grows to be a vital necessity in the 
reader’s efforts to become a successful 
businessman. Publications which achieve 
this provide us with an audience as 
interested in our ads—and with as much 
confidence in them—as in the editorial 
content. 


Q You do believe, then, that business 
publications are well read. That is, the 
editorial pages and the advertisements, 
too? 


A I know from my many visits to the 
various outlets of our divisions that 
business publications are widely read— 
both the editorial sections and the 
advertising This is true as far as all three 
divisions are concerned, but particularly 
the hardware and sports. Valuable mer- 
chandising and marketing ideas sug- 
gested from time to time crop up in use, 
and it appears to make little difference 
whether they appear editorially or in 
our advertisements. 


Q You feel, then, that business publica- 
tions are meeting their responsibilities? 


Al certainly do—and I feel that the 
business papers in the hardware field 
have done a particularly big job for us. 
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Henri, Hurst Gets All of 


which Henri, Hurst now handles, bilities as general manager. Mr. | its subsidiaries, manufacturers of 


Felt & Tarrant Account /next year it will add the Compto-| Bollensen will continue as a con-|lingerie, hosiery, gloves, swim- 
Felt & Tarrant, Chicago, maker 8Taph Ten Key machine, Comp-| sultant. wear, sportswear and related ac- 
of Comptometers and other office tometer adding calculating ma- zessories. 


machines, has appointed Henri, Chine, and school and calculating | Julius Kayser Reports “A very substantial portion of 
Hurst & McDonald, Chicago, to Service advertising, all currently Earnings Up 50%, Sales 64% | the increase was, of course, a re- 
handle its entire account, effective handled by Ayer. Julius Kayser & Co., New York, | sult of the Holeproof acquisition” 
Jan. 1, 1957. Last month the com-| Felt & Tarrant also has appoint- | has announced a 50.4% increase in| in July 1955, the report said. The 
pany told AA it was planning to ed E. B. Smeed general manager earnings for the fiscal year ended | report also maintained “increased 


21 


consolidate its advertising with of its international division. Mr.| June 30. Net conselidated sales | vigor in styling merchandising and 
one of its two agencies—Henri, Smeed, with the company 22 years|were at an alltime high of $70,-| advertising had been most re- 
Hurst or N. W. Ayer & Son (AA, handling Canadian and export) 939,615, compared to $43,203,620 | warding, with many divisions in- 
In addition to the sales, succeeds G. S. Bollensen,| for the previous year, an increase creasing their volume.” Net in- 


Sept. 17). 


Comptometer dictation machine who has relinquished his responsi-|of 64.2% for the company and/come before special 


items was 


first in planning a Sales campaign” 


When I think back as a kid 20 years ago, 
and reflect on how the majority of hard- 
ware stores operated then, and see the 
stores of today, with their vastly superior 
inventory control systems, store layouts, 
time and money-saving distribution of 
merchandise, departmentalization, and 
intelligent placing of displays, I am 
constantly amazed and gratified. I think 
even the most aggressive and successful 
hardware man would admit that publi- 
cations in his field have been a tremen- 
dous help in providing him with ideas 
and inspiration. 


Q Do you use the task method to deter- 
mine advertising appropriations, or do 
you assign a fixed budget to each prod- 
uct in advance? 


A Well, in most cases, we use the task 
method; that is, we come to an agree- 
ment as to what we feel our problem is, 
decide what appears to be the most 
effective way of meeting or solving it, 
then determine what the cost will be. 
Like any other business, we then weigh 
the potential sales response against the 
cost of doing what we believe will be an 
effective advertising campaign before 
launching a given campaign. In every case 
our business paper advertising comes 
first in planning a sales campaign. 


Q Then you have separate campaigns 
for your many principal products? 


A Not exactly. A given advertisement 
will naturally have a major product 
theme. But since we make products of 
interest to most men, women and 
children in the country, we do derive a 
collateral value in addition every time 
we advertise without detracting from the 
force of the main theme. After all, even 
in our Railroad Division ads, we are still 
talking to people who buy and use 
hammers, axes, garden tools and golf 
clubs. And in our golf shaft advertising 
we mention the fact that we are leading 
manufacturers of these items. 


Q Just what is your advertising phil- 
osophy, and how do business publi- 
cations fit into it? 


A Most of our products cannot be sold 
by advertising alone, but the majority 
of our potential customers might buy 
another, or a poorer brand, if we didn’t 
advertise. Our consumer advertising 
reminds the consumer of the need for 
our product and the wifflom of buying 
one of established quality. Our trade 
advertising provides constant admoni- 
tion to salesmen—from the wholesaler 
to the retail level—never to forget that 
the sale of a top-quality product, fairly 


priced, means a satisfied customer, plus 
possibly repeat business. Consequently, 
our trade advertising not only inspires 
a loyalty for True Temper in the sales- 
man on the firing line, but keeps his 
supply lines alive and healthy. 


Q Do you merchandise your advertising 
to your salesmen? 


A We certainly do, and we do the job 
in several ways. First of all, our salesmen 
are given proofs of our advertisements in 
advance of publication. They are then 
discussed in detail at sales meetings, and 
the salesmen carry with them a loose- 
leaf book which contains all current 


WILLIAM Lt. HULLSIEK has been named 

merchandising manager of the 

Kelvinator division of American 

Motors Corp., Detroit. With Kel- 

vinator since 1945, he formerly 

was laundry equipment sales plan- 
ning manager. 


$570,020 for the year under report, 
compared to a net loss before spe- 
cial items of $340,276 in 1954. 


proofs. Similar books are given to our 
dealer servicemen. Then we add to this 
effort by mailing proofs direct to all our 
distributors and offering reprints for 
their own salesmen; and in many cases 
proofs of our advertisements are also 
mailed direct to thousands of retailers 
all over America. 


Q Do you have any further comments 
to make on business publication adver- 
tising? 


WJAC-TV is the Number 
One Station not only in 
Johnstown, but in Altoona 
as well, and this one-two 
punch covers an area that 
rates 4th in the rich state of 


Pennsylvania, and 28th in 
the entire country! 


Well over half a million 


A Well, only to elaborate that, although 
we know advertising of itself alone can’t 
sell our products—it takes personal sales- 
manship ‘to do that—we have found in 
the past few years, through expanded 
media, that advertising in business 
publications is indispensable in achiev- 
ing maximum results from our promo- 
tional expenditures. 


Through the use of business publications you are able to communicate with 
your customers and prospective customers in an atmosphere that is natural 
to them and most productive for you. In this respect, today’s responsible 
business publications serve a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and 
a strict control of circulation that assure confidence on the part of readers 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsytrania 


and advertisers. 


’ * Automotive Industries « Optical Journal and Review of Optometry « Spectator 
i Commercial Car 


ournal 


CHILTON PUBLICATIONS: Department Store Economist + Hardware Age 
The Iron Age «+ Jewelers’ Circular—Keystone « Distribution Age « Motor Age 


+ Boot and Shoe Recorder + Hardware World 
Gas « Electronic Industries + Butane-Propane News + Book Division 


(583,600, to be exact) tele- 
vision families look to 
WJAC-TV for the best in 
television entertainment. 


Add to this the free bonus of 
WJAC-TV coverage into 
Pittsburgh, and you have a 
total market for your sales 
message that just can’t be 
overlooked, if you really 
want to tap the potential of 
Southwestern Pennsyl- 
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CATERPILLAR 


pulls into 
DYNAMIC DAVENPORT! 


The acquisition in late August of a fast-growing 
Davenport firm by Caterpillar Tractor Co. means even 
more rapid expansion of this dynamic market area. 


To SELL Davenport, use... 


<7) 


DAVENPORT 
FOR THE TENTH CONSECUTIVE NEWSPAPERS 


YEAR ** FIRST IN LINEAGE IN © mor 


(V7 
REPRESENTED BY 
CIRCULATING DAVENPORT, IOWA, ROCK ISLAND, MOLINE AND E. MOLINE, ILL. JANN & KELLEY 


Delehanty & Frankel 


Delehanty & Frankel, organized 
two years ago, has changed its 
name to Delehanty, Kurnit & Gel- 
ler Advertising Corp., New York, 
and has moved to larger quarters 
at 10 E. 49th St. Besides president 
Jack Delehanty, other officers of 
the agency are Shepard Kurnit, | 
secretary, and Norman Geller, | 
treasurer. 

Mr. Kurnit was formerly with 
Morton Freund Advertising and is 
a specialist in merchandising and 
sales promotion. Mr. Geller, for- 
merly wtih Doyle Dane Bernbach 
Inc. and Carl Reimers Advertising, 
(is creative director of the renamed 


‘agency. 


Crocker Names Roberts | 

Bud Roberts, former free lance 
package designer, has been named | 
art director of H. S. Crocker Co.,| 
Francisco, specialist in pro-| 
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|Capitol Records’ 


Changes Name; Moves 


Ad Includes Real 
45 rpm EP Disc 


New York, Oct. 9—Ads with 
sound became popular a few years 
back when it became possible to 
imprint records on paper treated 
with plastic. Since then a number 
of advertisers have added this 
“new dimension” in advertising 
for special promotions, generally 
in trade publications. 

But it took Capitol Records to 
figure out an ad that carried an 
actual vinylite extended play 45 
rpm record, which cost $1 at rec- 
ord store counters. 

The record, part of an eight-page 
color ad, appears in the Oct. 6 
issue of Billboard. 

According to Billboard, it took 
a whole year to figure out all the 
mechanics in getting out the ad. 

The ad not only carries the rec- 


iduction of full-color lithography ord, but can be torn out and used 
for advertising. as a display by record dealers. It 
}announces “an exciting new cam- 


|paign for October, November.” 

| 

|@ The record itself is carried in 
the subscription copies only be- 
/cause, as Billboard explains, “a 
$1 EP available for 25¢ on news- 
/stands would soon be gobbled up 


for only 14% more cost! 


Now! Highway advertising can reach 50% more people 


| 


| 


‘by record fans.” 

The project was conceived near- 
ly a year ago by Capitol Record’s 
merchandising department, with 
Lloyd Dunn, vp, Gordon R. Fraser, 
national merchandising manager, 
and Lou Schurrer, creative service 
and advertising manager, as the 
prime movers. Problems to be 
overcome included (1) figuring 
out how to insert the records into 
the record sleeves rapidly; (2) 
binding, stitching and trimming 
60,000 copies of Billboard and the 
insert in one day; (3) getting spe- 
cial wrappers to handle oversized 
subscription copies, and (4) being 
sure of complying with U.S. Post 
Office regulations. Some 33,000 
records were specially pressed and 
mass shipped from Capitol’s Scran- 
ton plant to the bindery. 

The sampler record features new 
songs by Frank Sinatra, Nat 
(King) Cole and Tennessee Ernie 
Ford. 

The unusual project is not with- 


Highway signs of “SCOTCHLITE” sell your name and brand 


REFLECTIVE SHEETING 


In vivid full color by night as well as by day 


By selling those who drive at night, you can in- 
crease the number of advertising impressions you 
deliver by 50%. Yet it only costs an average of 
14% more dollars to do it. 

You can benefit by this profitable economic 
advantage because of brilliant truck emblems and 
highway displays of “Scotchlite” Reflective 
Sheeting. These vivid displays look exactly the 
saine by night as they do by day. They deliver 
your selling message in full color to every motor- 
ist. You get continuous, high impact brand ad- 
vertising a full 24 hours every day. 


REFLECTIVE SHEETING 


The term “S dite” is registered tr vk of Minnesota 
ing & Mfg. Co., St. Paul 6, Minn. General Export: 99 Park Avenue, 
New York 16, New York. In Canada: P.O. Box 757, London, Ontario. 


lout its bugs yet, evidently: AA's 
| Subscription copy arrived without 
| the record, although one had evi- 


} 


For example, leading bakery and dairy com- 
panies use signs and emblems of “Scotchlite” 
Sheeting for timely, round-the-clock advertising 
coverage that builds strong brand identification 
throughout their market areas. 

Durable displays of ‘‘Scotchlite”’ Sheeting re- 
quire very little maintenance and give years of 
trouble-free service. 

Why not get all the facts of this truly profitable 
way to increase your highway advertising audience 
right now? Send coupon below today for com- 
plete information. 


increase highwoy advertising avdience. 

Nome 

Comp 

Addr 

City Zone ____. State 


dently been pasted on the insert 
at one time. 


| Buftalo Attorney Nixes Ads 


on City Refuse Receptacles 

A proposal to place refuse re- 
ceptacles on Buffalo streets for ad- 
vertising purposes has been ruled 
out by John J. Naples, city corpor- 
ation counsel. After examining an 
offer by Buffalo Sign Co., Mr. Na- 
ples advised the finance committee 
that the city has no right to permit 
the use of public streets for adver- 
tising purposes. While the placing 
of the refuse containers might be 
deemed a lawful use of the public 
street, they may not be used as a 
device for commercial advertising, 
he held. 

This rule also applies to propos- 
als to put advertising matter on 
parking meters and benches, Mr. 
Naples advised the committee. He 
said the rule is based on the gen- 
eral proposition that streets and 
public places are for the use and 
benefit of the public at large and 
that no private commercial use 
will be permitted. 


‘Rubber Age’ Boosts Rates; 
Becomes ABP Member 

Rubber Age, published by Palm- 
erton Publishing Co., New York, 
has increased its rates, effective 
Feb. 1, 1957, because of “rising 
costs.” A b&w page will go from 
$210 to $255. 

Rubber Age also has become a 
member of Associated Business 
Publications. 
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“It is essential, on our first introduction to 
a@ project, to reach and talk to every echelon 
of the building team—architects, engineers, 
contractors and clients. The support and in- 
fluence of every building team member is 
important to us before, during and after the 
sale is made.” 


e talk to every echelon 
of the building team” 


“When we have created an atmosphere of 
acceptance at every building team level, we 
go as far up the ladder as we can to reach 
the man who has the final responsibility for 
the purchase. Usually he is an officer of a 
corporation, or a senior board member of an 
institution.” 


“It is for these reasons that we place a 
major portion of our advertising in Forum. 
Through Forum we reach every field of deci- 
sion and influence which we know we must 
cover to engender the feeling that our repu- 
tation is fully justified by our experience.” 


says Bruce B. Blickman 


Vice President, 
S. Blickman, Inc. 


Bruce Blickman, like every successful building product 
sales executive, knows that effective selling in the build- 
ing field is the direct result of influencing and selling the 
entire building team. He has confirmed, again and again, 
that the selection of high quality stainless steel food 
service equipment for institutions, industrial and com- 
mercial buildings is seldom the result of one man’s 
decision. It is a team decision. That is why Blickman 
sales require the constant support of a major advertising 
campaign in Architectural ForuM. More:than any other 
magazine, FoRUM delivers the highest concentration of 
building team members. In addition, of course, to the 
country’s most important and busiest architects, 
engineers and contractors FORUM is read by the decision- 
making clients who are actively building new buildings, 
modernizing old buildings. 


FORUM 


the magazine of building § 


*HOW BUILDING PRODUCTS ARE SOLD. Dun and 
Bradstreet’s report on a personal interview study 
made among leading building product sales 
directors and distributors. Write for your copy: 
Market Research Manager, Architectural Foru™, 
9 Rockefeller Plaza, New York 20, New York. 
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Oh, how he wishes he was in Peoria! 


Spacebuyer’s sorrow stems from overlooking 
Peoria Journal Star’s 99.7% circulation ratio to 
homes in Metropolitan Peoria where income is 
$500,257,000*! He also missed Peoria Journal 
Star's on-the-spot merchandising help: 1956 route 
lists for grocery, drug, liquors . . . district checks 
and product ranking . . . special-problem help 
whenever requested. 


Ward-Griffith Co., Inc., national representatives, 
will happily tell you more about Peoria Journal 
Star’s better-than-100,000 daily circulation and 
the expanding Peoriarea it covers. 


*from Sales Management “1956 Survey of Buying Power” 


Leo Burnett Names Three 

Leo Burnett Co., Chicago, has 
appointed William Lind to its me- 
dia staff and Jesse K. Lair and 
John W. Chapman to its copy staff. 
Mr. Lind formerly was manager 
of radio network sales service of 
American Broadcasting Co. in Chi- 
cago. Mr. Lair has been copy group 
head of Bruce B. Brewer & Co., 
Minneapolis, for the past five 
years. Mr. Chapman previously 
was with Buchanan-Thomas Ad- 
vertising, Omaha, where he cre- 
|ated copy and visuals, chiefly on 
the Butternut coffee account. 


Eva Ling Joins Willis 

Eva S. Ling, partner with the 
late Wesley G. Ling in Wesley G. 
Ling Advertising Agency, Bur- 
bank, Cal., has joined Harry G. 
Willis & Associates, Glendale, as 
an account executive and publicist. 
Mrs. Ling will continue to service 
her former clients through her new 
association. 
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TEXAS’ BUSIEST. 


SALESMAN 


covers the Fort Worth-West Texas 


market of over 2,107,300 PEOPLE™ 


‘23.5% of Texas 


TOTAL AUTOMOBILE SALES 


IN 55 TEXAS COUNTIES SUNDAY. 


A far greater number of 20% counties 
than any other Texas newspaper. 


LARGEST CIRCULATION 


IN TEXAS 


without the use of schemes, premiums or contests—“Just a Good Newspaper” 


Sen. Magnuson’s 
Radio Stock Stirs 
Political Ruckus 


SEATTLE, Oct. 9—Is there im- 
propriety or conflict of interest 
when a U.S. senator owns stock in 
a radio station which is seeking a 
television license from the Federal 
Communications Commission? 

Governor Arthur B. Langlie, Re- 
publican candidate for the seat 
that Warren G. Magnuson, Demo- 
crat, has held for the past 12 years, 
raised the question in the course of 
his campaigning late this week, 
and with the question raised a 
storm as well in the local radio in- 
dustry. 

Mr. Langlie’s charge boils down 
to this: That FCC records on June 
15 showed that Sen. Magnuson 
held more than 10,000 shares of 
stock worth more than $40,000 in 
Queen City Broadcasting Co., 
which operates radio station KIRO 
and has applied for tv Channel 7; 
and that Mr. Magnuson is chair- 
man of Senate committees which 
| have the “virtual power of life and 
death” over several federal agen- 
cies, including FCC. This, says 
Governor Langlie, “raises a serious 
question of ethics.” 


® To the Langlie charge a retort 
of “wicked nonsense” was returned 
on behalf of Sen. Magnuson by his 
campaign manager, Henry B. 
Owen, who is executive vice-pres- 
ident of King Broadcasting Co., a 
competitor of KIRO in the radio 
business. King operates KING-AM, 
FM and TV. 

For KIRO, George P. Hardgrove, 
|chairman of the board of Queen 
|City Broadcasting Co., said that 
Mr. Magnuson has had “a very 
small interest in the company for 
many years’ but has never sought 
to influence FCC in favor of the 
firm. 

Specifically, Gov. Langlie ob- 
served that Sen. Magnuson is 
chairman of an appropriations sub- 
committee which, along with its 
|House counterpart, “holds the 
| purse strings” over agencies like 
FCC. And he also noted that the 
senator is chairman of the Senate 
interstate and foreign commerce 
committee, which “is charged with 
the responsibility for investigating 
the FCC should need arise.” 


s The governor wondered whether 
this didn’t put his opponent in a 
position “where he could very well 
utilize the power of his office for 
personal gain.” 

In reply, Mr. Owen said, “The 
wickedest nonsense would be Lang- 
lie’s assertion that the Eisenhower- 
appointed FCC is subject to 
influence. 

“At least 27 members of Con- 
gress from both parties have an in- 
terest in radio and television sta- 
tions,” he added. “This group in- 
cludes the Republican minority 
leader of the Senate (William 
Knowland, California) and the 
Democratic majority leader (Lyn- 
don Johnson, Texas).” 


Gartield Linn Names Two 
Garfield Linn & Co., Chicago, 
has appointed James L. Glass pro- 
duction manager and Jan Marinel- 
lo to the copy staff as part of an 
expansion move. Mr. Glass for- 
merly was advertising production 
head of Ekco Products Co. Miss 
Marinello previously was with 
Dancer-Fitzgerald-Sample and 
Fletcher D. Richards Inc. 


Turkey Farm to Mitchell 

Pleasant Valley Turkey Farms, 
Pleasant Valley, N. Y., has ap- 
pointed Harold M. Mitchell Inc., 
New York, for advertising to con- 
sumers and quantity gift buyers in 
business and industry. 
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U.S. NEWS 


& World Report 


1956—A great season 
for the newsweeklies — 
especially Newsweek, 

the leading ground gainer 
and the highest scorer 

in the third quarter. 
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EWSWEEK ing Americas Most Significant Million 
4 ee W ... Serving America’s Most Significan i | 
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The world’s 
largest market 
that can 


in Anniston, Alaba 


LOWER RIGHT: The Continental 
refineries in Wichita Falls, Texas, area. 


TOP: The Rath Packing Company plant in Waterloo, lowa 
LOWER LEFT: Huge Monsanto Chemical Company plant 
ma, 


Oil refinery, one of eleven 


be reached in ee 
such depth with a 
single medium. ~~ 


The BIG PUSH in SUPERCITY U.S.A. where 


food store sales total $4,829,489,000 


Food stores are first to feel the effects of industrial expansion. The 

new jobs, new families, expanded paychecks show up first at the checkout counters. 

Since FAMILY WEEKLY cities are experiencing dramatic industrial growth, their food stores 
are doing more and more of the nation’s food business. Today, the 139 markets 

saturated by FAMILY WEEKLY 

account for 11.6% of total U.S. food store sales — a vital, growing market 

for all products sold over food counters. 

Industrial operations in FAMILY WEEKLY markets, like those shown here, are building new 
food customers with larger-than-average families and bigger paychecks 

that contribute to the whopping $4,829,489,000 in food store sales 

in FAMILY WEEKLY markets. 


ALABAMA = Anniston, Dothan, Florence-Tuscumbia-Muscle INDIANA Anderson, Marion, New Albany 
Shoals, Gadsden, Huntsville, Tuscaloosa ‘I Bluffs, Do Dob 
ARKANSAS Dorado, Hot Springs, Pine Bluff \ 
ARE vou CALIFORNIA = Eureka, Monterey, Sacramento, Santa Ana, KENTUCKY = Ashland, Bowling Green, Owensboro, Paducah 
Santa Barbara, Sonta Rosa, Vallejo LOUISIANA Boao! bef 
galuso, Lafayette 
SELLING THESE MARYLAND Cumberlond 
w 
FAMILY WEEKLY FLORIDA Beach, Fort Lauderdale, Fort Myers Lowell 
L Gainesville, Orlando, Sarasoto, Tallahassee, MICHIGAN Grand Rapids 
Tampa, West Palm Beach MINNESOTA = Albert Lea 
MARKETS? 
GEORGIA Albany, Rome MISSISSIPPI —Biloxi-Gulfport, Greenville, Meridian, 
IDAHO _s—Boise, Idaho Falls, Lewiston, Pocatello Tupelo, Vicksburg 
WLINOIS Bloomington, Champaign-Urbana, Danville, MISSOURI Jefferson City, Springfield 
LaSalle, Quincy, Springfield NEVADA Los Vegas, Reno 
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of 478 cdinties that do a whopping | 


$22,029,064,000 


in retail sales ...11.9% of the U.S. total 


PICTURE A GIGANTIC MARKET with four million more people 
than are in America’s four largest cities combined . . . with over a 

billion dollars more in retail sales ... and you get a good idea of the 
tremendous sales importance of the big part of the U.S. that is saturated by 
FAMILY WEEKLY. 


By combining the buying power of 139 strategically-located markets 


= into a single, giant Supercity of over 20 million people, FAMILY WEEKLY reaches the 
S00 pny Som world’s largest market that can be reached 
E 7 / in such depth with a single medium. 
“ 
Ee ee J Tell your product story where practically everybody reads FAMILY WEEKLY 
set as — with their influential local newspapers. It reaches more than nine out of ten families 
— in 189 key shopping centers—with 3,581,408 circulation virtually unduplicated 
by any Sunday supplement. 
(Leo v 
y) \( bi Alone, or in combination, FAMILY WEEKLY can add a vital part 
of Marketing America to your sales and merchandising plans — and do it with 
one order, one billing, and in full color. 
3,581,408 circulation-in139 markets 
Family Weekly Magazine, Inc. 
163 NORTH MICHIGAN AVENUE, CHICAGO 1 
NEW YORK 17: 17 East 45th Street + DETROIT 2: 3-223 General Motors Bidg. 
WEST COAST: Blanchard-Nichols Assoc, 633 South Westmoreland Ave., Los Angeles 5 * 33 Post Street, San Francisco 4 


NEW JERSEY Asbury Pork, New Brunswick, Trenton TEXAS Abilene, Austin, Big Spring, Denison, ye 
Galveston, Greenville, Kilgore, Laredo, Lufkin, 
Sete Marshall, Midland, Paris, Port Arthur, Son 

NEW YORK = Elmira, Poughkeepsie, Utica Angelo, Snyder, Texarkana, Tyler, Victoria, fe Ve 

NORTH CAROLINA Concord, Fayetteville, High Point, Salisbury Waco, Wichita Falls 
OHIO Athens, Conton, Coshocton, Lima, Mansfield, UTAH Logan, Ogden, Provo 
Middletown, Zanesville VIRGINIA Danville, Lynchburg, Suffolk AW) 
OKLAHOMA = Ardmore, Duncan, Enid, Lawton, Muskogee WASHINGTON  Pasco-Kennewick-Richland, Walla Walla, Wenatchee | y WEEKLY ic Tt 
OREGON Eugene, Klamath Falls WEST VIRGINIA Beckley, Bluefield, Fairmount, Parkersburg 
PENNSYLVANIA Altoona, Loncoster WISCONSIN Racine te / 

SOUTH CAROLINA Anderson, Florence, Spartanburg WYOMING  Cosper, Cheyenne 


SOUTH DAKOTA = Huron, Rapid City 
TENNESSEE = Jackson, Kingsport 
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We Lift the Rocks, Dig Up the Clients,’ 
Los Angeles Small Agency Chief Declares 


(Continued from Page 2) 

for the advertising business and 
“courage.” This was in 1947. It 
was at the beginning of tv, which 
was much like the early days of 
the West when there was no law 
and order, he recalls. Ty would 
take any advertiser, agency or an- 
nouncer then. Now, he said, it is 
“civilized” and there are “few 
pitchmen.” 

Asserting that the small agency 
is not particularly responsible for 
what pitch deals there are on now, 
Mr. Goodman qualified his state- 
ment by discussing a small agen- 
cy’s problems. The small agency 
man can’t get the good accounts 
and knows it, he explained. He has 
to “go out, lift rocks, and dig up” 
small companies and retailers who 
don’t want to advertise. 

The small agency man works 
without ratings, research or other 
aids to “how and where to buy.” 
He sells the account, writes copy, 
serves as the account executive, 
and if necessary delivers the com- 
mercial on the air (Mr. Goodman 
has delivered more than 2,000 
commercials). 


® He does this for accounts the 
large agency passes up, Mr. Good- 
man continued. In digging up such 
accounts, he hopes to build them. 
If they are lost when he does, the 
small agency man “cries a little,” 
but expected it to happen. 

Mr. Goodman said advertising 
people should not scorn or look 
down upon small agencies, because 
they are the “bird dogs” of the 
business, and have been responsi- 
ble for finding and developing 
many accounts now handled by 
larger agencies. 

Discussing pitchmen, Mr. Good- 
man says there are good reasons 
for their strident, hurried delivery. 
A big agency gets an appropria- 
tion, spends it over a year’s time 
and is usually not called to ac- 
count until the end of the year. 
But the small agency man is on a 
“night to night” basis. If there 
are no calls that night or the next 
day, the agency man is a “bum” 
and has lost the account. 


= He admitted to still retaining 
the habit of calling the account 
immediately after the commercial. 
If the line is busy, all’s well. Mr. 
Goodman remarked that it is 
amazing how much “hysteria” a 
pitchman can generate. People 
call the number given without 
knowing why or whom they are 
calling. When they’re told the 
product advertised was a vacuum 
cleaner, such people will say, “Oh, 
I’ve got a vacuum cleaner. I called 
because the man told me to.” 
This type of sponsor usually 
isn’t wanted by the large agency, 
Mr. Goodman commented. How- 
ever, stations don’t refuse them, 
because they mean money. He 
said that although he has been 
stuck by clients, no station has 
ever lost a cent on him. The credit 


HOW TO BE HAPPY 
AND SUCCESSFUL 


A NEW BOOK that is helping thou- 
sands of thinking men and women to 
greater self fid poise, 

and success socially and in business. 
Written by an advertising executive 
who sought and found a revealing basis 
of Truth upon which to pattern his 
own career. Simply and understand- 
ably written. Its sound, solid counsel 
ie genuinely useful, easy to apply to 
your daily living. Can clarify and en- 
rich your entire life. Send check or 
money order for only $2.75 to 


BENTLEY BOOKS, Box 1334 
Grand Central Station | 
New York 17, N. Y. 


problem is big for small agencies, 
since their accounts cannot be 
checked as carefully and thor- 
oughly as is done by large agen- 
cies for large accounts. 

One advantage of small agency 
clients, the agency head declared, 
is that they are not interested in 
prestige or ratings: They just want 
results. Mr. Goodman says he too 


has little interest in ratings. The 
reason can be found, he observed, 
in his experience with one client 
built from an ad budget of $150 
a week to $3,500 a week. 


® For this client he bought a 


show rated at .03, opposite “I Love | 
‘standards to be met 


Lucy” and “Medic.” This show 
sold far more carpets for his client 
than were sold when a fairly high- 
rated show with little competition 
was used. “It’s far better to reach 
an audience representing 1% of 


‘ing from a section of the Four house agencies 
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prospects, than a high-rated show | must be in the advertising busi- 
with an audience that isn’t inter- ness long enough to demonstrate 
ested in the product.” |their qualifications. 
Despite the fact he has been | 
through the small agency mill, . Standards are necessary because 
starting with less than adequate “the large agency will not destroy 
experience and resources, Mr. the small agency, but small agen- 
Goodman feels there should be | cies may destroy themselves,” in 
before an|Mr. Goodman’s opinion. He cited 
agency can be established. Read-|the growth in recent years of 
and percentage 
A’s membership requirements, ae) ‘deals in which the advertising is 
pointed out it is extremely am-| paid for on the basis of a per 
biguous and only says principals | cent of the sales resulting. “As 


WHAT TO 


The editorial pages pre-condition 


BUILD 


HOW TO BUILD IT 


This very minute, knowing “WHAT to build” can make the 
difference between success and survival for profit-minded 
builders. And nowhere else but in American Builder... 
from “The Opportunity Page” up forward, to the very last 
page in the book, “The Month Ahead”...do they read so 
realistic an appraisal of their potential. Fresh ideas pop off 
every page...“Summer Homes”...“Remodeling”...“A bath 
for every 

Still, that’s like a banker with a brand new safe... but no 
combination. Profits in today’s competitive building market 


; 
| 
| 
| 
| 
a4 
| 
| 
| 
| 
| 
| 
= 


Advertising Age, October 15, 1956 


long as anybody can be an agency, ish company to handle nation- 


‘Reader's Digest’ Slates New 


these things must be expected,” a! advertising with a $1,000,000 Overseas Military Edition 


he observed. 


budget. “I may not have it long, | 


The Reader’s Digest is bringing 


but I'll have a helluva time while yt a worldwide “Overseas Mili- 


. I do,” he exclaimed. 

# In conclusion, Mr. Goodman jy nis talk Mr. Goodman credit- 
said that small agencies don’t al- ed the Southern California Broad- 
ways lose the big ones. Last May | casters Assn. and many station 
17, one of his clients told him of | managements with contributing a 
a dealer who was “stuck” with 15| great deal to the work of small 
Volvos, a Swedish-manufactured | agencies in bird dogging new ad- 
automobile. He took the account | vertisers. When they are shaky, 
and sold the cars in 10 days. He | station reps have helped keep 
now has a contract with the Swed- | them advertising, he said. 


tary Edition” next March, and will 


end its English-language edition 
printed in Tokyo for Far East per- 
/sonnel. Page rate, b&w, will be 
$750, based on a circulation of 120,- 
000. The new edition will be print- 
ed in Dayton, O., and will be iden- 
tical with the U. S. edition except 
for the addition of advertising 
| pages aimed specifically at service- 


\ 


/men and their families overseas. \ 


‘Northwest Paper Expands 

The board of directors of North- 
west Paper Co., Cloquet, Minn., 
|has approved a plan of expansion. 
The project includes building con- 
struction at both the Cloquet fa- 
cilities and facilities at Brainerd, 
and purchase of a Fourdrinier pa- 
‘per machine with initial capacity | 
‘of 150 tons a day. It is not known 
_yet whether the machine will be 
installed at Cloquet or Brainerd. 


also hang on “HOW”...“How to install whole house cool- 
ing”...“How to extend living space outdoors”...“How to 
¢at construction costs on the job.” American Builder is 

-packed with such on-the-job, time and money-saving 
“brainstorming.” 

But now look what happens to you and your sales when 
this one magazine does what no other building book does... 
marries “WHAT” to “HOW.” Suddenly you appreciate that 
your advertising is face-to-face, not only with building’s 
biggest-buying audience (108,864 total net paid...with more 


NOBODY 


prospects...you concentrate on creating customers 


subscribers) but with building’s best-informed audience, 
anxious to get going, eager to find out fast, “WHO makes 
what it takes?” Because the editors have pushed the reader 
at least half-way in your direction, every advertising dollar 
here does the work of two in... AMERICAN BUILDER, 
Simmons-Boardman, New York 7. 


COVERS AMERICAN BUILDING LIKE THE 


AMERICAN BUILDER 


(ABC-ABP) 
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HUGH A. SMITH has opened his own 
marketing and public relations of- 
fice in Seattle and has been named 
consultant to Sicks’ Seatile Brew- 
ing & Malting Co. Harry Lawton, 
formerly in charge of the compa- 
ny’s pr, has retired. Mr. Smith 
formerly was general manager of 
KXA, Seattle, and continues as vp 
and consultant to the station. 


What About 
Selling Abroad? 


Foreign 

Trade and 
Was foreign trade discussed at the 
recent conventions? The answer is 
“yes.” But boiling down the for- 
eign trade planks of both the Re- 
publican and Democrat(ic) plat- 
forms, both simultaneously plump 
for freer trade and protectionism 
~—not exactly a forthright stand. 


(This is an election year, antago- 
nize no one!) 


But no matter what the political 
platforms say, the forthright (prac- 
tical) exporter keeps exporting. 
Trade goes on. 

That’s why the practical 
exporter uses the 
BUYERS GUIDE ISSUE OF 


AMERICAN EXPORTER 


the only complete U.S. directory 
for United States export products, 
that circulates abroad. 


This 1957 edition (our January 
issue) will have a 64-page buyers 
guide with 600 product classifica- 
tions from “abrasives” to “zip- 
pers”—-read by 35,000 overseas 
dealers and distributors. 


All 1,400. advertisers in the 
AMERICAN EXPORTER PUB- 
LICATIONS will be listed-—8,400 
separate listings! 

WHY NOT JOIN THEM? 
e All advertisers are listed. 
e Editions in English and 

Spanish, (our 79th year) 

e Closing date for adveriising 

is November 20, 1956. 


AMERICAN EXPORTER 


386 Fourth Avenve, New York 34, N. Y. 
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later bought out Goldman Sachs ]. Hayden Twiss, 


and changed its name to General 
Agency Founder, 


Foods Corp. 
Mr. Birdseye frequently said 
1954, } that he did not invent quick-freez- 
American Metal Market = » hg ering spr a: ae Food Process, Dies ing, but that he developed a new Is Dead at 58 

privately operated census of man-|..N&W YorK, Oct. 9—Clarence| process which froze foods in pack-| New Yorx, Oct. 9—J. Hayden 
18 Cliff St., New York 38, N. Y. ufacturers in industry. Birdseye, 69, inventor of a process | ages by pressing them between re- or 3 inten Tele . on ans 


,000 patron buyers ket research of American Machin- Inventor of Frozen 
meials DAILY ist and Product Engineering since 


MATVON' (ARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


the headquarters of ALL Anti-aircraft 
and Guided Missile training 

U. S. Army. 
This is a swell place te de Business! 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


E] Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


for quick-freezing foods that even- | frigerated metal plates. 


tually led to making his name a 
household word in the U. S., died 
Oct. 7 following a heart attack at 
his residence in the Gramercy Park 
Hotel. 

Mr. Birdseye developed his 
quick-freezing process after years 
of experimentation based on ex- 
periences as a fur trader in Lab- 
rador. In 1924, Mr. Birdseye and 
three partners formed the General 
Seafood Co. in Gloucester, Mass., 
to market quick-frozen fish fillets. 
This not only brought a fortune to 
Mr. Birdseye, but helped to revive 
the Massachusetts fishing industry. 


® Four years later Postum Co. and 
Goldman Sachs Trading Corp. 
bought the rights to the Birdseye 
process for $22,000,000. Postum 


Later, Mr. Birdseye invented the 
Birdseye reflector and infra-red 
heat lamps, now widely used in 
industry. He also invented a meth- 
od of dehydrating food, and ex- 
perimented with a process for con- 
verting sugar cane into paper 
pulp. 

Born in Brooklyn, he attended 
Amherst College, but left without 
graduating. He worked for several 
years as a naturalist for the U. S. 
Biological Survey, and later spent 
several years in Labrador. 


Boat Builder Names Knoerr 

Correct-Craft Inc., Orlando, Fla., 
has named George Knoerr & As- 
sociates, New York, to handle its 
advertising. The company builds 
boats. 


For a look at 


look to 


the future 


AN EXCITING NEW SERIES 


\ 


beginning in November... 


, «++ a dramatic, thought-provoking survey of the 
changing elements and trends which affect the mass 
feeding—mass housing industry . . . and the changes 
they will produce in all types of Institutions* 


More people on the move—with more money to 
spend—have already required many changes in the 
services, even the locations, of many types of Insti- 
tutions. The spectacular growth of the population 
alone has placed Hospitals, Schools and Colleges, 
Hotels and similar Institutions under tremendous 
strain—requiring great expansion. 


The Challenge of Change series of articles will 
spell out the conditions producing these pressures 
and the nature and extent of the changes to come. 
The purpose of the series is to help Institutions 
chart their own course for future operation . . . to 
help them take full advantage of the nation’s chang- 
ing living habits and to insure a profitable future 
for themselves. 

Here are some of the subjects the Challenge of 
Change series will cover in succeeding issues of 
INSTITUTIONS Magazine: 

Population growth, distribution and movement 
The increasing “middle income” group 

Trends in mass feeding—mass housing services 
The pace of product development 
Capitalization and Financing 

Diversification and Centralization 

The changing American mode of life 


Because the Challenge of Change series will en- 


velop subjects so vital to the Institutions industry, 
readership will reach new highs in a magazine al- 
ready holding a place of front-rank importance 
among management and key operating personnel in 
thousands of Institutions and Institutions chain 
headquarters. Inevitably advertising will share in 
this heightened readership. 


Plan NOW to be in INSTITUTIONS Magazine in 
the “Challenge of Change” year, starting November, 
1956. Get added impact with advertising stressing 
the place of your products in the changing evolu- 
tion of the Institutions industry. Meet the Chal- 
lenge of Change with effective advertising in INSTI- 
TUTIONS Magazine. It’s a challenge to your busi- 
ness, too. For further information, write to INSTI- 
TUTIONS Magazine, 1801 Prairie Avenue, Chicago 
16... or Consult Your Advertising Agency. Would 
you like to receive reprints of this series? Send a 
note on your letterhead. 


*INSTITUTIONS: Hotels, Motels, Clubs; Restau- 
rants and Industrial Cafeterias; Hospitals and Sani- 
toriums; Schools, Colleges and Camps; Youth 
Service Organizations; Military Institutions 

Government Installations; Office Buildings. Trans- 
portation Systems; and all other similar institutions. 


after a heart attack while attend- 
ing a meeting at the New York 
Athletic Club. 

Born in Scranton, Pa., Mr. Twiss 
attended the U. S. Naval Academy 
at Annapolis, Md., and the Univer- 
sity of Pennsylvania. From 1922 to 
1928 he was in the book publish- 
ing business here. During World 
War I he served in the Navy as an 
ensign. He founded the advertising 
agency bearing his name 29 years 
ago. 


s Mr. Twiss became something of 
a specialist in chemical advertis- 
ing. Speaking before the Sales- 
men’s Assn. of the American 
Chemical Industry four years ago, 
he emphasized that “the chemical- 
advertising man must deal with 
the problem of making sure the ad 
is seen, that it sells the product 
and in addition he must have full 
knowledge of the production of 
technical data sheets, catalogs, the 
company’s distribution and pro- 
duction plans, its public relations, 
etc.” (AA, Nov. 10, '52). 

Mr. Twiss was a member of the 
New York Chemists Club, New 
York Yacht Club and the New Ro- 
chelle Shore Club. 


CHAUNCEY H. GRIFFITH 

New York, Oct. 9—Chauncey H. 
Griffith, 77, former vp in charge 
of typographical development of 
the Mergenthaler Linotype Co., 
died Oct. 7 at his summer home 
near Butler, N. J. Mr. Griffith, who 
retired seven years ago, began his 
career as a pressman in Lexington, 
Ky., in the early 1890s. 

He joined Mergenthaler as a 
special representative in the early 
1900s to study typographic require- 
ments for Linotypes. He became 
assistant to the president in 1916, 
and vp in charge of typographic 
development in 1936. 


s Mr. Griffith was responsible for 
the development of new type faces, 
many of which, such as Opticon, 
Excelsior, Paragon, Corona and 
Ionic No. 5, are widely used as 
newspaper type faces. He also 
adapted a number of old type faces 
to Linotype use, and developed 
machine types in a number of 
Oriental languages. 


WILLIAM TENSCHERT 

New York, Oct. 9—William P. 
Tenschert, 30, an art director 
with Benton & Bowles, died Oct. 6 
at University Hospital after a brief 
illness. He was a graduate of the 
Art Center School, Los Angeles, 
and L’Academie Julian in Paris. 
During World War II he served 
with the Marine Corps in the Pa- 
cific. 


Lever Bros. Sets Drive to Tell 
of Teddy Bear-Rinso Offer 

Lever Bros. Co., New York, is 
using Sunday supplements and 
network tv to promote a 17” teddy 
bear for $2 and a Rinso Blue box- 
top, any size. A $4 retail value, 
the flame-resistant, washable ted- 
dy bear will be advertised starting 
Oct. 31, on “Lux Video Theater,” 
“On Trial” (both NBC-TV), “Gar- 
ry Moore Show” and “Art Link- 
letter’s House Party” (both CBS- 
TV). On Nov. 11 the premium 
offer will be advertised in This 
Week Magazine and the First 
Three Markets Group. 

Floor displays, complete with 
teddy bears, will be set up in 10,- 
000 stores. “Take one” order 
blanks will be prominently dis- 
played, and orders placed before 
Dec. 1 will be guaranteed delivery 


1801 Prairie Ave., Dept. D-2 
Chicag> 16, Ill. 


in time for Christmas giving. J. 
Walter Thompson Co., New York, 
is the agency. 


MAGAZINE 


OF MASS FEEDING—-MASS HOUSING 


- 
we 
Ft. Bliss—at El Paso is one of the 
4 
4 
EL 
Fabulous Southwest 
‘ 
bd 
iy magazine 
§ 
= 
f= 
} 
— 
| 
“aX 
4 
3 
“= 
? 
ah 
<t 
“~« 
te 
at 
= 
¢ 4 
Vian | 
| 
‘ 


FOR FOOD STORES 
BUILT THIS 
25-YEAR SUCCESS STORY 


ADVERTISING LINAGE 
CURRENTLY 
6HILLMAN’S 
THEIR 
re ADVERTISING 
HILLMAN’S ADVERTISING LINAGE 3101 1N 
* EVENING 
“ 200,000- CHICAGO NEWSPAPERS 
1930 10 1955 
150,000-— 
100,000- 
50,000: > 
3 
1930 1935 1940 1945 1950 1955 


National Advertisers: 
cet THE SAME OVERNIGHT RESULTS ror your propucts! 


Hillman’s 25 years of growth is a solid day-to-day success story 
based on the premise that each tomorrow must bring more cus- 
tomers into their stores. An obvious contributing factor to daily 
increased business is reflected in Hillman’s predominant use of 
evening newspaper advertising. Chicago retail grocers, as a 
group, predominantly use (3 to 1) evening newspaper advertis- 
ing for overnight results that pays off in sales tomorrow. 


What about your product advertising? Why not follow the 
pattern of these successful chains, the volume retailers of 
your merchandise! Give them a greater incentive for tie-in 
advertising! Use the most economical means to get a greater 
share-of-market sales for products already in distribution; 
the fastest way to introduce a new product. 


LOOK how the Chicago American gives your advertising EXTRA Pay-Off! 


Big, Concentrated Evening Circulation— 


More than 500,000 daily among the money-to- 
spend families in the Chicago trading area. 


Largest Evening Home-Delivered Circulation— 


44.4% home-delivered in Chicago and suburbs. 
Your advertising meets up with the family buy- 


CHICAGE 


More Chain Grocery Advertising — 

“Double the food chain linage of the morning 
ne 1 —five times that of the all-day news- 
paper. rs of every chain see your product 
advertising. 


ing team. 


Food News That Readers Like — 


Thousands of letters to popular food editor, Mary 
Martensen, reveal faith and acceptance of her 
how-to-cook-it food news. 


Your Kind of Marketing Assistance — 


Trained field men work under your direction; 
make personal calls on key and volume buyers, 
chains, jobbers, big independents to stimulate 
buyer interest and create market timing for your 


advertising program. 


Represented Nationally by HEARST ADVERTISING SERVICE INC. 
Offices in 15 Principal Cities 
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By Not Arousing Soap Giants, Dial 


(Continued from Page 3) there was of it was owned by Life- | Tribune. 


ample. 


e High price—Dial retailed at) ing in the toilet soap field. 
three times the price of the popu- Bec. Dial tained h was in the high-fashion manner|market support. Six 
lar toilet soaps. contain with upstage appeal. 


The Only Magazine to drug and department stores, and 


Vital New Market ® To start with, Dial used only 


ton, Oklahoma City and Omaha. themes were adopted. 


Write for full facts: 
ELECTR 


al distribution, had 7%. 


was babeh eoant t not geared to the soaper formula. | pyoy. In order not to clash head on| In 1949 Dial started a major 
pent on Lux, for ex-| , Competitors’ reaction—Dial did| with Lifebuoy—which had a blue-| market push and went into comic} More Life ads were run, and 

not dare reveal its goal of compet-|collar market with heavy mascu-| sections. Spot radio and car cards| Dial also went into women’s mag- 

line overtones—Dial copy and art} were added for additional local | azines. 

insertions | Dial expanded its distribution to 


were run in Life. The Life ads + ts. 
Sales setup—Armour’s sales By using copy lines like, “Even| were to serve notice on the public 
| nice people perspire,” Dial ap-| and on dealers that Dial was com-|® 48% of its ad dollars went into 


ganization and distribution were | story.” To start with, Dial would peared to be aiming at a special|ing into the market as an impor- | comic sections. 


segment of the deodorant soap/tant advertiser with a quality 
market. Distribution was restricted | product, Mr. Buck said. At the end of the year, Dial hed 


educational movie was made. 
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be identified as a deodorant bath; Later, in 1948, Dial moved into|e “Dial Dave Garroway,” five-a- 
soap, and the copy story would be food outlets in Omaha. Radio spots; week radio show, was bought. 
built around the claim: “Dial stops | were stepped up and color news-/Dial also bought into a regular 

|paper pages were used. Distribu-| Armour radie show, “Stars Over 


° deod t ket | ti ed in Chi , and - | Hollywood.” 


e Dial went into all of the chain- 
store-distributed magazines. 


a national share of the entire toilet 
soap market of 3.2%, Mr. Buck 


Devoted 100% toa the fair trade price was 25¢ a cake. » In 1950, Dial went national, and | said. Dial entered the heavyweight 
: the following plan was adopted: 


division in 1951 when Armour 


e The high-style ad approach was | brought out a complexion-size bar. 


and other warmer ad/|Frocter amble, used com- 

Growth Rate Philadelphia,. Baltimore, Washing- ics in the same strength as the 


previous year and went heavier 


IC HEAT After six weeks in Omaha and|e The price of the soap was low-|; hei tn! io. Oth 3 

& Alrcenditioning | Oklahoma City, Dial had 9% of|ered, and half-price sales and|int° five-a-week radio, Other me 
~ . dia included car cards, women’s 

2 W. 45th St., N. Y. 36, N.Y. the market. Lifebuoy,' with nation-| other deals were offered. A trade magazines and tv participations in 


“Stars Over Hollywood.” Dial’s 


Here comes Christmas--- 
fast and sure United! 


CHRISTMAS PROMOTION MATERIAL leaving New 
York tonight on United's 300-mph DC-6A “Big Lift” 
Cargoliners will be in the hands of San Francisco 
retailers before noon tomorrow. Cost for 100-lb. 
shipment —$25.75*. 


YOU CAN DEPEND ON UNITED—United’s Re- 
served Air Freight guarantees the space you need 
on the flight you want. . . . Frequent Mainliner and 
Cargoliner departures, plus the most modern cargo 
handling facilities, get your shipment off the ground 
fast. ... And United’s weather-mapping radar helps 
assure on-time arrival. 


Examples of United's low Air Freight rates 


per 100 pounds* 


CHICAGO to CLEVELAND ........ . $4.78 
LOS ANGELES 06 SEATTLE . . $9.80 
CHICAGO to LOS ANGELES. . . .... $17.75 
PHILADELPHIA to PORTLAND .... . . . . $24.15 


*These are the rates for printed matter. They are often lower 
for larger shipments. Rates shown are for information only, 
are subject to change, and do not include the 3% federal 
tax on domestic shipments. 


A Fast...sHip sure...sHip (LJNITE, a 


For service, information, or free Air Freight booklet, call the nearest United Air Lines Representative 
or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Illinois. 


share of the market jumped to 5%. 

FC&B developed a separate cam- 
paign bringing Dial into the com- 
plexion-soap class in 1952, and 
women’s magazines were used 
more extensively. The major me- 
dia, however, were still radio and 
comics. Dial’s share of market rose 
to 6%. 


® In 1953 Dial went into television 
with the purchase of “Show of 
Shows” and “Pride of the Family.” 
Radio and comics were continued, 
as were women’s magazines and 
car cards, and Ebony was added. 
The television budget was dou- 
bled in 1954, and the comics budg- 
et was transferred to newspaper 
supplements. The complexion drive 
in women’s magazines was con- 
tinued. 
A deal was made to buy a seven- 
tenths page in supplements, with 
Dial soap occupying the outside 
half of the left-hand page and 
Dial shampoo—a new product—the 
inside one-fifth. The ads would be 
separated by editorial matter. 
Share of the market in 1954 had 
grown to 8%. 
On a volume basis in 1954, Dial 
was in No. 3 position in the toilet 
scap market, and in No. 1 position 
on a dollar basis. Then Dial dis- 
covered George Gobel, described 
by Mr. Buck as “the best soap 
salesman anyone ever had.” 


® Media distribution in the 1955 
and 1956 Dial budgets devoted 
56% to television, 29% to Sunday 
supplements, 8% to radio and 6% 
to magazines. 

Mr. Buck declined to elaborate 
further on. Dial’s current position 
in the soap'derby, beyond saying 
that it had gained. He credited 
much of the gains in the past two 
years to television. 

(Trade estimates of Dial’s share 
of the toilet soap market place it 
at “more than 12%,” AA learned. 
Dial has advertised itself as “the 
largest selling non-floating toilet 
soap,” so that would be good for 
second place, behind longtime 
front-runner Ivory.) 


Carver Named A.M. 

Jay Carver has been named ad- 
vertising and sales promotion 
manager of Electro-Voice Inc., Bu- 
chanan, Mich., manufacturer of 
microphones and high fidelity 
equipment. Mr. Carver has been 
manager of Electro-Voice’s wood 
product sales for the past six 
months. Before that he was adver- 
tising manager of Cabinart, a di- 
vision of G&H Wood Products, 
Brooklyn. 


Sonotone Advances Kane 

| Leonard Kane, director of pro- 
|motion of Sonotone Corp., New 
York, hearing aid manufacturer, 
haas been named director of ad- 


vertising. 
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{ Even if we published only one magazine we'd 
still have plenty of reasons to be mighty thankful 
there’s an Audit Bureau of Circulations. 


But since we do publish 
TIME (Time Canada, Time Atlantic, Time Pacific, Time 
Latin American) + LIFE (Life International, Life En Es- 
pafiol) - FORTUNE + SPORTS ILLUSTRATED + ARCHITEC- 
TURAL FORUM + HOUSE AND HOME 
... we're six times as glad the ABC continues 
to perform its important function of maintaining 
the integrity of relations between advertiser and 
publisher ... continues to play its vital role in 
helping the growth of this country’s free press. 


So...six big bows to the ABC on its 42nd birthday... from 


- 9 Rockefeller Plaza, New York 20, New York 
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Advertising Gives 
‘Backbone’ to U. S. 


Newspapers: Jones 


CLEVELAND, Oct. 9—Newspaper 
advertising gives backbone to the 
nation’s free press, according to 
Jenkins Lloyd Jones, president of 
the American Society of Newspa- 
per Editors, who wants advertising 
men to get their share of credit for 
honest reporting. 

“Hooray for the high-level huck- 
sters who sell the ad contracts, and 
bless the advertisers,” Mr. Jones, 
editor of the Tulsa Tribune, told 
the Cleveland Rotary Club. 

“The picture of powerful ad- 
vertisers crowding around an edi- 
tor’s desk telling him what to put 
in the paper ...is a vision beloved 
of Socialist theoreticians, disap- 
pointed candidates and befuddled 
college professors,” he said. 


® It just doesn’t happen, Mr. Jones 
said, when newspapers are as 
prosperous and strong as they are 
in America. 

“The newspaper that is barely 
surviving is the newspaper that is 
least able to be forthright and most 
likely to be timid or venal,” he 
said. “The penniless newspaper, 
like the penniless young lady, is 
more susceptible to a proposition 
than one well-heeled.” 

Mr. Jones said that in the last 
year he had been around the world, 
spending considerable time in 
Egypt and Latin America, observ- 
ing the foreign press wherever he 
went. 


s “Abroad you can see what the 
lack of a mass market and mass 
advertising does. It makes for a 
starved press and a multiple press. 
Bangkok, for instance, has 18 
newspapers, all of them the kept 
cats of a political party or pressure 


group. 
“In the backward countries the 
improvement of the objectivity of 
the press is not accomplished 
merely by the conversion of a few 
editors. It must wait,” he said, “on 
the day of the mass market and 
mass advertising to make stronger 
and wealthier newspapers.” 
When that day comes, Mr. Jones 
said, there will be fewer papers in 
those countries, but those which do 
survive will be free of subsidies 
and will have the money to buy 
wire services and features, and 
also “will be able to resist other 
influences and be independent.” 


s “So I would like to come to the 
defense of the frankly commercial 
press,” Mr. Jones said. “Advertis- 
ers and advertising men are more 
responsible for hard-hitting re- 
porting and objectivity in handling 
of news than anyone gives them 
credit for.” 

The commercial press, managed 
intelligently, is the best answer to 
the kept press, he declared. 

Mr. Jones said no editor can 
ride forth to fight social and po- 
litical dragons if someone does not 
feed the war horse. 

Another important thing about 
advertisers, he said, is that “the 
most fawning editorial writer 
could not please them all.” As an 
illustration, he said that an edi- 
torial that would please the air 
lines or truck lines would be al- 
most certain to make the railroads 


angry. 


masonry building 
singularly different ... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


FCC Relaxes Identification 
Rules on Recorded Matter 

The familiar legend, “portions of 
this program were on film,” will 
become less familiar as a result of 
an action by the Federal Com- 
munications Commission relaxing 
its rules on the identification of 
recorded matters. Under the new 
rule, recorded material on radio or 
tv must be identified only if the 
element of time is of special sig- 
nificance and the lack of an an- 
nouncement might create the im- 


pression that the event or program 
occurs simultaneously with the 
broadcast. 

No identification will be re- 
quired for recorded programs one 
minute or less in duration, nor for 
programs which are rebroadcast | 
because of differences in time) 
zones. 


Bayless-Kerr Adds Three 
Bayless-Kerr Co., Cleveland, has 

been appointed to handle advertis- 

ing for three industrial accounts. 


ed manager of the merged ad de- 


They are Glastic Corp., Cleveland, 
maker of glass-reinforced plastics; 
Damascus Tube Co., Greenville, 
Pa., maker of stainless steel tube | 
and pipe, and Swan Engineering 
Co., Bloomfield, N. J., subsidiary 
of Damascus, producer of tubing 
and pipe. The latter two companies 
will be handled from Bayless- 
Kerr’s Warren, O., office. 


Doubleday Merges Ad Units 
Sam Vaughan has been appoint- 
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partments of Doubleday and Gar- 
den City Imprints of Doubleday & 
Co., New York. Mr. Vaughan was 
formerly ad manager of Doubleday 
Imprints. Edward Stoddard, for- 
merly ad manager of Garden City 
books, has been appointed sales 
manager of the joint operation. 


Stenner Joins ‘Time’ 

Edward C. Stenner, formerly 
with American Magazine, has 
joined the New York sales staff of 
Time. 
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Average paid circulation up to 776287 (guarantee 750,000) 
Nation's Business is available by subscription only, 
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Brand Names Foundation 
Opens Retailer Competition 

Brand Names Foundation, New 
York, has opened its ninth annual 
competition for the brand name 
retailer-of-the-year awards. Re- 
tailers doing a notable year-round 
promotion of manufacturers’ 
brands are invited to briefly out- 
line their 1956 brand promotional 
activities on the standard entry 
forms supplied on request by the 
foundation. 


14, when all entries will be re- 
viewed and finalists selected. The 
foundation stresses that the pri- 
mary consideration is accomplish- 
ment, and not the amount of mon- 
ey spent. 


Klau-Van Pietersom Adds One 
Klau-Van Pietersom-Dunlap, 
Milwaukee, has been appointed to 
handle advertising for Manitowoc 
Equipment Works, Manitowoc, 
Wis., manufacturer of upright and 


Handyman’s Role _|_Addressing the Chicago chapter 


of the National Industrial Adver- 


|tisers Assn., Mr. Cannon said that 

Is Suggested for in salaries, advertising execs are 
" “at or very near the bottom” 
Underpa id’ Admen among major executives in an in- 


Cuicaco, Oct. 9—The industrial | dustrial organization. The consult- 
advertising manager has a bright | ant saw promise in a general trend 
future, but right now he’s pretty |toward more emphasis on adver- 
much at the bottom of the indus- | tising among industrial firms. 
trial pay heap, according to War- 
ren W. Cannon, principal in the|/= But while this tide was setting 
management consultant firm of/in, it seemed, the industrial ad- 


Entries must be received by Jan. 


commercial freezers. 


McKinsey & Co. 


man could best improve his lot by 


business 


-September, 12,052 business firms 


purchased 398,056 reprints of Nation's Business artic 


How To Make A Business Decision 


Success Won't Save Your Business 


Business in Politics: 
How Far You Can Go 


Consistent advertising, circulation 
and editorial gains for... 


Nation’s Business is on the move. In 
three significant areas . . . total circula- 
tion, advertising volume, readership . . . 
the curve is up. : 

Advertising linage has _ increased 
22.6% over 1955 (first 10 months). 
There can be only one reason for a gain 
so substantial: Results. 

Average paid circulation has moved 
to 776,287. Of these readers, 550,000 
are the men who actually own American 
business — the owners, partners and 
presidents of manufacturing firms, 
banks, retail and wholesale establish- 
ments—every type and size of business, 
nationwide. Circulation follows popula- 
tion, with 257,000 copies each month 
going to cities over 50,000 and 518,000 


to cities and towns of smaller size. 
Nation’s Business devotes its articles 
to analysis and interpretation within the 
three areas of greatest concern to busi- 
ness owners—business leadership, gov- 
ernment problems, and national issues. 
So perceptive and useful is its look- 
ahead editorial content that reprints of a 
single article often exceed 20,000 in 
sales—and orders keep coming in for a 
year or more after original publication. 
CONCLUSION 
To sell the men who own American 
business, you need the business maga- 
zine which is large enough to reach 
them, useful enough to compel their at- 
tention, powerful enough to move them 
to action. You need Nation's Business. 


Nation’s Business 


775,006 PAID CIRCULATION 
Including 75,000 executives of busi- 
ness members of the National Chamber 


ADVERTISING HEADQUARTERS: 
711 THIRD AVENUE, NEW YORK 17, NY. 


WASHINGTON «CHICAGO « PHILADELPHIA « DETROIT 
CLEVELAND + LOS ANGELES + SAN FRANCISCO 


serving as a kind of handyman 
around his shop. Mr. Cannon sug- 
gested these interim ways in which 
he might boost his stature and sal- 


ary: 

1. Lend his “creative flair and 
showmanship” to the sales depart- 
ment for such things as sales 
meetings and sales training sem- 
inars. 

2. Help the treasurer prepare 
the annual report and explain new 
accounting methods. 

3. Bring new product ideas to 
the attention of the engineering 
department. 

4. Aid the personnel department 
in its employe relations program. 


Kahle Takes Over KWG 

Douglas D. Kahle, president of 
Western Broacucasting Co., has tak- 
en over ownership of KWG, Stock- 
ton, from Delta Broadcasting Co. 
Mr. Kahle will become general 
manager, and James E. Longe, for- 
mer co-owner and manager, will 
remain as assistant manager and 
program director. 


OF SOUTH CAROLINA'S 


GEN. MDSE. 
SALES 


AMOUNTING TO 


$ 55,134,000. 


are in the COMPACT 


| in SOUTH 
SQ CAROLINA 


Total Retail Sales, and sales of 
Food, General Merchandise, 
Apparel, Furniture and Appli- 
ances, Autos, etc. are greater 
in the Greenville market of 
510,320 people than in any 
other market in S. C. 


Write us or WARD-GRIFFITH for 


‘ information and for assistance in 


selling your products in the 
Greenville Market. 
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the whole collection. This new se- | 


Benson-Lehner Jolis Trade Lethargy} 


us have probably wanted to do for. 
a long time ... that’s to compile a | 


With Advertising Spoofing Other Ad t categorical spoofs on the 
vertising Spooting Other Ads sx» 2¢ spoots on tne 


(Continued from Page 3) 
publications to reach this market 
for the past three years. 

While direct mail, relying heav- 
ily on gimmicks, has been produc- 
tive of inquiries, publication ads 
have created very little visible re- 
action. The ads had been the more 
or less conventional case history, 
technical type. 

Over the past three years the 
Benson-Lehner potential has been 
greatly expanded. Two years ago 
90% of the company’s business was 
in the aircraft industry; today air- 
craft industry sales represent no 
more than 40% of total sales. This 
has resulted from the expanding 
field of electronics and automatic 
control in such fields as petroleum, 
chemicals and medicine. 

This has made it necessary to 
cover the industry horizontally. 
Direct mail is still considered an 
essential tool, but it cannot be the 
major tool because many who are 
prospects for data reduction equip- 
ment are unknown to Benson- 
Lehner. This pointed to horizontal 
publications as a basic part of any 
advertising program. 

In an effort to determine why 
publication ads were not more ef- 


ADSMANSHIP—Several advertisers 
get a slight ribbing in this Benson- 
Lehner Corp. ad aimed at gaining 
engineers’ attention by spoofing 
novelty ads. It’s one of a series 
the company is running in elec- 
tronics trade publications. Carson- 
Roberts Inc., Los Angeles, is the 
agency. 


fective, both Carson-Roberts and 
Benson-Lehner surveyed engineers 
for their opinions of advertising in 
technical journals. 


' Asked what advertising in the 
electronics field they thought of 
first, most engineers named a 
company which features off-beat 
cartoons. In the opinion of the 
agency, this company’s ads were 
different, but not outstandingly 
clever, and could be done better. 

More important, it was learned 
the engineers contacted didn’t like 
advertising and didn’t trust it. Re- 
action to ad claims is negative and 
the engineers apparently tend to 


HABERULE 


COPY-CASTER 


Discover for yourse!f how much faster, easier ond 
more ocevretely you con copyfit oll type jobs with 


supply 
oo direct. Complete with gouge, only $7 $0 
THE HABERULE CO. 
BOX AG-245+ WILTON, CONN. 


to get our attention in the techni-| 
set about disproving such claims. |caj journals we read every day. | 
There was a feeling that facts are We've had fun taking time out for 
stretched in order to get attention. |, light moment...it’s our hope | 
| 

From these reactions the con-/that you'll share that enjoyment 
clusion was reached that in gen-| with us. If you miss a chapter or | 
eral anything said in technical would like more copies, write to: | 
publications about Benson-Lehner Benson-Lehner ...” 
would be “unheard.” 
The question then became how |, Based o : 
n the premise that en- 

to use publication space to estab- | gineers are aediend about mat-_ 
on name |ters in which they are interested, | 
‘and to encourage the desired | 
|“tear-out,” the series was an- 

— to its booths at industry | nounced . to top prospects by 
shows. means of a file folder titled “B/L 
It was decided some form of hu- Admanship Handbook.” 
mor would be the wens The re-| ‘The folder contains the explana- 
sult is a series in “admanship.” | tion of the series and the complete 
The company explains it in Benson-Lehner ad schedule for the 
manner: “In the interest of greater | period August, 1956, through July, 
admanship we've prepared an uN-/ 1957. In place of eight publica-| 
usual kind of ad series. We hope tions, each with several insertions 
you'll keep a permanent file on/a year, only three publications now 
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SHAGGY DOG—This is a shot that Benson-Lehner Corp. decided not 
to use in its ad spoofing novelty ads in its adsmanship series. It’s 
a bit different from the one used in that, among other things, the 
dog is looking more smug here since he has just taken another 
pawn. 
are being used. These are Control pages on a once-a-month schedule, 
Engineering, which will carry 12 | Electronic Design and Automatic 


new knowledge—technical, business, 
research, government and topical. 


and advertiser. 


The electronic industry is moving forward at 
dramatic speed. There is increasing need for 


Long planning, based on keen knowledge of 
the industry, has evolved an efficient new pub- 
lishing package equally effective for subscriber 


dynamic publishing plan 


increases values 


to subscriber 


and advertiser 


annual “BUYERS’ GUIDE” at the price he 
now pays for 12 issues. He will have presented 
to him every kind of information he can find in 
any other publications in the field. He can file and 
bind the “Technical Editions” or all issues as 
his needs dictate. That will be our added service 
to more than 45,000 paid subscribers. 


FOR THE ADVERTISER 


market, 


electronics EXPANDS 


FOR THE SUBSCRIBER 


Three editions will be published each month, 
10 days apart. One of the three will be the 
“Technical Edition” which will continue to be, 
as it has since 1930, the “textbook” for the 
working engineer. The other two will be “Busi- 
ness Editions” and will contain the most com- 
plete business, market, research, government 
and topical information presented anywhere. 
The subscriber will receive the 12 “Technical 
Editions”, the 24 ‘“Business Editions”, and the 


The advertiser can write his own ticket. He can 
remain in the “Technical Edition” which will 
continue to be the “supermarket,” the mightiest 
publishing sales force in the industry. 

In addition to or apart from the ‘Technical 
Edition” he can advertise in either or both of 
the “Business Editions” as his needs dictate. 

Advertising rates in each of three editions will 
be the same as already announced for 1957. 
Additional 18, 24, 30 and 36 time rates will be 
forthcoming. 


A McGRAW-HILL PUBLICATION 
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Control, each of which will carry 
six pages, one in each, ever other 
month so there is an adsmanship 
ad out every month. 

To carry out the look-for idea, a 
special position has been pur- 
chased in each book and the en- 
gineers have been told where to 
look for the ad in each publication. 
The folder is designed to encourage 
keeping a complete file of the ad 
series. 

Each ad spoofs some type of 
attention-getting technique. For 
example, the first one titled “The 
Ad That Wanted To Be An Eye- 
Chart,” covers the subject of 
headlines. It carries a big, black 
“HEY” as a headline, and this 
copy: “There was once an ad 
which thought the very best way 
to attract attention was to have a 
headline that was bigger and bold- 
er and blacker than all the rest. 
So it took the biggest letters it 


could find and said: CURDS AND | 


WHEY. But lo and behold, when 
the advertisement appeared the 
letters were so unusually large 
that some were cut off and all that 


a derivative of WHEY, wrote in 
asking for gallons and gallons of 
the stuff. MORAL: Where there’s 
a will there’s a Whey...and with 
smaller type CURD do better.” 


= Below this is a small picture of 
data reduction equipment and this 
copy: “In the interest of greater 
admanship, this advertising par- 
able is provided as a public service 
by the Benson-Lehner Corpora- 
tion. Benson-Lehner also manufac- 
|tures machines which process os- 
_cillographic and film data. For in- 
|formation re: data reduction, 
| write: ... Benson-Lehner .. . for 
a permanent file of this series 
| write to Benson-Lehner, Dept. . . 
your Admanship Handbook 
folder.” 

The next two ads treated with 
the use of color and the use of gim- 
micks such as eye-patches, tattoos, 


etc. to gain attention. All carry out plies division. S. Gunner Myrbeck 
‘the handbook theme, with binder | & Co., Boston, is the former agency. 


| 


After two months it is apparent | 
to the company that the new cam- 
paign is getting the desired impact 
and attention. In place of an oc- 
casional inquiry from publication 
ads, the first four insertions—two 
in Control Engineering and one 
each in Electronic Design and Au- 
tomatic Controls—have averaged 
better than 30 inquiries per ad 
for information about Benson- 
Lehner’s data reduction equip- 
ment. And the inquiries are 
coming from top people in top 
companies, according to Benson- 
Lehner. 


Cooney & Connor Gets Compo 

Cooney & Connor, Worcester, 
Mass., has been named to handle 
advertising for Compo Shoe Ma- 
chinery Corp., Waltham, Mass. The 
account includes the shoe ma- 
chinery division, the chemical di- 
vision and shoe products and sup- 


remained was...HEY. This, of perforations indicated, and with! Wool Bureau Adds Three 
course, made the ad very sad; but the general appearance of a piece | 
much to its surprise certain willful of material for the file. 

engineers, reasoning that HEY was | 


The Wool Bureau has added 


three members to its promotion |} 


and publicity staff. They are James 


Bell, men’s wear promotion de- Fra 


partment, formerly with R. H. 


wear publicity, formerly a free 
lance writer, and Don Shields, 
men’s wear publicity, previously 
with CBS Radio. 


Two Join Rockmore Co. 
Robert Bruce, 


the copy department of Rockmore 
Co., New York. Dorothy King, 
formerly with Brownstone Art 
Studio, has joined the agency’s art 
department. 


‘Fortune’ Adds Two 

Richard N. Callahan, formerly 
with Newsweek, and C. Herbert 
Fisher, formerly with Standard 
Rate & Data Service, have joined 
Fortune. Mr. Callahan is with the 
Philadelphia sales staff; Mr. Fish- 
er is on the New York staff. 


_ITS SERVICES IN 1957 


‘electronics 


Now TV Sound 
Pe Lost Pubes 
Tamed Dosage 


PER MONT? 


HERE...is the complete package 


THE TECHNICAL EDITION—Unchanged in general format— 


to continue to be the technical working tool for the man who 


designs, produces and uses electronic gear. 


TWO BUSINESS EDITIONS for the more than 45,000 sub- 
scribers and more than 130,000 pass-on readers who want the 
kind of publication which will keep them advised of everything they 


need to know. 


READER SERVICE CARDS in all three editions to provide 
quality inquiries from the quality-controlled subscriber list of 


electronics. 


READEX—(started in the September issue) for the analytically 


minded advertising fraternity. 


AND INTERNALLY —An expanded market and research program 
which will be of even greater service than we have provided 
heretofore. A revision (now under way) of the electronics 
Manufacturer’s Representatives list. Added editors, added market 
facilities, added qualified subscribers—all to serve you with a 


modern completeness unpreeedented in the field. 


plus 


The electronics 
Buyers’ Guide, 
which is the industry's 
source book for pur- 
chasing electronic 

. products and services. 
Published each year 
mid-June, it contains 
the most accurate, up- 
to-date listings of what 
to buy and where. 


WEST 42ND STREET-NEW YORK SG, N.Y. 


formerly with || 
Fuller & Smith & Ross, has joined | § 


| 
Macy; Louise Levitas, women’s | 
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GILBERT B. MUSTIN JR. has been named 
to the new post of vp in charge of 
marketing of Frank H. Fieer Corp., 
Philadelphia, bubble gum maker. 
Mr. Mustin, most recently director 
of distribution, is one of the own- 
ers of Fleer and has been active in 
management since 1947. 


Mishkin Heads Bayuk 


E. Archie Miskin has been elect- 
ed president of Bayuk Cigars, 
Philadelphia, succeeding Harry P. 
Wurman, who will continue to 
serve in an advisory and consult- 
ing capacity. Mr. Mishkin was 
formerly exec vp and general sales 
manager. 


THE ONLY MAGAZINE 
CONCENTRATED ON 


AUTOMOTIVE 
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SERVICE 


The $366 Million Pivs 
Market 
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Notes on the International Scene 


Boeing Airplane Co., Seattle, 
has appointed Robert Otto & Co., 
New York, to handle its interna- 
tional advertising. This is Boeing’s 
first use of an international agency 
and follows the company’s recent 
departure from N. W. Ayer & Son. 

Like other aircraft manufactur- 
ers, Boeing has become increasing- 
ly interested in markets overseas. 
It particularly wants to expand its 
sales to the government-owned air- 
lines in Europe. The overseas ad 
program will probably concentrate 
on the Boeing 707 jet transport—a 
field where Boeing faces stiff com- 
petition. 

Otto will service the account in 
close cooperation with Calkins & 
Holden, the agency Boeing selected 
to replace Ayer. 

Acquisition of the Boeing busi- 
ness was announced by Robert H. 
Otto, president of the agency, at a 
party celebrating the agency’s 10th 
birthday. Otto, which hit the $5,- 
000,000 billing mark last year, re- 
ports that its business is up 20% 


this year. 


e 

The National Broadcasting Co. 
has set up a new unit, NBC Inter- 
national Operations, to coordinate 
its growing activities overseas. Al- 
fred R. Stern, who joined NBC in 
1952, was appointed director of the 
new division. 

The new unit “will make teams 
of NBC programming, sales and 
technical personnel available to as- 
sist foreign management of both 
commercial and non-commercial 
stations.” 

NBC has been quietly expand- 
ing its operations overseas. It has 
been selling films to foreign sta- 
tions. It has signed affiliation con- 
tracts with numerous tv stations 
abroad. And it has acquired one- 
fifth interest in a British company 
that is competing for the commer-| 
cial television outlet in Wa'es. 

° 

Vision Inc., well on its way to 


becoming a power in Latin Amer- 
ican publishing (AA, Sept. 10), al 
purchased Semana, Colombian | 
newsweekly. Semana, founded ond 
years ago by former Colombian 
president Alberto Lleras Camargo, | 
will be completely revamped. Vi- 
sion, publisher of Vision and Visao, 
both bi-weeklies, will continue to 
publish the book in Bogota as “a 
weekly news pictorial for Colombia 
and neighboring countries.” 

Television will begin in Finland 

this fall, with the Finnish Radio Co. 


providing six program hours a 
week. Development wiil be fi- 
nanced by a licensee fee levied on 
receivers. Proposals te allow ad- 
vertising have been rejected but 
there is a possibility of reconsider- 
ation of this question. 
e 

In Mexico, Kenyon & Eckhardt 
has picked up its fourth account— 
the Yardley men’s line and Yardley 
soaps-——and Young & Rubicam has 
landed the Rivetex business. Rive- 
tex is Mexico’s largest manufac- 
turer of men’s woolen suitings. 

Official Films Inc., New York 
film packager, has formed a Euro- 
pean sales and servicing organiza- 
tion to sell its television films to 


“You get better local or nationcl 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
whe do the clipping.” 


Est. 1888 
PRESS CLIPPING 
BUREAU 


165 Church Street, New York 7, N. Y 


European stations. The company 
describes the European market, 
where there are currently 7,317,600 
sets, as “relatively unscratched.” 


Newsweek has increased the cir- 
culation guarantee of its European 
edition from 40,000 to 45,000, effec- 
tive with the July 1, 1957, issue. 
The b&w one-time page rate goes 


from $400 to $470. 
Quinn-Lowe Inc., New York in- 
ternational agency, has moved to 
new quarters at 130 E. 38th St. 


JWT Adds Crompton-Richmond, 
Roddis; Names Bennett 

Roddis Plywood Corp., Marsh- 
field, Wis., maker of veneered 
doors, plywood, panelling and 
other products, has appointed the 
Chicago office of J. Walter Thomp- 
son Co. to handle its advertising, 


effective Jan. 1, 1957. Klau-Van 
Pietersom-Dunlap, Milwaukee, 
currently handles the account. 
Crompton-Richmond Co., producer 
of corduroys, velvets and velve- 
teens, has appointed JWT’s New 
York office to handle its advertis- 
ing. Irving Serwer Advertising for- 
merly handled Crompton-Rich- 
mond. 

Carol Bennett has joined JWT’s 
Chicago office as group head for 
women’s interests in the public re- 
lations department. Miss Bennett 
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formerly was with Ellington & Co., 
New York, and has done free- 
lance publicity work. 


O’Ryan & Batchelder Adds 
Milwaukee Office, Its 12th 

O’Ryan & Batchelder, Memphis, 
has added an office in Milwaukee, 
the company’s 12th office. B. S. 
Cannon, senior vp, is operating 
manager of the Milwaukee office, 
which will retain its local identity 
as Transport Ads of Milwaukee 
Inc. 


DOES HE SIT AND WAIT...OR STAND | 


His job, as your salesman, is to call on the trade. 
What’s more, he has to make enough effective calls per 
day to pay his way. That is the neat blueprint at Sales 


Headquarters. 


Yet, what happens in actual practice today in the 
lumber and building material dealer field? Your salesman 
goes through his paces — but does he get where he wants 
to go? Seldom! Because the man he has to see and sell 
hasn’t the time to give him for a thorough-going selling 
job. Often your salesman can’t even see him. In this 
painful routine he gets in fewer calls, less adequate calls. 

Let’s be fair: It’s not the salesman’s fault. It’s not 
the fault of the dealer. It’s not your fault. It’s simply a 
Situation that exists and which you must face: Selling 
tne lumber and building material dealer today isn’t what 
fused to be—when he had one-third as many salesmen 
Sailing on him; a smaller, less complicated business to 
Manage; and fewer outside activities. 


| 
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AND SELL? 
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‘Travel Today’ to Bow | Robert C. Brilmayer vp in charge ;three major networks—KSL-TV 
Travel Today, a quarterly, be- ‘of motion picture and television Rival Salt Lake (CBS), KTVT (NBC), KUTV 
gins publication this December, ac- | operations. TV Outlets Join | (ABC)—will run a series of two- 


cording to Murie] Richter, editor 
and publisher. The magazine’s of- | Julian Cassidy Forms Company 
fice is at 250 W. 57th St., New Julian Cassidy, formerly Los 
York. Initial guarantee will be| Angeles division manager of Blum 
75,000; b&w pages will cost $750.|Direct Advertising Agency, has 
Per copy price will be 35¢. 
Distributing Co., at 1620 Venice 
Endorsements Names Two VPs | Blvd., Los Angeles. Miss Cassidy 
Endorsements Inc., New York, will specialize in sampling, distri- 
has elected account group head buting advertising material, sales 
Chris F. Anderson exec vp and promotion and merchandising. 


‘color ads in sales, advertising and 


in Ad Campaign "management publications. 


The unusual combined promo- 
Lake City, Oct. 9—The tion is being handled by David W. 


three rival tv stations in this city | Evans & Associates. 

formed her own company, Cassidy | have joined together to promote | 

the Salt Lake-Ogden-Provo mar- » According to the agency, al- 
ket as “one of the first 40 markets” 
in population, and in retail sales 
in several categories as well. 


though the campaign is aimed at 
selling television time, “the great- 
est emphasis is being placed on the 
The stations, representing the| importance of the market. 


So what? Just this: You have to see the dealer when 
he can see you-in the pages of the magazine he lives by. 
Manufacturers with the best sales records have already 
discovered this—are depending on dealer advertising to 
do double duty — not only to inform, educate and impress 
but to do an actual selling job to make up for omissions 
or deficiencies on the selling front. 

This advertising to the dealer should talk merchan- 
dise; talk profits; talk plain. It should tell the dealer in 
detail what he should know about your product — what 
the salesman would tell him if he had a better chance. 

The vehicle for doing that job in the lumber and ma- 
terial dealer field is BUILDING SUPPLY NEWS-long 
recognized by dealers and manufacturers alike as the 
top magazine in its field. Reaching more dealer estab- 
lishments, serving them best, BSN is picked by more 
advertisers and carries more total advertising than any 
other magazine reaching dealers. And at lowest cost! 


Sons * 


BUILDING MAT 


© Industrial Publications Inc., Chicago 3. 


What your advertising to 
the dealer should accomplish: 


It must do more than back up your 
salesmen. It should be a sales force in 
itself. It can be if you use it adequately. 

Its big job is to help keep present 
customers and develop them. That is 
far more important than getting 
new dealers. 

Its consistent, dynamic use gives 
your product prestige it can’t get any 
other way. 

It enables your product-story and 
its benefits to penetrate to the very point 
of sale—since dealer advertising is 
read not only by the man who buys in 
the dealer organization but by the men 
who sell to builders and home owners. 

It is an insurance policy, in all 
territories, against the bogging 
down of salesmen. 


BUILDING SUPPLY NEWS 


Published at Building Industry Headquarters: 
Home of Practical Builder and other 
leading building industry magazines. ~ 


39 


“It is often that advertising al- 
lotments are made for the entire 
western area, and the tri-city 
market is overlooked in favor of 
the far western areas,” the agency 
reported. 

The three stations transmit from 
a mountain which is almost equi- 
distant from all three cities; they 
cover a 28-county area containing 
about 750,000 people. Most of these 
people, the stations say, can re- 
ceive no other television signal, 
since the nearest major market is 
525 miles away. 


Bell & Gossett Appoints 
H. R. Henke, George Miller 
Bell & Gossett Co., Morton 
Grove, Ill., has appointed H. R. 
Henke, formerly advertising man- 
ager, to the new post of marketing 
manager. Succeeding Mr. Henke as 
aa manager will be George U. Mil- 
ler, currently advertising manager 
of Marlow Pumps, Midland Park, 
N. J., a division of Bell & Gossett. 
The company makes hot water 
heating systems, pumps and air 
compressors, and recently added 
an electronics division. 


YOU'LL PUFF 
WITH PRIDE... 
whenever you realize how 
wise you are to entrust your 
Photoengraving jobs to 
Laurence. For here are skill 
and conscientiousness that 
mean double dependability, 
of the kind that frees your 
mind of all worry. | 


| 


rence 


BORATED - CHICAGO 
FOR 20 YEARS 
far CLARK STREET 


Are you receiving your free copies of 
“Laurence’s Guide for Photoengraving 
Buyers”? If not, write or phone today. 
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EXECUTIVES WORTH KNOWING... 


302,202 corporate officials or titled executives 
176,089 currently appointed or elected civic leaders 


and community leaders take an active part in pur- 
Supplies or services for their businesses and 
fer, church, 


hospital-and institutional use, 


Van Munching Drive for 
Otard Cognac Starts Oct. 15 
Van Munching Importers 


clude Gourmet, Newsweek, Sports 
Illustrated and The New Yorker. 
Newspapers to be used are Chicago 
Sun-Times, Chicago Tribune, New 
York Herald Tribune, New York 
Post and New York World Tele- 
gram & Sun. 

Advertising will feature a new 
packaging of Otard in half pints 


is | 
launching a new ad campaign for | 
Otard cognac starting Oct. 15 in| . 
five newspapers in New York and | ¥©@S; primarily because cognac 
Chicago and four national maga- | 
zines. The campaign will run) 
through January. Magazines in- | 


in a new coffer presentation. Fall | 
advertising will feature the co-| 
gnac to sports-minded weekenders. | 
This will be followed by holiday | 


advertising copy. John D. Rich, 
sales and promotion manager of 
Van Munching Importers, says that 
cognac sales have increased more 
than 300% during the past four! 


producers have been doing more 
promotion in this country. Peck 
Advertising Agency handles the 
account. 


Johnson Co. Changes Name 

Charles P. Johnson Co., San 
Francisco, has appointed Daniel H. 
Lewis a full partner and has'' 
changed its name to Johnson & 
Lewis Advertising. The agency will 
retain offices at 625 Market St. 
Mr. Lewis joined the agency in 
November, 1955, after association 
with several San Francisco agen- 
cies since 1946. 


Pulse. 
station, daytime or nighttime. (SAMS) 


nighttime, than any competitive station. 


THE BEELINE’S 50,000 WATT 


SACRAMENTO station 


KFBK has more top rated daytime shows ...9 out 
of the 10 most popular daytime programs in the 
Sacramento area are KFBK shows, reports latest 


KFBK has greater coverage than any competitive 


KFBK has a greater FCC contour, daytime and 


ST 
F INLAND CALIFORNIA 


Beeline stations, purchased as a unit, 

give you more listeners in Inland Cali- 

fornia and Western Nevada than any 

competitive combination of local sta- 

and at the lowest cost per 
(SAMS & SR&D) 


thousand. 


Broodcosting Compory 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative 


| 

| 

Yet Res that rare ond towne 

meant to be ware of 


/Twist—With “apologies” Glenmore 
Distilleries Co. is “adapting” fa- 
mous slogans in a test campaign 
running in the Chicago Tribune. 
Other slogans slated for the switch- 
treatment are “Ask the man 
who...” and “I’d walk a mile 
for...” D’Arcy Advertising Co. is 
the agency. 


Martin Named to 
Head Expanded PR 


Program for NARTB 


WasHincTon, Oct. 9—Donald N. 
Martin, who has been public re- 
lations director for the British 
Travel Assn., has been picked to 
head up an expanded public rela- 
tions program for the National 
Assn. of Radio & Television Broad- 
casters. 

The decision to bring a top pub- 
lic relations executive into the as- 
sociation was made by the board 
several months ago. Mr. Martin is 
to be assistant to the president, in 
charge of public relations, a newly 
created post. 


s At the British Travel Assn. 
Mr. Martin has been responsible 
for conducting the “Come to 
Britain” campaign. 

Previous to joining the British 
Travel Assn. in 1950, he had been 
with Robinson Associates, public 
relations counselor, and Cecil & 
Presbrey. 


Flare Advertising, New S.F. 
Agency, Completes Personnel 
Flare Advertising Agency, which 
opened in San Francisco in Au- 
gust, has completed organization of 
its executive personnel. Hal Olson, 
chairman of the board of directors, 
announced that the staff will in- 
clude Ronald Leon, formerly with 
Western Industry and Western 
Construction, as assistant public 
relations director; Walter F. Hauck, 
formerly with Helen A. Kennedy 
Advertising, Oakland, as junior 
account executive; Pete Ferry, for- 
mer program director for KWRC, 
as public relations and personnel 
director; James Porter, formerly 
with Todd & Associates, as media 
director; Jeanne Lamar, formerly 
with the White House, as copy di- 
rector, and Ida MacDonald as sec- 
retary-treasurer. 

Elinor Hurtig will be vp; Jeff 
Wilks, art director; Susan Fitz- 
simmons, assistant art director, and 
James Mallas, junior account exec- 
utive. 


| 
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NEWS STORY 


in 2 Minutes 


PHILADELPHIA DAILY 
PHILADELPHIA DAILY 


| 

NEWS “born” December 22, 

1955. New Management. New 

faces. New face. New Presses. > 4 

EDITORIALLY STRONGER. 


New concept. Modern! Com- 
pact. Concise. Drawing more 
readers. More buyers. 


CIRCULATION has risen. Con- : 
tinues to rise’) Means more 
\ coverage to the advertiser. ~ 
x az 


i “HOME DELIVERY.” Before- 
breakfast edition . . . currently 


giving a rising bonus at no extra 
cost to Daily News advertisers. 
* 
CHARACTER OF READER- 
SHIP changed. People interested 1 
in their homes. Buying for 


their homes. Their families. 


TAILERS in the Daily News in | PHILADELPHIA. (First eight months 1956) Here, in the birthplace of 


TAILERS in the Daily News in 
1956. Others using more linage. 
Among them, some of Philadel- | American revolution, a new kind of revolt is in blazing progress. It is a 


phia’s finest shops. 


RETAILERS ARE'SEEING the | TeVOlt of retailers against the oppression of rising costs in advertising. 


“bright difference.” Being 
“bright” by buying the new The embattled merchants, who vitally need reflects retailers’ thinking.-Retailers know 


News. rae newspaper advertising in order to operate that an ad can’t sell unless it’s seen . . . and 


THE WAY PHILADELPHIA profitably, are turning against “the old way”. they know their ads can get tragically buried 
RETAILERS are spending their | As the battle chart below plainly shows, re- in the “linotype graveyard” of overcrowded 


dvertisi dollars clearl 
po sic The swing is to rd tailers are overthrowing Yesterday’s accepted newspapers. They know that profits shrink in 


Ww 


| Daily News.” ss way of making sales. They have discovered the face of rate rises and irritating “extra 

' FOR PHIL ADELPHIA RE. | /0day’s new medium, a sales-making medium service” charges. They know that ads must 

TAILERS a new newspaper was | that makes sales at a profit. “pay”, not cost. 

{ =, = Pan Ry — Study the chart. It is a graphic “score-card” That is why they are in revolt. Look at the 
oe ee on the progress of the revolution. It clearly record: 


~** 
RETAILERS RE-EVALUAT- 
ING their newspaper advertis- 


RETAILERS KNOW advertis- FIRST EIGHT MONTHS 


ing should not be an expense— 


but a source of revenue. 
® 


SO FAR IN 1956—Philadelphia 
di retailers have increased their 
Hl linage in the Daily News. De- 
i creased it in the Bulletin and 
i in the Inquirer. 
* 


® 

DAILY NEWS RETAILERS | 
reach a large slice of Phila- 
delphia market—with low-cost, RJ] 


THE DAILY NEWS NO “AD- 
BURIED” newspaper. Retailers 
| know you can’t bury an ad in 
the Daily News. 


SAME SPACE in the tabloid- 
size News makes a bigger 
splash! For a full page is only 
1,000 lines — not 2,400 — not 


2,480 lines. 
DAILY NEWS FIRST tabloid- 


size newspaper in U. S. to offer mI SOURCE: MEDIA RECORDS 
: R.0.P. color! Bringing another FIRST 8 MONTHS 1955- 56 ee 
important factor of advertising 


effectiveness within reach of re- 
tailer’s budget. 


JUNE, JULY, "AUGUST, 1956, After all, as one Philadelphia newspaper so often states: 


| retailers increased their linage “Advertising linage is the final measure of a $ 
| in the Daily News by 113,573. age newspaper's sales power” 
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Here, the excitement of the busy 


Paper snowflakes cover the floor...traders’ calls collide in mid-air... 


“Post 9!”...~ Post 11!”...messengers scurry across the crowded Exchange... 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN 


see 
2 


BUSINESS 


McecGRAW-HILL 


Moments on “the floor” and moments in Business Week are identical. The ex- 
citement of one is the excitement of the other. Businessmen faithfully follow its 
pages, not just for a responsible record of business events, but for the very tempera- 
ture of the busy week of work .. . the excitement of business-right-now . . . the trend 
of busy weeks to come .. . a transfusion of life-blood for a mind yet-to-be-made- 
up, for a decision yet-to-be-decided. This is Business Week’s very special place with 
the management man — an urgency, a fullness, a function found nowhere else. 
Please do not consider it for your advertising just because it carries the most ad- 
vertising in its field. It does. Do not recommend it because it is the most economical. 
It is. Do not buy it because it has the most concentrated management audience. It 
has. Use it generously, profit proportionately, because as a seller you know... 


sales come easier where excitement comes naturally. 
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Look behind 
the man you're 
transferring! 


A North American Van Lines 
‘“‘Wife-Approved”’ move pleases 
his whole family ... puts him 

on the new job worry-free 
and ready to work! 


) Why let moving problems bog down transferred 
\ 

employees? North American Van Lines’ complete 

service —including specially trained packers and 

handlers, modern padded vans, on-time pickups 

| and deliveries—assures your personnel of the 

| happiest move possible! To get all the facts, call 

Al your North American Van Lines agent today! 

yp He’s listed under ‘‘Movers”’ in your phone book. 


COPYRIGHT 1956, NAW EL 


Save time, trouble and money on Exhibit 
Disploy moving. Ask your agent about NAVL 
Specialized Exhibit Display Moving Service, 
or write us, in care of Dept. AA-106. 


wit 
APPROVE 


Pillsbury Previews Icebox 
Cookies in Three Flavors 


Pillsbury Mills previewed for 
the Newspaper Food Editors Con- 
ference held Sept. 23-28 in New| 
York an addition to its family of | 


jeties of Butterscotch Nut, Coconut 
jand Crunchy Peanut are designed | 
ito store well in the refrigerator. 
|The cookies have been mixed 
lshaped and chilled in advance, | 
leaving a ten-minute “slice and) 
bake” operation for the home| 
kitchen. 


|cookies later this year. 
| 


Fairchild Boosts Williams 
Milton L. Williams, news editor 
of Retailing Daily since 1947, has 
been appointed circulation direc- 
tor of the seven Fairchild publi- 
cations, effective Nov. 1. He suc- 
'eeeds Henry Zwirner, 
been named midwestern sales di- 
rector of Fairchild Publications. 


fresh-dough foods—icebox cookies | 
in three flavors. The three vari-| 


Pillsbury will market the new | 


who has! 


80% of lowa’s homemakers — urban and 
farm — have switched to cake mixes 


The 1956 lowa Brand Inventory (now 
available) shows that the farm wife in 
towa has the same preference for pack- 
aged cake mixes as her urban sister. 
80.6% of lowa’s farm consumers are 
cake mix users compared to 81.2°, of 
lowa’s city-town dwellers. This signifi- 
cant similarity is evident in most of the 
171 products reported on in the 1956 
lowa Brand Inventory. It points the way 
to a profitable two-markets-in-one 
potential for national advertisers. Cake 
mixes are one example. The three top 
brands in lowa are sold to a// lowa by 
consistent advertising in the newspaper 
that covers all Iowa, the Des Moines 
Sunday Register. 


As to which of the young moderns above 
makes her home on an farm—it's 
hard to tell these days. Urban and rural- 
ites live, and buy, remarkably alike. 
Together they spend $3%% billion a year 
in retail stores—-$591 million on food 
alone. And happily, both are equally 


eager readers of the Des Moines Sunday | 


Register—the newspaper that covers all 
lowa better than most metropolitan 
newspapers cover their city of 
publication. 

Your free copy —1956 lowa Brand 
inventory — is available on request. It 
shows percent of use by product and 
brand of items from deodorant to de- 
tergent, toothpaste to TV sets from 1950 


to 1956—broken down by city-town and 
rural. Write on your company letterhead 
to Research Department, Des Moines 
Register and Tribune, Des Moines 4, 
lowa. 


DES MOINES 
REGISTER ann TRIBUNE 


Gardner Cowles, President 
Circulation: Daily 364,744—Sunday 525,147 
Represented by: Scolaro, Meeker and Scott 

New York, Chicago, 
Detroit, Philadelphia 
Doyle and Hawley ; 
Los Angeles, San Francisco 
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Average Company 
Puts $3,000 Into 
Gifts, Study Finds 


New York, Oct. 9—The average 
company invests approximately 
$3,000 a year to commemorate 
Christmas and other occasions dur- 
|ing the year—and to cement pub- 
lic relations and improve industrial 
relations. 

Approximately 20% of all dol- 
lar expenditures for gift purposes 
|are in the price bracket of $15 or 
| over. 

These facts were revealed in a 
| survey conducted by the Research 
|Co. of America on the gift prac- 
tices of a representative cross-sec- 
tion of industry. 

To determine the market poten- 
tial, and the gift policies and prac- 
tices of typical business organiza- 
tions, Research Co. of America 
made a special survey. A ques- 
tionnaire was mailed to 5,300 man- 
ufacturers, advertising agencies, 
radio and tv stations and repre- 
sentatives, and newspaper and 
magazine publishers. 


8 A total of 24% of these com- 
panies responded, and 1,263 re- 
‘turns were tabulated and ana- 
| lyzed. 

Here are the questions and re- 
| sponses: 

1. Does yeur company present gifts to 
customers, prospects and employes’ 


At Christmas time? 
Alse at ether periods 
during the year’ 25% 
%. Te whom did you give a gift? 
Customers 
Prospects 2% 
Empleyes 
Others 19% 
3. What type of gift did you give? 
Cash 29% 
Merchandise 96% 
4. What price did you pay for gifts? 
Under $5 52% 
$5 to $15 60% 
Over $15 


56. Number of gifts given at each price 
| level. 


| Under $5 average 404 units 

| $5 te $15 average 118 units 

Over $15 average 53 units 

6. Type of gifts purchased last year’ 

For office use .. 2% 

For personal use 63% 

For home use .... 45% 

7. Was same to all people’ 

Yes 45% 

No 55% 

8. De you favor a change in last year’s 
gitt? 

Yes 68% 

Ne 32% 


%. During what months were gifts se- 
lected? 


Prier to May 3% 
May—June 2% 
July—August 8% 
Sept.—Oct. 23% 
November 17% 
Nov.—Dec 41% 
December 14% 
All months, varies or 

miscellaneous 


10. On what occasions do you make it 
@ practice te distribute gifts? 


Christmas only 
Christmas and birthdays 1% 
Christmas and anniversaries 6% 
Christmas and special pro- 

motions 3% 
Christmas and ‘special: 

occasions ....... 


il. What is the title of person making 
gift decision? 


President . 
Vice-President 11% 
General Sales Manager i> eS 
General Manager .... 23% 
District or Branch Manager ™% 
Personne! Manager 1% 
Sales Manager ; 1% 
Others . 35% 


JWT Has Pond's Products 

In reporting the acquisition by 
McCann-Erickson (Canada), To- 
ronto, of Christie-Brown & Co. and 
Vaseline products of Chesebrough- 
Pond’s, last week, AA erred in re- 
porting that the Pond’s products 
were involved. Pond’s billing con- 
tinues to be handled by J. Walter 
Thompson Co. 


Karagheusian Promotes Arleo 

Paul Arleo, formerly assistant 
advertising manager, has been 
named advertising manager of A. 
M. & M. Karagheusian Inc., New 


| York, carpet manufacturer. 
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Sore North American Van Lines, Inc. World Headquarters: Fort Wayne 1, Ind. 
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Supermarket News publishes more than 


14,000 NEWS 
AND IDEA STORIES 


in the first 39 weeks of 1956 


The only national weekly publication serving the supermarket 
and retail grocery field, Supermarket News brings its readers 
a complete and objective report of industry developments every 
week of the year. 


No other publication offers the dynamic, competitive, ever- 
changing supermarket industry a comparable service. Full-time 
reporters in $1 news bureaus and over 400 correspondents work- 
ing under the day-to-day direction of New York editorial head- 
quarters turn out a weekly newspaper that answers a basic 
industry need for news and ideas. | 


This unequalled news and idea service has made Supermarket 
News the industry’s leading paid publication.* More owners, 
corporate executives, general managers, sales and advertising 
managers, buyers, district managers, supervisors and other 
headquarters officials and offices of supermarkets and other 
food stores operated by chain and independent food retailers 
are paid subscribers to Supermarket News than they are to any 
other industry publication. Supermarket News also delivers 
more paid subscribers among voluntary and cooperative group 
headquarters, wholesalers and distributors than any other in- 


dustry publication. 


SUPERMARKET NEWS: york s, New York 


This unmatched decision-making executive readership has made 
Supermarket News the number one choice of advertisers, too. 
Advertisers placed more advertising linage in Supermarket 
News in the first nine months of 1956 than they did in any other 


industry publication. 


Selling supermarkets is a weekly business . . . and Supermarket 
News is the most powerful selling force in the supermarket and 
retail grocery field. That’s why Supermarket News added over 
150 news advertisers in the first 9 months of 1956. . 


In planning your 1957 trade advertising, put Supermarket News 
in the leadership spot . . . the position it holds in the industry. 


Average total paid circulation §2,299—A.B.C. Publisher's Statement 6|30|56 
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THE FAMILY MAGAZINE OF HE AMERICA 


couldn't do... 


even “The Pork Capital the World” 


La Mars, Iowa, calls itself “the pork capital 
of the world”. i 


Yet, FARM JOURNAL, read by more hog 
raisers than any other farm magazine in the 
world, watched its countryside cousin—TOWN 
JOURNAL—step into that town and do a job 
that no farm magazine, not even FARM 
JOURNAL, could possibly do. 


Why ? Because TOWN JOURNAL is to the 
people of farm-trade center communities what 
FARM JOURNAL is to the people who live on 
farms surrounding the towns. 


But let Mr. E. W. Rogers, Secretary of the 
Chamber of Commerce of La Mars, tell 
exactly what happened: 


“More than a year ago I received a copy of TOWN 
JOURNAL and was most interested in your “‘Rate-Your- 
Town” article, and the results this questionnaire brought 
to a town of our size in another state. 


“With some variations, we published the question- 
naire in the local paper and made 1500 additional ballots 
which were distributed to service clubs, American Le- 
gion, V.F.W., businessmen and citizens. We dared to 
rate our town! 


“What did this accomplish? First, it showed us that 
we could not be dependent upon a 100% agricultural 
trade+—a balance with industry was necessary. We needed 
jobs with payrolls if we were to grow and prosper. It 
showed us our strong points and where we were weak. 
It woke up our community and we looked into the 
mirror to see ourselves as a stranger looks at us. Many 
things we saw we did not like. 


**A year has passed since we dared to rate our town. 
No, we are not the perfect city, and all our short- 


comings are not cured. But this we have done... and 
we're still going! 


e “We have a $100,000 Development Corporation to 
finance industry. 


@ An abrasive plant is under construction. 


@ A $310,000 school bond issue carried by a 3-to-! 
margin. 


@ Programs for youth are receiving good support. 
@ We have a new modern cafe. 


@ Our banks, working closely with the Development Cor- 
poration, provide funds for. sound business ventures. 


@ Our chamber membership has doubled. 


“Rating our town did not do all of this. But it defi- 
nitely did plot a course in the right direction. For the 
first time, we analyzed ourselves, our town and our 
thinking. 


“To use an old Army expression, we ‘look alive’... 
thanks to TOWN JOURNAL.” 


Since the original article, “‘Do You Dare To Rate 
Your Town?” appeared in TOWN JOURNAL in February, 
1954, we have had requests from 1,070 individuals and 
organizations for a total of 64,395 copies of the town 
rating questionnaire. In addition, we have had 133 re- 
quests for permission to reprint the questionnaire in 
local newspapers. Hundreds of other newspapers re- 
printed the questionnaire on our invitation, after re- 
ceiving reprints from us. We sent reprints to 11,000 
weekly newspapers, 2,200 Chambers of Commerce, 
and 550 daily newspapers. 


Do people read TOWN JOURNAL? 


Not only do they read TOWN JouRNAL, but after 
reading it, people take action to get things done! 


TOWN JOURNAL 


The family magazine of Home-Town America, bought 
and read by more than 2,000,000 families each month. 


Published by Farm Journal, Inc., 
Philadelphia 5, Pennsylvania 
Richard J. Babcock, President 


Graham Patterson, Publisher 
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‘C'est a Dire’... 


French Monthly 
Similar to ‘Time’ 
Will Bow Oct. 30 


By Mostyn Mowbray 

Paris, Oct. 10—C’est a Dire, a 
new French monthly closely pat- 
terned after Time, will make its 
debut on Oct. 30. 
The publisher launching the new 
venture, Jean Ferre, showed AA’s 
Paris correspondent a dummy of 
the first number. It resembles a 
French-language version of Time 
in all respects except for the cover, 
which is more reminiscent of 
Newsweek. 
C’est a Dire, stressed Mr. Ferre, 
is not just another publishing ven- 
ture like so many others that have 
atempted to imitate American 
methods. The magazine is designed 
to fill a real gap in French journal- 
ism, presenting a comprehensive 
and unbiased window on the world 
scene. According to Mr. Ferre, 
there are no political strings at- 
tached to the financing, editing or 
publishing of C’est a Dire. 
“It will be a Europeanized ver- 
sion of Time,” he explained, “pro- 
viding, among other things, a 
counterbalance to the Francophobe 
tendency Time has always shown.” 


s He went on to give details of the 
setup. A fulltime editorial staff of 
22 will be based in Paris, and they 
will receive material from a world- 
wide network of correspondents. 
In addition, top-ranking names in 
journalism and the arts have been 
engaged as regular outside con- 
tributors. 

For the first issue 75,000 copies 
will be printed; the immediate cir- 
culation target is 200,00. “Later,” 
said Mr. Ferre, “we plan to put out 
an English-language edition.” 

Some 50,000,000 francs (about 
$145,000) have been spent on the 
project up to now. Each issue will 
cost around $30,000 to produce and 
will sell at 250 francs (71¢) a copy. 
Advertising rates range from $850 
for an inside b&w page to $2,000 
and up for color pages and covers. 
Most of the scheduled 20 pages of 
advertising in the first number are 
already sold. 


= On the morning of Oct. 30, 80,- 
000 Frenchmen will get a personal- 
ized direct mail letter telling them 
C’est a Dire is on the newsstands. 
On the same day, display ads will 
splash the news in all France’s na- 
tional dailies, and a poster cam- 
paign will back up the promotion 
program. Subscriptions will be 
solicited in French-speaking terri- 
tories throughout the world. 

Questioned on its reactions to the 
project, Time’s Paris bureau ex- 
pressed “keen interest.” Said a se- 
nior executive cautiously: “We 
shall watch the new magazine's 
progress closely.” Present circula- 
tion of Time in France alone runs 
to nearly 7,000 copies weekly. 


McCann Adds Canadian Office 

McCann-Erickson will open an 
office in Vancouver—its third of- 
fice in Canada—on Oct. 15. 


NEW YORK 
REPRESENTATION 
FOR YOUR 
AGENCY 


Agency Representatives, Inc. 


285 Madison Avenue 
New York 17, New York 
MUrray Hill 5-3141 


SPECIALISTS IN RADIO & TV ®@ 


SLA Publishes ‘Handbook 
of Information Services’ 

The Special Libraries Assn. has 
published the fifth edition of its 
“Handbook of Commercial, Fi- 
nancial and Information Services.” 
Compiled by Walter Hausdorfer, 
librarian, Temple University, Phil- 
adelphia, the guide lists 776 or- 
ganizations which supply special- 
ized information on a contract or 
demand basis. Each entry includes 
address, periodical and book pub- 


ices offered, and, when furnished, 
price and charges. 

Copies of the 240-page handbook 
may be obtained from the Special 
Libraries Assn., 31 E. 10th St., 
New York, at $5 each. 


White Joins Ralph Heineman 
A. E. White has resigned as pres- 
ident of Palen Co., Chicago adver- 
tising counsel and graphic arts 
company, to join Ralph Heineman 


Heineman creative department 
will augment the company’s art- 
by-mail service to 500 retail stores 
outside of Chicago, and will offer 
advertising counseling, copy and 
layout service in addition to fin- 
ished art, engraving and mats. 


‘Oregon Journal’ Offers 
R.O.P. Color Discounts 

The Oregon Journal, Portland, is 
offering frequency discounts on 


Inc., Chicago, as head of a new fourscolor r.o.p. advertising. The 
lications, scope and types of serv- | creative department. The new follqwing schedule of discounts is 


Advertising Age, October 15, 1956 


available to advertisers: For 10 
pages in one year, 742%; 20 pages 
in 1 year, 10%; 40 pages in one 
year, 15%. 


Blue Aqua Velva Drive Set 

J. J. Williams Co. will introduce 
its new shaving lotion, Ice Blue 
Aqua Velva, with an intensive 
four-color campaign in Life, Look 
and The Saturday Evening Post 
beginning early in November. J. 
Walter Thompson Co., New York, 
is the agency. 
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John Hyman Joins Meyers 

John A. Hyman, formerly vp of 
Readex Microprint Corp., has 
joined Perry Meyers Inc., New 
York, consumer analysis organiza 
tion, as vp in charge of creative 
marketing. 


Mrs. West Joins Compton 

Mrs. Jackie Agnew West, for- 
merly group supervisor of Ogilvy, 
Benson & Mather, has joined 
Compton Advertising, New York, 
as copy group head. 


Most Family Money 
Decisions Are Joint, 
Detroit Study Shows 


Ann Arsor, Oct. 9—The man of 
the family may get the say about 
what kind of car will be bought, 
but for most other financial deci- 
sions the woman either shares in 
the choice or has the big say. 

This is the conclusion resulting 
from data collected among metro- 


politan Detroit families by the 
University of Michigan. 

The study, made among 749 
housewives, indicated that rarely 
did one member of the family 
dominate most of the family’s big 
buying decisions. 

Even the food budget, usually 
considered the woman’s domain, 
got some help from father. At 
least one-third of the women re- 
ported that the amount spent on 
food was determined jointly with 
the husband, while 13% said the 


man controlled the purse strings |- 


completely. Only 54% said that 
this was the wife’s decision more 
than the husband’s. 


® Housewives said the predomin- 
ant influence in other major eco- 
nomic areas covered by the study 
were as follows: 

His Hers Theirs 


Car Purchase 10% 25% 5% 
Life Insurance 43 42 15 
Residence Choice 18 24 58 
Vacation Plans 18 12 70 


... AND HOME COMES FIRST 


WITH MORE THAN 


8 OUT OF 10 OF HOUSEHOLD'S 


2/2 MILLION FAMILIES 


Homeownership explains why HOUSEHOLD families are constantly 


in the market for all products that go into the home. 


These families are ready, willing and able to absorb huge quantities 
of furniture, fabrics, floor-coverings—for every one of the six rooms 


in their homes. 


But family minds have to be stirred before readers become buyers 
—and that's where HOUSEHOLD editors excel. They flood the 
readers of HOUSEHOLD with practical ideas for furnishing their homes 
— ideas conceived in good taste and dipped in breath-taking colors; 


ideas that stimulate the urge to emulate and buy! 


Here again is the profit combination—home families plus home service 
editorial—with which HOUSEHOLD HITS HOME for an increasing 


number of advertisers. 


Household 


FOR 2% MILLION FAMILIES WHO MAKE THE MOST OF HOR 


Topeka, Kansas, 912 Kansas Avenve 
New York }7, 420 Lexington Avenue 
Cleveland 14, 609 Union Commerce Bidg. 


Chicago 1, 333 N Michigan Ave. 
Son Francisco 4, 1207 Russ Bidg. 
los Angeles 5, 633 S. Shatto Place 


) 
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Who made the decision depend- 
ed, in many cases, on how much 
the husband earned. In families 
where the husband was in the $8,- 
000 a year or over bracket, the 
man was twice as likely to make 
the decision tc buy life insurance 
as the man who earned between 
$2,000 and $4,000. 


Norris Rejoins Gatfin 

Mark Norris has rejoined Ben 
Gaffin & Associates, Chicago, opin- 
ion research company, as assistant 
to the president, a new post. Mr. 
Norris, who left Gaffin in 1948, 
most recently has been manager 
of the stock transfer division of 
Continental Illinois National Bank 
& Trust Co. 


Keogh to Buchanan-Thomas 
Frank S. Keogh has been ap- 
pointed food advertising and mer- 
chandising consultant by Buchan- 
an-Thomas Advertising Co., 
Omaha. Mr. Keogh formerly was 
sales and advertising manager of 
Cudahy Bros. Co., Cudahy, Wis. 


wai yements 


Serves Management 


Letters from coast to coast report 
that advertising executives not only 
read AR, but file monthly copies 
for continued use. Here are typical 
articles on printing developments 
and cost-cutting ideas which were 
popular with AR’s 21,000 readers: 
“Catalog Production” 
“Hard Cover Binding” 
“Offset for Magazines” 
“Production Tips for Offset 
Printing” 
“The Growing Importance of Foil 
Printing” 
“The Advertising Agency and The 
Printer” 
“When Screen Process?” 


Sells Management 
On Printing And 
Binding 


Suppliers with new products, or 
new uses for established products, 
find AR the ideal medium to reach 
advertising managers who are alert 
to product opportunities—and have 
the budgets to invest in them. 
Among leading advertisers relying 
on AR’s marketing power are: 
Chicago Offset Printing Company 
J. W. Clement Co. 

The Heinn Company 

Naz-Dar Company 

Standard Printing Company 
The Burkhardt Company 
American Colortype Company 
Poole Brothers Inc. 

K. S. Crocker Company 
General Binding Corporation 
Whether printing and binding rep- 
resent your problems or your 
products, turn to AR for results! 


Pub 


ADVERTISING AGE ond INOUSTRIAS 


How § 
Binding 
= 
CSF 
(ff 
~ 
> 
7) 
(| 
| 
“ Ze 


50 


Fresh Citrus Will 
Get $2,000,000 
Push by Sunkist 


Los ANcEtEs, Oct. 9—Sunkist 
Growers will spend more than $2,- 
000,000 to advertise its winter 
navel orange crop and fresh lemons 
during the 1956-57 season, accord- 
ing to Russell Eller, Sunkist adver- 
tising manager. 

The fresh lemon ad budget ac- 
counts for $1,370,000, to be spent in 
network tv, magazines and Sunday 
supplements over the period No- 
vember, 1956, to October, 1957. 
While Sunkist has been a substan- 
tial user of spot tv and has used 
both network and spot radio in the 
past, this will be the first time net- 
work tv has been used. 

Participation in the NBC-TV 
program “Queen for a Day” begins 
this month on a 52-week basis. Life 
will carry three four-color spreads. 
B&w pages will run in Farm Jour- 
nal and Progressive Farmer. Fam- 
ily Weekly, Parade and This Week 
Magazine will each carry five bkw 
one-fifth page insertions. 


® In general, magazines will be 
used for seasonal appeals. These 
include lemons for pie, lemons 
with fish during Lent, and fresh 
lemons for lemonade during warm 
weather. Tv commercials will tie 
in seasonally and also plug lemon 
with tea, lemon with soda for colds 
and lemons for low salt diets. 

A special test campaign of pro- 
motion of lemons with fish will run 
for 39 weeks in the Seattle-Tacoma 
area, via an average of 10 eight- 
second tv spots a week. 

The Sunkist navel orange budget 
totals $647,000, with approximately 
$350,000 scheduled for media ads 
in U.S. and Canada, as well as in 
Europe and the Orient. The re- 
mainder of the budget will be used 
for promotion through the dealer 
service division. This division has 
45 men whose work includes point 
of sale materials and service and 
coverage of the institutional mar- 
ket of restaurants, hotels and foun- 
tains. 


@ Navel orange ads will run No- 
vember through May. On the 
schedule are three four-color back 
covers of The Saturday Evening 
Post and three four-color pages in 
Reader’s Digest. Parents’ Magazine 
will carry three full-page b&w ads. 

Mr. Eller said Sunkist will con- 
tinue use of the bio-flavonoids 
theme for navel oranges. He said 
“the bio-flavonoids have been the 
most important nutritional discov- 
ery in citrus fruits in recent years. 
Our advertising of these health 
values has been extremely well re- 
ceived by the public and the pro- 
fessional press. We will continue 
to forcefully tell people of their 
needs for citrus fruits in the daily 
diet.” 


# Sunkist will offer tableware as 
a premium for the first time since 
1917. The offer of tableware as a 
premium was discontinued at that 
time as it became increasingly dif- 
ficult to get silver because of 
World War I. While there is no 
record of how many pieces of sil- 
ver were distributed by Sunkist in 


masonry building 
singularly different... 


Masonry Building's over 20,00¢ 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


those days, according to Interna- 
tional Silver, Sunkist was the larg- 
est purchaser of flat silverware in 
the world during the period 1912- 
1917 (AA, March 8, '48). 

The premium is a five-piece 
starter set of Sunkist Citrus Blos- 
som stainless steel ware for $1.50 
plus the trademarks from 12 Sun- 
kist oranges or six Sunkist lemons 
or six Sunkist grapefruit. The 
lemon ads in Sunday supplements 
will carry the offer, covering all 
citrus varieties. 

It is hoped the offer will stimu- 
late the sale of fresh fruit which 


has not been increasing at the same 
rate as other forms of citrus. Fresh 
fruit still brings the highest rate of 
return to growers, Sunkist points 
out. 


® The advertising appropriations 
for navel oranges and lemons are 
apart from appropriations for the 
summer valencia orange crop and 
advertising of consumer and in- 
dustrial canned and frozen orange, 
lemon and grapefruit products. 
These advertising appropriations 
are set at the beginning of their 
selling season. 


This past season the valencia 
orange budget was $843,000, while 
products advertising totaled close 
to $250,000. Thus, depending on the 
size of crops and budget action 
taken by the Sunkist board of di- 
rectors, total Sunkist advertising 
expenditures for the 1956-57 sea- 
son could be above $3,000,000, Mr. 
Eller said. 

Foote, Cone & Belding, Los An- 
geles, is the agency. 


Silex Forms Industrial Unit 
Silex Co., Hartford, has formed | 
an industrial division under the 
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direction of Ford Sebastian. The 
new division, temporarily located 
at the company’s electric division 
in Chicago, will develop and mar- 
ket automatic coffee brewing 
equipment for the institutional and 
industrial catering trade and a 
new coin-operated “brewed coffee” 
vending machine. 


Neff Joins Larrabee 

John L. Neff, formerly an ac- 
count executive with NBC Radio, 
has joined Larrabee Associates, 
Washington agency, as sales direc- 
tor and account executive. 


Put your small change in Radio 
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Transit Men Set 
Standard for Bus 


Panel Frame Sizes 


St. Louris, Oct. 9—A number 
of transit advertising companies 
meeting here at the American 
Transit Assn. convention have 
agreed to standardize the sizes of 
frames used for advertising panels 
on the outside of buses. 

The agreed sizes are 24%2x12’ on 
larger buses and 21%4x9’ on smaller 
buses. It was agreed that frames 


|in these sizes would be secured to 
the sides of most buses. The group 
pointed out that with these stand- 
ard sizes poster paper can be pro- 


transit, men at the meeting who/vertising Co., St. Louis; E. B. Sor- 


size were Joe Wellman of Trans-|San Francisco, representing West 
duced at one point and shipped portation Advertising Co., De-)|Coast operators; Herbert E. Harp- 
across the country for posting on troit, and president of Mutual | er and Al Hebrank, representing 
Masonite or Duron panels. These | Transportation Advertising Inc.;| Public Service Coordinated Trans- 
'panels are then placed in the|Tom O’Ryan of O’Ryan & Batch- | port, Newark. ; 
|frames for display to the public. | elder, Memphis, and vp of Mu-| G. Donald Murray of Public 
‘tual Transportation Advertising Service Coordinated Transport, 
=A spokesman for the group said |Inc.; Joe Batchelder of O’Ryan and chairman of the NATA vehicle 
‘the new development will offer ad- | & Batchelder, and president of the display committee, called the 
vertisers flexibility and impact op- | National Assn. of Transportation | meeting, following a thorough 
portunities. The advertising mes- Advertising; Joe Ryle, president of | study of the problem to determine 
‘sages can be changed frequently National Transitads Inc., New the most practical sizes for stand- 
| without tying up the buses. ‘York; John Dunn, vp, National | ardization. 


...make a big change in your sales’ 


*You're looking at a lot more coin than you think. 


Adds up to eighty-two dollars, when you take a close look. 


And spot radio today is coining a lot more money than you might think. 
The reason’s simple. More and more advertisers are learning this basic fact: 
for just a small part of your budget, you can reach more people, 


more often, with radio than with any other medium. 


When you want to coin money in the country’s 14 richest markets, call... 


CBS RADIO SPOT SALES 


Representing: WCES, New York — WBBM, Chicago — WCCO, Minneapolis-St. Paul 
KNX, Los Angeles — WCAU, Philadelphia — WEEI, Roston — KMOX, St. Louis - KCBS, San Francisco 
WRT, Charlotte — WRVA, Richmond — WTOP, Washington — KSL, Salt Lake City KOIN. Portland, Ore. 


WMBR, Jacksonville — The Columbia Pacific and Columbia New England Radio Networks 


The ad representatives and|Transitads; Al Joslin of Joslin Ad-}% 


agreed to adopting the standard |ensen of Fielder, Sorensen & Davis, | © 


BARGAIN—General Miils is using 
r.o.p. color pages in Minneapolis, 
Milwaukee and Chicago for this 
25¢ refund offer. The promotion is 
new, though GM has used similar 


campaigns before. Dancer-Fitz- 
gerald-Sample, New York, is the 
agency. 


‘Aviation Week’ Publishes Ist 
Issue of ‘Missile Engineering’ 
Aviation Week, New York, has 
issued the first number of a new 
publication, Missile Engineering, a 
quarterly review of the most sig- 
nificant material on guided mis- 
siles that has appeared in the reg- 
ular weekly issues of Aviation 
Week during each three-month 
period. The second issue will ap- 
pear in December and publication 
will be quarterly thereafter. The 
new off-shoot of the McGraw-Hill 


| weekly will carry no advertising, 


and no subscription drive is 
planned. 

“Aviation Week’s purpose in 
publishing Missile Engineering,” 
Robert W. Martin, publisher, says, 
“is to provide a useful reference 
work for the military-engineering- 
management team. Missile Engi- 
neering is limited to companies 
and individuals directly concerned 
with the missile program at 50¢ 
a copy, $2 a year.” Initial distribu- 
tion was about 10,000. Future dis- 
tribution will be restricted to sub- 
scribers. 


WKAT Joins ABC Radio 
WKAT, Miami Beach, Fla., has 
affiliated wth ABC Radio, replac- 
ing WQAM. WKAT will also 
continue as a Mutual affiliate. 


Leading National Industries 
Mean Leading Local Market 


Appleton Wire Werks .. . World's Largest 


Long recognized as unquestioned lead- 
er in its field, this company is principal 
supplier of wire cloth to the impres- 
sively expanding and staple pulp 
and paper industry. 


With what must be close to the world's 
best paid factery workers, Appleton 
Wire Works contributes substantially 
to the high average family income of 
$6,055 enjoyed by 106,670 people 
comprising the Appleton, Neenah- 
Menasha city zone market. 


Significant of this market's excellence 
is the POST-CRESCENT . . . Wisconsin's 
FIRST paper in editorial lineage, 
SECOND in advertising volume. 


APPLETON POST-CRESCENT 


KEN DAVIS, ManaGen. 
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How do you 
judge a 
Medical Journal? 


‘7 by the eminence of its authors? 
by the practical value of its papers? 
by the quality of its readers? 


Postgraduate Medicine is read by over 30,000 doctors 
for its stimulating; direct approach to the practice of today’s 
medicine. 

The unequaled authority of men like Drs. Crile, Jr., Cattell, 
Cole and Livingston* whose proven, clinically tested material 
appears in the current issues of Postgraduate Medicine, 
is why today’s forward-looking doctors—your busiest doctors— 
voluntarily turn to Postgraduate Medicine for constant 
guidance to better patient management. 

Therefore, when you use Postgraduate Medicine you 
concentrate your advertising on your busiest doctors—your Rx 
volume market. 


*Dr. George Crile, Jr., Cleveland Clinic; Dr. Richard B. Cattell, Lahey Clinic, Boston; Dr. 
Warren H. Cole, Professor of Surgery and Head of the Department, University of Illinois 
College of Medicine, Chicago; and Dr. Samuel The Johns Hopkins 4 
School of Medicine and the Epilepsy Clinic, The Johns F p 


Postgraduate Medicine 


DR. CHARLES W. MAYO 
Editor-in-Chief 


Reaching Your Busiest Doctors 


30,345)... pain AB 


t Publisher's Statement 6 months ending June 30, 1956 as filed with ABC, swhject to audit. 


Ownership of Evans 
Agency to Be Shared 
by Six Associates 


Lake Crry, Oct. 9—As of 
this month, ownership of David 
W. Evans & Associates, Salt Lake 
City-Seattle agency, will be shared 
by six associates. 

David W. Evans, owner and 
founder of the agency, in 1943, 
said that the six new associates 
are G. Robert Ruff, James Hodg- 
son, Clay M. Robinson, Arthur S. 
Anderson and L. Glenn Snarr, all 
of Salt Lake City, and R. L. (Buzz) 
Capener of Seattle. 

The agency operates with a staff 
of 30. A year ago Mr. Evans also 
acquired a half interest in Conner, 
Jackson, Walker & McClure, San 
Francisco, which now operates as 
Evans, McClure & Associates. 


® Bob Ruff, senior associate, has 
been with Evans since 1941, before 
establishment of the present agen- 


cy. 

Jimmy Hodgson, senior associ- 
ate, joined Evans in 1948 after 18 
years as sports editor and writer 
on Salt Lake newspapers. 

Clay Robinson, account execu- 
tive, joined the agency in 1949 
from Utah Farmer, where he was 
editor. 

Art Anderson, director of radio 
and television and account execu- 
tive, joined the agency in 1951 
after postwar experience as a zone 
manager for International Har- 
vester Co. 

L. Glenn Snarr, account execu- 
tive, joined the agency in January, 
1955, to work on the Upper Color- 
ado River Project information 
campaign. Prior to that he had 
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Videodex Network TV Ratings 
Week of Sept. 4-10, 1956 
Copyright by Videodex Inc. 

Rating 
Ronk Program (%) 
1 $64,000 Question (Revlon, 1466 Cities, CBS) 32.1 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, 160 Cities, CBS) .............--s0 31.2 
3 $64,000 Challenge (P. Lorillard, Revion, 113 Cities, CBS) eee 
4 Climax (Chrysler, 148 Cities, CBS) 26.6 
| The Honeymooners (Buick, 152 Cities, CBS) 26.2 
6 Dragnet (Chesterfield, 166 Cities, NBC) 25.9 
7 Lawrence Welk (Dodge, 193 Cities, ABC) 25.5 
8 GE Theater (General Electric, 139 Cities, CBS) 25.4 
9 Phil Silvers (R. J. Reynolds, Amana, 161 Cities, CBS) ............cesssevsnereeee 25.3 
10 Studio One (Westinghouse, 95 Cities, CBS) 24.6 
Homes 
Rank Program (000) 
1 $64,000 Question (Revion, 166 Cities, CBS) 11,227 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, 160 Cities, CBS) seveeee 10594 
3 Lawrence Welk (Dodge, 193 Cities, ABC) 9,043 
4 The Honeymooners (Buick, 152 Cities, CBS) 8,992 
5 Dragnet (Chesterfield, 166 Cities, NBC) 8,939 
6 Climax (Chrysler, 148 Cities, CBS) 8,901 
7 $64,000 Challenge (P. Lorillard, Revion, 113 Cities, CBS) 0.0... 8,464 
8 Phil Silvers (R. J. Reynolds, Amana, 161 Cities, CBS) ..............cccssseseseee 8,360 
9 GE Theater (General Electric, 139 Cities, CBS) 8,320 
10 I've Got A Secret (Winston cigarets, 164 Cities, CBS) Oe 

been city editor and executive; Caplan Joins Vaughan, Thain 


news editor of the Salt Lake 
Deseret News. 

R. L. (Buzz) Capener, resident 
manager of the agency’s Pacific 
Northwest operations, served sev- 
en years as production assistant 
and production manager before 
being transferred to Seattle in 
February, 1955. 


‘Fortune’ Adds Moores 

Henry A. Moores Jr., formerly a 
salesman with Automatic Canteen 
Co. of America, has joined the St. 
Louis advertising staff of Fortune. 


Ken Caplan, president of Ken 
Caplan Agency, Chicago, has joined 
Vaughan, Thain & Spencer, Chi- 
cago, aS a vp and account super- 
visor. Mr. Caplan, who headed his 
own agency for six years, will 
continue to service his accounts as 
a Vaughan, Thain executive. 


Hack Joins ‘Family Weekly’ 

James C. Hack, formerly with 
Collier’s, has joined the advertising 
sales staff of Family Weekly, Chi- 
cago, Sunday newspaper supple- 
ment. 


LATEST ABC REPORT OF MARCH 31, 1956 


Now, well over 3 to 1 lead 


. .. in covering more of the Mississippi market than 


any other publication. 


PLUS . . . lowest milline rate to reach the Jackson trade 


area and state markets. 


... Still leading by nearly 3 to 1 in coverage of both 


Jackson & 16 county retail trade area. 
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In less than two years... 
| people are talking about the 
young company that became the leader 


| We followed an old formula... 
The old time engraver who took pains with each 
job, large or small . . . soon carved out a 


reputation and respect. We made this our creed in 1954. 


Today we have 76. . . and the recognition as America’s 


| 
| Our staff numbered 20 then. 
| 

fastest growing engraving house. 


People . . . not machines . . . make good engravings. 


It is an art . . . not just a mechanical process. 


Because it isn’t . .. we produce engravings which equal 


or excel any in America today. 


Day and Night Service 


56 
; 
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Socialist Labor 
Party Uses Dailies 
to Push Candidate 


New Yor, Oct. 9—The Socialist 
Labor Party ran full-page ads in 
the Chicago Tribune, Des Moines 
Tribune, Detroit News and New 
York Times last week to promote | 
its presidential candidate, Eric 
Hass. 

This flurry followed a page ad 
in the Los Angeles Times on Oct. 
1. Party headquarters here said 
another ad might be run in big- 
city newspapers before election 
day if the money could be found. 


® Funds for the advertising come 
from membership dues and contri- 
butions. The party said the news- 
paper ads placed last week were 
timed to coincide with radio-tv 
broadcasts of Mr. Hass, or per- 
sonal appearances of the candi- 
date. 


| given the party about 20 programs 
|under the “equal time” provision, 
and the party also has purchased 
radio and tv time in selected cities. 
The Socialist Labor Party was) 
founded in 1890. It describes itself | 
as a “Marxian Socialist Party” 
dedicated to the establishment of 
a socialistic economy in the U.S. 
It has run a candidate for Presi- 
dent in every election since 1892. 


‘Mail Order Strategy’ Offers 
Views of 22 Experts in Field 
The Reporter of Direct Mail Ad- 
vertising has published “Mail Or-| 
der Strategy,” a 128-page book | 
containing 23 interviews with 22) 
experts in the mail-order field. | 
Written by Lewis Kleid, president | 
of Lewis Kleid Co., the booklet | 
also contains reports of interviews | 
with Maxwell Sackheim, president, 
Maxwell A. Sackheim Co.; S. Ar-. 
thur Dembner, circulation promo- 
tion manager, Newsweek; A. P. 
Jurgensen, promotion director,| 
Consumers Union of U. S., and 18) 


Up to now the networks have 


other executives. 


QUEEN OF ‘EM ALL— 
Marilyn Meyer, 
18-year old Bay- 
lor University @ 
sophomore, dem- 
onstrates a Globe == 
wall pulley which 
she received as i 
part of her 
“wardrobe of 
lighting fixtures” 

for being selected 

the National Col- 
lege Queen, a 
combination of 
beauty and 

brains. 


Copies may be obtained for $7.50| Mail Advertising, 224 Seventh St., 


‘each from the Reporter of Direct| Garden City, N.Y. 


FARM 1957 Pennsylvania Farm Show 


“We Prize PENNSYLVANIA FARMER,” 


Says Henry K. Miller, Lebanon County, Pennsylvania 


Nine out of ten 


Pennsylvania farm families put 


PENNSYLVANIA FARMER at the top of their reading 


list. They agree it’s 
magazine for their 


the most complete and practical 
method of farming, for the crops 


they grow. Further, it’s the finest source of news 
about neighborhood and county farm activities. 


When it comes to high, steady, year-after-year farm 
income, put Pennsylvania among the winners, too. 


It’s a top-third state. 


Wise and extensive diversification 


gives Pennsylvania farmers something to market every 
month, right around the calendar. This means steady 


ENNSYLVANIA FARMER 


Harrisburg, Pennsylvania 
THE OHIO FARMER, Cleveland, Ohio 


buying, big buying all year long! 

On every point PENNSYLVANIA FARMER is the cham- 
pion medium for selling the goods you offer. It’s roto- 
gravure printed and published twice monthly, giving 
you the added advantages of marketing speed and 
economy. No costly plates to furnish. 

Two other steady, high-income farm areas can 
be reached through THE OHIO FARMER and 
MICHIGAN FARMER. It will pay you to get the full 
story on all three. Write 1010 Rockwell Avenue, 
Cleveland 14, Ohio. 


MICHIGAN FARMER, East Lansing, Michigan 
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| Colgate (Australia) 
Sets Drive to Raise 
Olympic Team Funds 


Sypney, Oct. 9—Colgate-Palm- 
olive (Australia) Pty. Ltd. last 
week launched a nationwide cam- 
paign aimed at raising £10,000 
| (approximately $22,000) for the 
Australian Olympic team. 

The plan follows the lines of 
the recent Colgate-Palmolive drive 
in the U.S. to raise $100,000 for 
the American Olympic team. 

The Australian campaign is 
sanctioned by the Australian 
Olympic Federation. 

The company will donate 2d. 
(about 2¢) to the Olympic fund 
for every wrapper or empty car- 
ton of Colgate-Palmolive soaps, 
tooth paste, shaving cream, etc., 
which the public sends in. 

Collection boxes for the wrap- 
pers and cartons are already in 
grocers’ shops, factories, offices, 
schools and athletic clubs through- 
out the country. There is even 
one in the Bathurst jail (NSW). 


® Colgate’s agency, George Pat- 
'terson Pty. Ltd., has prepared a 
strong national advertising cam- 
paign in the press and radio net- 
works. A “Secret Sound” radio 
competition will carry what is 
claimed to be the biggest prize 
list offered on Australian radio. It 
includes an automobile, plus £1,- 
000 ($2,200); a free trip to Europe 
for two, plus spending money; 
refrigerators, radio and tv sets, 
bicycles, watches, and tickets to 
the games, plus free air travel and 
accommodation. 

All entries for the competition 
must be accompanied by wrappers 
or cartons. 


ie Announcing the campaign, the 
‘managing director of Colgate- 
Palmolive, J. Langley, said: “Even 
a government, with all its re- 
sources, could not command a 
publicity drive as strong as this 
for government loans. 

“So a donation to the funds of 
the Olympic Federation, important 
as it is, is not the only feature. We 
shall make Australia Olympic con- 
scious and Olympic team conscious 
with this vast propaganda drive. 

“We shall accomplish all of this 
in the best possible taste.” 


Sanitized Antiseptic Fabrics 
Will Be Introduced in Drive 
Self-antiseptic fabrics will be 
‘introduced this month through 
newspapers and magazines by 
Sanitized Sales Co. of America, 
New York. The company is sole 
licensing agent for the Sanitized 
|process which “retards bacterial 
growth and prevents body and 
perspiration odors, mold and mil- 
dew at the source.” Ads will stress 
nitized “for lasting freshness,” 
aintaining “if you could clean 
every stitch of your family apparel 
and home furnishings every day, 
you still would not have the pro- 
tection that Sanitized gives you.” 
Starting with the Oct. 21 New 
York Times Magazine, large-scale 
insertions will appear throughout 
ithe fall in Life, Look, Parents’ 
| Magazine and the New York Times 
Magazine. To date the Sanitized 
process is used by J. P. Stevens, J. 
C. Penney, Dodge division of 
Chrysler Motors Corp., Beacon 
Mills, U. S. Rubber Co. and Cela- 
nese Corp. of Canada. Sterling 
Advertising Agency is handling the 
drive. 


Hunt to Allen & Reynolds 

Richard C. Hunt has been named 
marketing director of Allen & 
Reynolds, Omaha. He will serve 
as a consultant for all agency cli- 
ents on marketing and sales prob- 
lems. Mr. Hunt formerly was 
with Buchanan-Thomas Advertis- 
ing Co., Omaha, and Ruthrauff & 
Ryan, Chicago. 
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A good one-man band can make as much noise as a combo! That’s why 
outdoor advertising is so popular on the local scene. Only outdoor advertising 
assures you that your ads are as big as any other advertiser. 

General Outdoor Advertising specializes in this! We can give your name, 
your selling message, all the power of full color and dynamic simplicity. GOA 
posters, painted bulletins, spectaculars, make you look big, sell big! | 

In more than 1300 markets, local GOA men know your problems, your 
customers. They are backed up by the facilities of a national organization. 

Let us tell you how GOA makes local business big business. Call your 
local GOA office or write us in Chicago. 


4 
“4 
“Nera vertusing 
Gencral Outdoor Advertising Co, 
# 
815 South Loomis Street, Chicago 7, Illinois i 
‘ 


Information for Advertisers 


Canadian Cattlemen has com- 
pleted a survey of ownership, ma- 
terials use, income, etc., among its | 
subscribers. Copies of a brochure | 


survey are available by writing to | 
R. W. McGuire, advertising 
manager, Canadian Cattlemen, 290 
Vaughan St., Winnipeg 2. 


a Essential market data on popu- 
lation, income, industries, spend- | 
ing, etc., in the Oakland, Cal., area | 
are contained in a new brochure, | 
“Bright Spot,” issued by the Oak- | 
land Tribune. Copies may be had! 
by writing to Walter A. Brown, 
public relations director of the 
newspaper. 


e “Key to the Kosher Market,” ~ 
illustrated pamphlet for food and 
grocery executives and food adver- 
tising and marketing counselors, 
has been published by the Union 
of Orthodox Jewish Congregations 
of America. The pamphlet was de- 
veloped after a mail survey to de- 
termine what basic information is 
needed by such executives about 
the kosher market. Copies are 
available free on request to the 
Union of Orthodox Jewish Congre- 
gations of America, 305 Broadway, 
New York 7. 


e “How to Flag Down More New 
Business in Railroading” is the ti- 
tle of a new Simmons-Boardman 
railway sales plan book. Four 
booklets are inserted in a heavy 
cardboard file folder. The first, 
“What Is the Forward Look in 
Railroading?” reports on the mar- 
ket, what it buys and the future 
outlook. The second analyzes the 
pattern of railroad purchasing and 
the third and fourth show how 
Simmons-Boardman’s five railway 
publications and three cyclopedias 
cover the market. Write to 
J. W. Milliken, Simmons-Board- 
man Publishing Corp., 30 Church 
St., New York 7, for a copy. 


e The 1956 Fawcett Women’s 
Group Medicine Chest Inventory is 
now available. This survey was 
based on 816 questionnaires re- 
turned from a mailing of some 
2,750 questionnafbes to the Faw- 
cett Women’s Group reader panel. 
Copies of the new survey and fur- 
ther information may be obtained 
from the research department, 
Fawcett Publications Inc., 67 W. 
44th St., New York 36. 


e A revised Philadelphia route 
list of liquor and malt beverage 
licensees has been published by 
the Philadelphia Inquirer. The 
book contains names and addresses 
of 3,116 liquor licensees and 235 
malt beverage licensees, grouped 
by postal district zones. Books, 
priced at $1.50, are available from 
the general promotion department, 
Philadelphia Inquirer, 400 N. 
Broad St., Philadelphia. 


e Burgoyne Grocery & Drug In- 
dex, Cincinnati,. has published 
“Survey of Super Market Custom- 
ers, Their Attitudes and Buying 
Habits in 1956.” This is the third 
of a continuing series, prepared as 
a service for grocery product ex- 
ecutives. Copies may be obtained 
for $1 from Burgoyne Grocery &| 
Drug Index, First National Bank | 
Bldg., Cincinnati. | 


e Work and buying habits of the) 


SC/SSORS-T1P ART« 


The most con 


MULTI-AD SERVICES, INC. 


Box 806M Peoria, Illinois 


sales | 17. 


25% of plumbing-heating-air con- 
ditioning contractors who employ 
men are 
a 12-page market analysis pub- 


Central Terminal Bldg., New York 
The booklet, 


| Men You Have to Sell,” points out} ken, Marine Engineering/Log, 30|e Two new consumer panel re- 


that 75% of plumbing-heating-air | 
conditioning contractors are mere 
one man shops. Free copies may be | 
had by writing to The Contractor. | 


has been published 
| by Marine Engineering/Log. The 
|eight-page brochure analyzes the | 
| present and future marine market 
jand contains charts on expendi- 


entitled tures. For copies write J. W. Milli- | nati 1. 


'quirer. It is believed to be the first |and many other such facts. The 


| been prepared for a large metro- ing to American Home, Reader 
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|ports by American Home, Nos. 47 
and 48, show that 52% of its read- 


e “A Quarter Century of Change |er families do not have a weekly 
in Cincinnati Business Centers” is | food budget, 79% showed a pref- 


Church St., New York 7. 


time a report of such scope has | reports may be obtained by writ- 


politan area. Copies are available |Consumer Panel Director, 300 Park 


from the Enquirer’s research de- Ave., New York 22. 


partment, 617 Vine St., Cincin-| 
e “The Pacific Northwest and 


the title of an extensive 
5b, 'M k 3 klet, “The Marine | published by the Ci sive report | erence for a white finish on major 
arket Says, ‘ ' y the Cincinnati . | kite 

ys, ‘Hurry! Don’t Miss ati En hen and laundry appliances, 

summit 
é ract 

9 i} 
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Washington State” is the title of a, Ryder & Ingram, Weiner, 


20-page booklet recently released Ohleyer Change Names offices at 3770 Piedmont Ave. 


57 


|Ryder & Ohleyer will continue in | gained in May (AA, May 21). The) 


company markets Tillie Lewis N fj di 
by the Tacoma News Tribune. The Ryder & Ingram, Oakland, Cal., Weiner, Ohleyer, Reynolds & | Tasti-Diet foods. a ree ispefiser 


first half of the booklet contains a pas changed its name to Ryder Baker, San Francisco, also has 
market description of the Pacific g QOhleyer, to reflect the new|changed its name to _ reflect 
Northwest, with emphasis on the ownership. Robert Ingram, who changes in top management. The 
major markets of Washington and founded the agency with Ross Ry-| agency becomes J. J. Weiner & As- 
Oregon. It contains data concern- | der in 1928, recently disposed of | sociates. Officers are J. J. Weiner, 
ing population distribution, wealth his interest and joined Bechtel| president; North Baker, exec vp 
and growth. There is a study of in- Corp, H. R. Ohleyer, who resigned and secretary; Hal Grainer, vp, and 
dustrial diversification. It is avail- as yp and director of marketing of E. J. Thomas, treasurer. Herbert 
able from the general advertising Weiner, Ohleyer, Reynolds & Bak-| Reynolds, vp, died in January. At 


department, Tacoma News Trib- er to join Ryder & Ingram as a vp, | the same time, the agency has re-| Deadman, who has been named 
‘now is a principal of the agency.’ signed the Flotill Products account, ' general manager of publications. 


une, Tacoma. 


| 

U.S. Gypsum Names Heim Tor the gentle touch ot 
U.S. Gypsum Co., Chicago, has | 
appointed R. E. Heim general ad- | Inn | 
vertising manager. Mr. Heim for-| 
merly was Boston district sales| 
manager, and before that was al sed 
commodity advertising manager of | 

U.S. Gypsum. He succeeds H. R.| 


You don’t sell these shoppers with 
Better Homes & Gardens, Ladies’ 
Home Journal, Woman’s Home 
Companion, Good Housekeeping and 
McCall’s combined. They’re the 51% 
of WOMAN’S DAY readers these 5 
other magazines don’t reach.* 


How do you explain the high percentage of 
Woman’s Day readers that other magazines are 
just not able to get to? 

The answer is that WomAn’s DAY has a circu- 
lation method which is fundamentally different 
from any of these other magazines. WOMAN’S 
Day does not have subscriptions. Consequently, 
it does not use the traditional methods for 
getting subscriptions (such as charge account 
lists, subscription crews operating in the same 
area, etc.) which inevitably lead to overlapping 
circulations. It is sold only in A&P stores, to 
A&P customers out shopping—a circulation that 
is made up 100% of voluntary single-copy sales! 

This explains why, even if your ad were to 
appear today in Better Homes & Gardens, 
Ladies’ Home Journal, Woman’s Home Com- 
panion, Good Housekeeping and McCall’s, 51% 
of the Woman’s Day readers would never get 
to see it! 

You can reach these women with the least 
possible waste or duplication, only with 
Woman’s Day. 


woman’s day 


the A&P magazine 
*SOTH STARCH S CONSUMER MAGAZINE REPORT DATA 


Fingertip dispenser free with 
rchase of two 49¢ bottles 


SPECIALA—Lehn & Fink Products 
| Corp. has scheduled this two-col- 
|umn ad for six magazines in No- 
|vember and December, to offer a 
free dispenser with each purchase 
| of two 49¢ bottles of Hinds cream. - 
McCann-Erickson, New York, is 
the agency. 


Scharff Names Neumann 


Margo Neumann has been ap- 
pointed publicity director of Mon- 
roe B. Scharff & Co., New York. 
Miss Neumann formerly was with 
Alfred Davidson Associates. The 
company recently moved te 52 
Vanderbilt Ave. 


Joseph Coe Joins BofA 
Joseph D. Coe has joined the re- 
tail department of the Bureau of 
Advertising, American Newspaper 
Publishers Assn., New York. Mr. 
Coe was formerly with the Couri- 
er-News, Plainfield, N. J. 


of 
ALL women's store 
LINEAGE... 


63.9% of daily lineage... 
APPEARS IN THE 
BUFFALO 
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New England's Largest Ford Dealer * New England's Largest Ford Dealer * New England's Largest Ford Dealer * 


OMEARA MOTORS 


introduces a new automobile buying policy 


DISCOUNT HOUSE 


under the new management of JAMES M. CASEY 
business. The tax laws allow $1,000 


iN Bayonne 


We're not circus performers, but 


we're certainly the big wheel in 


Bayonne. We are the only daily 


newspaper, and have 70%, cover- 
age in this thriving industrial com- 


munity of 78,000. 
‘“*BAYONNE CANNOT BE SOLD FROM THE OUTSIDE'' 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
BOGNER and MARTIN 


NATIONALLY 
REPRESENTED BY 


| ple of the type of 


PIE IN THE SKY?— 
This is an exam- 


whoop-it-up auto 
dealer ad the 
Better Business 
Bureau is pre- 
pared to battle. 
This one claims 
that by the end 
of the third year, 
by virtue of tax 


We are offering, in ol opinion, the 
greatest opportunity in purchasing 
an automobile that has ever been ad- 
vertised THIS PLAN IS KNOWN 
AS THE CASEY PLAN! It gives 
ambitious people an opportunity to 
acquire a new automobile for a little 
effort amongst their friends and 
neighbors. You need no previous ex- 
perience, as our manager will com- 
plete the deal. You must be an honest, 
frendly, neighborly person that your 
friends will like to do business with. 
We will Sell you a NEW FORD at 

DEALER COST 


our TE 

PRICE OF $1695, which you will use 
to show your neighbors and thereby 
establish yourself in the Automobile 


BE A PART-TIME 
CAR SALESMAN 


Any person thot should register with us will 


be entitled tc 


$100 


Commission on naw Ford sold te person or 


persons that he introduces 
A part time schoo! 
teecher corned $685 50 thes pion 
lest week 


(50% of cost) savings the first year 
of ownership, one third the second 
year and the balance the third year— 
thereby you would have a Free Car 
at the end of three years or you might 
wish to give it to your wife as a pres- 
ent at the end of thé first year You 
may offer your customers payment 
as low as $295 down or a payment 
plan of $8.35 per week on a New 
Ford 2-door, 6-passenger 
Sedan. Now is the ideal time to start, 
as you can offer your customers the 
new O'Meara Discount House Plan 
on the 1956 Ford 

Former price and Discount price 
plainly marked on every car in stock!' 


allowances, “. . . 
you would have 
a free car.” It 
| appeared in the 


New England's Largest Ford Dealer * New England's Largest Ford Dealer® New England's Largest Ford Dealer ° 


O°MEARA MOTORS. Ine. 


New Paglend: Largest lord Deter 


OPEN EVES. & ALi DAY SUNDAY 


Hartford Times. 


*"New England's Largest Ford Dealer * New England's Largest Ford 


Dealer New Englond’s Largest Ford Dealer * 


‘Hotel Monthly’ Names Rep 

Hotel Monthly, Evanston, IIl., 
has appointed Jerome J. Brockman 
its eastern representative, with of- 
fices in New York. 


A good public relations firm constructively reports the news and creates 


newsworthy ideas for its clients. 


Hearshe-Rotman, a national public relations firm skilled in all phases of 
business communications, proudly serves the following: 


ACADEMY OF MOTION PICTURE ARTS AND 
SCIENCES, Hollywood, Cal. 


MARTIN-SENOUR COMPANY, Chicago 


BBB’s Jackson Hits 
‘Unbelievability’ 
of Auto Dealer Ads 


New York, Oct. 9—“No major 


lieved by consumers than auto 


dealer advertising,” according to. 


Hugh R. Jackson, president of Bet- 
ter Business Bureau of New York. 

Last week Mr. Jackson an- 
nounced that the Bureau had of- 
_ fered to work with the automobile 
| industry to improve the accuracy 
and believability of advertising 
| and selling practices. 

Contrary to the general trend of 
a reduced volume of complaints to 
the Bureau about most types of 
merchandise and _ services, Mr. 
Jackson said, the volume of com- 
| plaints about the purchase of new 
used automobiles has _ in- 
| creased materially this year com- 
| pared with 1955. 

A Bureau investigator, in the 
| role of a car prospect, recently 
| shopped ten auto advertisements 
which looked questionable to the 
Bureau. He found a wide discrep- 
/ancy, Mr. Jackson said, between 

what dealers said in their ads and 


classification of retail advertising | 
in the New York area is less be- | 


what their salesmen said in their 
salesrooms. 


s In five instances the Bureau 
representative found that the ads 
misrepresented the terms of sale 
spelled out to him by the sales- 
men. Three dealers misrepresented 
the price of the car and two mis- 
represented the availability of the 
cars advertised. 

“The Bureau,” Mr. Jackson said, 
| “does not believe or suggest that 
these particular advertisements 
are typical of all or the majority 
of dealer advertising appearing in 
this area. But, unfortunately, they 
cannot be dismissed as isolated or 
unique examples. 

“From the point of view of in- 
dustry self interest, not to mention 
square dealing with the public,” 
Mr. Jackson said, “it is high time 
that the reputable and reliable 
dealers took some _ constructive 
steps to put the industry’s house 
in order. 

“The bureau stands ready to 
' work with the auto industry, as it 
has with many other industries, 
to improve the accuracy and the 
believability of advertising and 
selling practices. We can only hope 
| that the necessary leadership from 
| within the industry will be forth- 
coming before it is too late.” 


BAUSCH & LOMB OPTICAL COMPANY, 
Rochester, N. Y. 


BELTONE HEARING AID COMPANY, Chicago 
CHAMBERS RANGES, INC., indianapolis 


CHICAGOLAND FAIR, sponsored by The Chicago 
Associaton of Commerce and Industry 


CHICAGO APPARATUS COMPANY, Chicago 
CITIZEN'S BLUE BALLOT INFORMATION COMMITTEE 
CULLIGAN, INC., Northbrook, lil. 

A. B. DICK COMPANY, Chicago 

ERWIN, WASEY & COMPANY, New York 

THE ENGLANDER COMPANY, INC., Chicago 

THE R. T. FRENCH COMPANY, Rochester, N. Y. 


GRAFLEX, INC., Rochester, N. Y. Subsidiary of 
General Precision Equipment Company 


WALTER £. HELLER & COMPANY, Chicago 
HERTZ RENT A CAR SYSTEM, INC., Chicago 


HOTEL VARADERO INTERNATIONAL, 
Varadero, Cuba 


HYCON MBG. Co., and subsidiaries, Pasadena, Cal. 


LYRIC OPERA OF CHICAGO, Chicago 


HARSHE-ROTMAN, Inc. 


Our 25th year. 


CHICAGO—NEW YORK CITY- 


MOSLER SAFE COMPANY, New York 


MYSTIK ADHESIVE PRODUCTS Div. 
of Chicago Show Printing Co., Chicago 


NATIONAL BROOM MANUFACTURERS AND 
ALLIED INDUSTRIES ASSOCIATION, Arcola, lil. 


NATIONAL HOUSEWARES MANUFACTURERS 
ASSOCIATION, Chicago 


NATIONAL SWIMMING POOL INSTITUTE, Chicago 
NOREEN, INC., Denver, Col. 

PARMELEE TRANSPORTATION COMPANY, Chicago 
RAND McNALLY & COMPANY, Chicago 
REITER-FOSTER Oil CORPORATION, New York 


TAYLOR INSTRUMENT COMPANIES, 
Rochester, N. Y. 


TOASTMASTER PRODUCTS DIVISION, McGraw 
Electric Company, Elgin, iil. 


THE TODD COMPANY, INC., Rochester, N. Y. 
Subsidiary of Burroughs Corp. 

WASTE KING CORPORATION, Los Angeles 

WAYNE MFG. CO., Pomona, Col. 


WHITE CAP COMPANY, Chicago 
Subsidiary of Continental Can Company, inc. 


8 S. Dearborn St., Chicage 3, FRanklin 2-5100 


ROCHESTER,N.Y.—LOS ANGELES 


New! Exclusive! 


cive..-cer THIN 
Pass-WMaster 


Perfect pocket secretary holds DINERS’ CLUB mem- $ 50* 
bership, business cards, identification, credit cards, : 


driver's license, etc. All hand-turned edges with 

tarnishproof gold-finish solid brass corners. Lux- 

vriovs matching silk moire lining. Gift boxed. 
State Choice: Genuine Natural Tan Pigskin 
er Black or Brown Imported English Morocco 


Also, in genuine Alligator, $18.50* 


“plus 10% Federal Tax 
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Special Executive 
24 47... 20% 
48 to 95... 25% 
PASS-MASTER P.O.Box 2 © Ravinia Station, Highland Perk, Il. 


A Report to Advertisers: 


The last time 


Not since the great Conestogas thundered into the west has America 
witnessed a population shift so significant as that of our last ten years. 

And just as the covered wagon epitomized the great Westward 
trek, with its pioneers, so the station wagon is the symbol of the 
current suburban migration, with its Young Adults. 


THE NEW STATION WAGON SET 


The modern population break-through into the almost-wide-open 
spaces was led by a group of young people who literally needed the 
room. First labeled “Young Adults” by Redbook Magazine, this 
group went on to establish countless new communities in areas sur- 
rounding our major metropolitan districts. 

In these suburbs, Young Adults established a new way of life for 
themselves and their families. And the station wagon became the 
symbol of their versatile, mobile lives. Indeed, for a growing number 
of young people, the station wagon is fast becoming their favorite 
mode of transportation—the “3,000-pound shopping basket,” some- 
one has called it. 


YOUNG PEOPLE ARE TWICE AS GOOD 
A MARKET FOR STATION WAGONS 


PeRCENT 36 AND over 


a PERCENT 35 AND UNDER 
7.1 


PREVIOUS CAR PRESENT CAR NEXT CAR 


Redbook families, for example, own 65% more station wagons 
than the national average, and expect to own still more station 
wagons. A recent survey by Redbook indicated that young people 
(35 and under) are twice as good a market for station wagons as 
those over 35. It also pointed out that Young Adults are becoming 
two-car families at a rate three times faster than older people! 


YOUNG ADULTS A SPENDING PHENOMENON 


Although they comprise only one-fourth of the population, Young 
Adults are responsible for a tremendous percentage of national 
spending. Last year?... 

@ Every second refrigerator sold went to Young Adults 

@ Two-thirds of the furniture went to Young Adults 

@ 3 out of 5 cars sold went to Young Adults 

@ 3 out of 5 TV sets were sold to Young Adults 

@ 2 out of 3 washing machines went to Young Adults 


WHAT THIS SPENDING CONCENTRATION MEANS 


Young Adults assume even more importance, today, because two 
out of three major advertisers report that their sales volume is in- 
creasing, but profit is lagging behind. In our system of mass produc- 
tion, profits should be moving upward even faster than sales—but 
instead, profits often are off the pace! 

One big reason for this is that mass marketing methods can be 
expensive when only a small percentage of the buying public is ac- 
tually in the market for a specific product or service every year. 

But we must have mass marketing. The huge volume of goods 
produced by mass production demands it. Obviously, then, we must 


Redbook 


The Magazine that sells Young Adults 
.-. the New Station Wagon Set 
CIRCULATION UP AGAIN: 2,288,170*...NEWSSTAND SALES UP: 


it was covered! 


try to improve mass marketing by more creative selling. This im- 
provement must come through finding and selling those markets 
which have the highest concentration of active buying prospects. 

Young Adults are such a concentration. They are also an easy 
market to talk to, for they can be reached quickly and economically 
through the one magazine dedicated to this field. 


REDBOOK AND YOUNG ADULTS 


Redbook did more than name “Young Adults.” Over six years ago, 
it dedicated itself solely to their interests, in every respect. As a 
result, Redbook now shows a growth record that is unusual in itself, 
but especially remarkable for a mass magazine serving one specific 
audience. Circulation is now at an all-time, six-month high of 
2,288,170.* Circulation has increased over the previous year's period 
in each of the last seventeen quarters. And newsstand sales are still 
rising—up 43,000 over the first six months of 1955—in the face of 
downtrends among many other major mass magazines 


1951 52 53 54 55 


INCOME 21% ABOVE NATIONAL MEDIAN 


62% of Redbook’s reader-families own their own homes. Here are 
some other significant facts about these Redbook families : 

@ More than half have annual incomes above $5,000, with 

a median income 21% above national median. 

@ 88.1% own automobiles. 

@ 40% of Redbook families travel more than 2,000 miles 

@ on their vacations. 
The total picture (this has been only a glimpse) is one of tremendous 
buying activity. And the potential is almost unlimited: not only are 
the suburbs growing seven times faster than the cities, but Young 
Adults themselves are increasing numerically at such a rate that 
in 1961 there will be 35% more people reaching the age of 18 than 
there were in 1951! 


REDBOOK AD LINAGE UP 14% 


The growth and potential of the Young Adult market have not gone 
unnoticed among major national advertisers. Thirty-eight new dis- 
play advertisers came into Redbook during the first half of 1956. 
And during this period, Redbook’s advertising linage gained 14.8% 
over the same period last year. 

A thorough study of your profit-to-volume relationship may in- 
dicate a need for more concentrated, more active markets. You'll 
find them out in the suburbs, with Young Adults showing the way. 
And the way to get closest to them, most quickly, is through Red- 
book. For further facts, contact Redbook, 230 Park Avenue, 
N. Y. 17, MUrray Hill 6-4600. 


+ Based on Federal Reserve Bulletin 5/55 
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Serving the Zooming 


$3,320,000,000, 
Oil heating —Fueloil Market 


PROVEN Reader Interest: highest 
ABC Subscription Renewal Per- 
centage in the entire heating field. 
Only heating magazine audited 
by both ABC and BPA. Write for 
Market Data. 


2 W. 45th St., N.Y. 36, 


Cincinnati School Board Bans 
Sponsored Sports Broadcasts 
After sponsored broadcasts of 
two local high school football 
games over WCPO, the Cincinnati 
board of education voted last week 
to ban further broadcasts as 
against board policy of not permit- 
ting sponsored radio or tv pro- 


| grams involving public school ac- 


tivities. 
Board approval has been granted 


|for televising future games this 
season over SCET, local education- 
al station, which operates on a 
non-commercial basis. 


| 
‘SI’ Changes Date 

The Chicago regional edition of 
Sports Illustrated will appear on 
Feb. 11, 1957, to coincide with the 
opening of the Chicago Boat Show. 
Originally the edition was planned 
for Feb. 4. 


10 BIG 
SPONSORS 


OTHER 
MARKETS 


IN 
38 


| CAN COVER FOR YOU...IF YOU ACT NOW 
on this new sure-fire police Western Series 


Cochise 


\ 


produced for NTA by 22. 


Never before has a syndicated film series been sold in 125 
markets prior to its appearance on the air. That's the track 
record already chalked up by “THE SHERIFF OF COCHISE,” 
the terrific new action-packed modern western police series. 


Produced for NTA...first in TV film distribution... by Desilu, 
first in TV film production... it’s a sure-fire way to get in 
the saddle with big audiences and big sales. So let “THE 
SHERIFF OF COCHISE” cover for you...while there's time. 


PHONE—WRITE—WIRE, TODAY! All the details are available from 
Harold Goldman, V.P. Charge of Sales 


CHICAGO, ILLINOIS HOLLYWOOD, CALIFORNIA MONTREAL, CANADA MEMPHIS, TENNESSEE 


612M. Michigan Avenve 
Phone: Michigan 2-556! 


Catherine 
Phone: University 6-9495 


Phone: 61565 


BOSTON, MASS. 
2605 Seorich Building Mote! Office 
Phone: Liberty 2.9633 


A 
ATIONAL L[ELEFILM JAASSOCIATES, INC. 


60 W. SStm STREET «© NEW YORK 19, N.Y. © PHONE: PLAZA 7-2100 « CABLE: 


NATTELFILM 


MINNESOTA 
1109 Corrie Aveave 


Phone: Federet 8-701) 
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Johnson & Johnson. 
Bymart-Tintair Bow 
to FCC TV Ad Edict 


WaAsHINGTON, Oct. 9—Two major 
drug and cosmetic suppliers prom- 
ised the Federal Trade Commis- 
sion they will not buy time on tv 
shows sponsored by United Cigar- 
Whelan stores without making 
similar offers to other tv sponsors. 

Consent settlements involving 
Bymart-Tintair, Newark, and 
Johnson & Johnson, New Bruns- 
wick, dispose of complaints which 
were issued by the FTC March 5. 
Two months ago, United Cigar- 
Whelan settled a companion com- 
plaint by signing a consent order 
| promising not to “knowingly in- 
‘duce or receive” benefits which 
are not available to its competitors. 
_ In its complaints, FTC said 57 
‘suppliers entered into contracts 
paying for the right to participate 
in Whelan’s “Playhouse,” Whelan’s 
“Film Playhouse” or Whelan’s 
“Cavalcade of Stars.” The com- 
mission said the arrangements 
brought United-Whelan an ag- 
gregate of $363,000. 


# Only four of the suppliers were 
attacked by the commission. In ad- 
| dition to Bymart-Tintair and John- 
{son & Johnson, complaints were 
|directed at Anahist Co., Yonkers, 
‘and Serutan Co., Newark. Anahist 
‘has denied the complaint and the 
case still awaits further action; the 
complaint against Serutan has been 
dropped. 

FTC’s attack in March on Unit- 
ed-Whelan’s programming ar- 
rangements represented the com- 
mission's first large-scale assault 
on co-op practices in the tv indus- 
try. 

Subsequently, in July, the com- 
mission opened a new line of at- 
tack, with complaints against nine 
big national advertisers who par- 
ticipated in “in-store” promotion 
deals promoted by radio and tv 
stations and networks. 


® Under these plans, suppliers who 
buy time on stations and networks 
get store displays in big chain out- 
lets as a bonus. The chains are 
given free radio or tv time for 
making the display space available 
to the broadcaster's customers. 

In this series of complaints the 
commission contends that networks 
and stations have become “third 
party intermediaries” by enabling 
suppliers to channel discriminatory 
| promotion allowances and benefits 
to favored customers without mak- 
ing similar benefits available to 
others (AA, July 30). 


Dole Completes Arrangements 
for Marketing New Juices 

Hawatian Pineapple Co. Ltd. 
(Dole), San Jose, will soon begin 
marketing orange and grapefruit 
juice under its Dole label (AA, 
Oct.1) ina long-term arrangement 
just concluded with Ridge Citrus 
Concentrates Inc., Davenport, Fla. 
According to Henry A. White, Ha- 
waiian president, N. W. Ayer & 
Son, Dole’s agency, will handle 
promotion on the new juice items. 
Plans for a campaign are being de- 
veloped. 

Hawaiian, the world’s largest 
pineapple producer, last year ac- 
quired canneries in Oakland and 
in Salem, Ore. The company also 
plans to test market other prod- 
ucts, in addition to its fruits and 
vegetables, for distribution under 
the Dole label. 


Hall Sets Instant Coffee Drive 

Martin L. Hall Co., Boston, tea 
and coffee producer, is introducing 
its new Victor instant coffee in a 
saturation campaign in New Eng- 
land. Newspapers, radio and tv 
are being used. Theme of the cam- 
paign is “Victor instant coffee— 
the coffee you can love in an 
instant.” James Thomas Chirurg 
Co., Boston, is the agency. 
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TONIGHT has taken on a 
new Kharacter. He’s Ernie 
Kovacs, the new m.c.—mad 
comic, and chairman — for 
Mondays and Tuesdays. 
With him is his entire Kast 
of Komic Kharacters, the 
music of Leroy Holmes, 
songs by Maureen Arthur 
and Peter Hanley, announce- 
ments by Bill Wendell. 


The Kovacs formula was 
proven this past summer: 
Ernie’s nighttime network 
show hit an 18.8 Nielsen— 
delivered an average of six 
and a half million homes 
with each program. And 
from the critics came such 
tributes as ‘‘genuinely crea- 
tive’’ (The New York Times) 
and “has no peer in the 
realm of zany, off-beat 
humor” (New York Herald 
Tribune). For the facts on 
the Kovacs contribution to 
TONIGHT call your NBC 
Television Network Sales 
Representative. 


Inglamorous’ Radio Still Valuable 
Ad Medium, BBDO Study Discloses New Marketing Aid Available 


New York, Oct. 9—Batten, Bar- 
ton, Durstine & Osborn has put to- | 
gether a 65-page analysis of radio | 
to re-evaluate the medium for the | 
agency’s clients. 

The analysis, which traces 
broadcasting’s history and sizes up 
its present potential for advertis- 
ers, turns out to be an impressive 
argument for ‘the use of radio, 
particularly the local and regional 
variety. 

BBDO notes that though “radio 
no longer attracts vast simultane- 
ous audiences, the audience ac- 
cumulates all day long”...and 
that “radio and the American peo- 
ple remain inseparable compan- 
ions.” People, according to the 
agency, turn to the set for com- 
panionship and information. 

Radio is particularly effective 
in the daytime, the report em- 
phasizes, noting that it reaches 
more than twice as many homes as 
tv during the morning and early 
afternoon periods. Accordingly 
BBDO advises: 

“National advertisers who are 
interested in reaching housewives 
during the daytime can do an out- 
standing job with television—in 
30% of U. S. homes. For greater 
reach and frequency radio is a 
must in 55% of tv homes and in 
100% of ‘radio-only’ homes.” 


# The five areas in which radio 
continues to play an important—if 
unglamorous—role are listed as 
follows: 

1. In reaching the majority of 
housewives in the daytime. 

2. In réaching teenagers and 
young people, in and out of the 
home. 

3. In reaching the non-tv seg- 
ment of the population, particular- 
ly in the South and on the farm. 

4. In providing immediate and 
complete information service on 
news, weather, etc. 

5. In serving the varied likes of 
sports lovers, music lovers, foreign 
language groups, farmers, shut-ins, 
travelers and minority interest 
groups. 

The report suggested that buyers 
should recognize the “workaday” 
status of radio and the many dif- 
ferent needs it answers for many 
different kinds of people in many 
different localities. Except for sit- 
uations in which network daytime 
radio is suitable, the emphasis 
will be on local and regional buys. 


= “The influence of the so-called 
power-house stations is virtually 
a thing of the past. It is no longer 
possible to achieve effective cov- 
erage of one or more states with a 
single clear-channel station,” the 
report says. 

“Advertiser and agency will 
have to approach radio selectively. 
The dgys of ‘tonnage’ buys, where 
low cost overrides all other con- 
siderations, are over. Though price 
should, of course, be one factor to 
consider, even saturation cam- 
paigns should be examined from 
every aspect—the type of station, 
the type of program and the type 
of audience attracted. 

“This also implies variation in 
the type of commercial copy—not 
a single appeal for all segments of 
the market. Buying radio will be 
harder work.” 


® BBDO warns that there also is 
more hard work in store for broad- 
casters: “The burden of program- 
ming—and of finding out how to 


what form of radio to buy” 


A file of 3x5” cards, each of 


program—will lie with the indi- which lists one of the 1,000 larg- 
vidual station. The station which | St industrial corporations in the 
recognizes this need for qualitative tion, has been issued by Market- 
information about its audience and | i%& Facts, 424 Madison Ave., New 
takes steps to provide it will be | Y°rk- In addition to the corporate 
ahead of the game. Some stations |"@™me, the cards list the address, 
are already wrestling with this |®@me of top executive, latest fig- 
problem.” |ures on total sales, corporate as- 


As for network radio, the agen- sets and net profits for the most 


‘ recent fiscal year, as well as com- 
cy points out that nighttime is be- | ° 
ing programmed mainly for par- | Pany rank among the 1,000 cor-| 
ticipation sale, with spot carriers | porations. The file, hve hich sells for | 
priced a good deal less than the| $50 in a hardwood file case, will be McGowan 
_| supplemented by quarterly infor- 
the latest available | AFA OFFICERS—New officers of the 10th district, Advertising Federa 
use them: DO says i ‘ | tion of America, elected at the Houston convention, are Frank 


| data 
depends: | McGowan, Wall Street Journal, Dallas, governor; Bob Roth, KONO, 


“Use of any one of these network | F 
plane the Mrs. America Names Carroll San heads his 
flexibility of local buys and selec Alice Carroll, formerly director | 
tivity in reaching special groups. | of sewing and needlework at Good | 
Whether or not this is important | Housekeeping, has been appointed | York. Thomas J. Fagan, formerly|of the American Gas Assn. as a 
depends on the advertiser and the | director of fashions and sales pro- | with Financial Displays of Miami,| special agent on the Mrs. Amer- 
type of message he wants to get! motion for Mrs. America Inc., New |has joined the promotion bureau! ica campaign. 
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e 2 ’ age is 41, 69.2% own homes and 

Moose Magazine | 
Also included in the report are 

Survey Deilves into findings from a special survey 


Moose Way of Life | 


Cuicaco, Oct. 9—Moose Maga- 
zine has completed and is publish- | 
ing what it calls “the most com- | 
prehensive study ever made in the} 
fraternal organizational field.” | 

Based on a survey questionnaire | 
sent to every 80th name on the, 
Loyal! Order of Moose membership 
list of 855,000, the study includes 
such data as occupation of Moose | 
members, marital status, how! 
many children, home ownership, | 
major purchases planned this year, | 
car ownership, sports interests, 
smoking habits and type of re- 
freshments served when entertain- 
ing. In addition, information is 
included on Moose Magazine 
reading habits. 


® The survey showed that earn- 
ings of Moose members average 


more than $6,000 a year, average 


conducted in 1955 among the 
Moose lodges on beer brand pref- 
erences and purchases. 

Copies of the survey summary 
may be obtained without charge 
from Moose Magazine, 1231 Loyola 
Ave., Chicago. 


Floyd to ‘Ohio Builder’ 

Lee Floyd Jr. has been named 
director of advertising of the Ohio 
Builder, monthly publication of the 
Ohio Home Builders Assn., Colum- 
bus. Mr. Floyd, who _ succeeds 
Thomas W. O’Brien, formerly was 
with WHKC, Columbus, and 
WDOK, Cleveland. 


Harris Joins Nicosia 

Al Harris has been appointed 
merchandising director of William 
Nicosia Advertising, New York, a 
new post. Mr. Harris has held sales 
and advertising posts with Reliance 


Pencil Corp. for the past 10 years. | 


Peterson 


French 


Sunnen 


OVER THE HUMP—Here, at a party celebrating Oakleigh R. French & 

Associates’ 25th anniversary, are Mr. French, Joseph Sunnen, pres- 

ident of Sunnen Products Co., and M. F. Peterson, president of 

Carter Carburetor division of ACF Industries. Both of these com- 
panies started with the St. Louis agency in 1931. 


Here it is—to help you plan marketing 
and advertising campaigns 


For many years agencies and advertisers have asked for com- EAST—SOUTHEAST 
; 51 
plete spot radio market information. Now, for the first time, SpringHield 
‘ Krw Cleveland 50,000 
it is available in one concise reference for radio markets ww) Dewelt 5,000 
KDKA Pittsburgh 50,000 
across the nation shown in the list on this page — with WFBL eee 
ions i i wesc Charleston, S.C. 5,000 
stations that cover over 46% of all the radio sets in the wes ou soe 
United States. WSVA 5,000 
WPTF Raleigh—Durham 50,000 
WDBJ Roanoke 5,000 
A busy advertising or sales executive can have at his finger MIDWEST—SOUTHWEST 
tips —a history of the market, retail outlets, radio and WHO én Matias 50,000 
television facilities, newspaper circulations an rates, an wee Son ian 
economic factors that prevail. All yours for the asking. bl norte i 
WIRE Indianapolis 5,000 
KMBC-KFRM City 5,000 
Wisc Madison, Wis. 1,000 
KFAB Omoha 50,000 
WMBD Peoria 5,000 
KFDM Beaumont 5,000 
KRIS Corpus Christi 1,000 
WBAP Ft. Worth—Dallas 50,000 
KENS San Antonio 50,000 
PETERS, GRIFFIN, WOODWARD, inc. — MOUNTAIN AND WEST 
Pioneer Station Representatives Since 1932 
KEX Portland 50,000 
250 PARK AVENUE © NEW YORK 17, NEW YORK KIRO Seattle 50,000 
CHICAGO DETROIT ATLANTA FORT WORTH HOLLYWOOD = SAN _ FRANCISCO 
230 N. Michigan Ave. Penobscot Building Glenn Building 406 W. Seventh St. 1750 N. Vime St. Rus Building 
Chicago 1, lilinois Detroit 26, Mich. Atlanta 3, Georgia Fort Worth2,Texas Hollywood 28, Calif. San Francisco 4, Calif. 


63 
Agencies Shift as 
Standard Oil (N.J.) 
[Buys Two Companies 


Cuicaco, Oct. 9—Standard Oil 
Co. (New Jersey) entered this 
market for the first time last week 
when it announced that it had ac- 
quired two local petroleum mar- 
keting companies, South Side Pe- 
troleum Co. and Perfect Power 
Corp., and their affiliates. 

A shift in the status of the 
agencies handling advertising for 
the two companies will occur Nov. 
1. Maryland Advertising, agency 
for South Side and its chief sub- 
sidiary, Oklahoma Oil Co., will 
continue as the South Side agency 
for at least a year, and will take 


Nov. 1. 

The Perfect Power account cur- 
rently is handled by Sidney Clay- 
ton & Associates. It bills about 
$150,000 yearly. South Side, which 
co-sponsors the telecasts of the 
Chicago White Scx and Chicago 
Cubs baseball games (with Hamm’s 
beer), will bill about $850,000 this 
year, 

Standard’s agency is McCann- 
Erickson, New York. 


@ South Side operates 77 retail 
service stations, which market 
gasoline under the Oklahoma 
brand. Perfect Power has 47 serv- 
ice stations, marketing its gas un- 
der the Perfect Power name. The 
two companies operate a total of 
five small bulk plants. 

Standard is expected to continue 
marketing the gasolines under the 
names of the recently acquired 
companies for the present. In the 
deal, South Side stockholders re- 
ceived 122,500 shares of Standard - 
common in exchange for their 
stock. Perfect Power stockholders 
received about 55,000 shares of the 
same common stock. 

The deal would amount to about 
$9,000,000, based on the current 
market value of Standard stock. 


Howard Dieh! Opens Agency 

Howard J. Diehl, formerly cre- 
ative director of A. M. Sneider Co., 
has opened an agency ai 220 E. 
42nd St., New York. The agency, 
Howard Diehl Advertising Co., 
will specialize in chemical-indus- 
trial accounts. 


Rumage Opens Direct Mail Co. 

George V. Rumage} who has 
retired recently as managing di- 
rector of the Direct Mail Advertis- 
ing Assn., has opened his own di- 
rect mail consultant service at 52 
E. 72nd St., New York. 


Government Business Is Good Business! 
Get your share throvch time-tested 


Official Journal of AFCEA 
There's volume and profit and PRESTIGE 
on tap for manufacturers of communica- 
tions and electronic a, but you've 

ig 


to at it the ri way. Preparation 
Tue is very important, and Bee-line 
approcch to the personnel who really 
count is most essentic!. 


Through the inex ve pages of SIGNAL 
ou reach the 10 primary Defense 
ers and sub-contrectors who, as mem- 
bers of the Armed Forces Communications 
and Electronic Association, firmly rely 
upon their “house organ” for authoritative 
information and news of current develop- 
ments. Equipment nesds, technical im- 
provements, case om authored 
experts—-SIGNAL feeds it to ‘em, an 
how they do eat it up! To skim the very 
of Government communications 
services 


Wm. C. & Associates 


over the Perfect Power account. 
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in SIGNAL. 
Mo wasted ammunition here 
%\... every shot goes home! 
Investigate this Bee-line 
\\ route to profitable 
Detense business 
1475 Broadway, New York 36, 
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WITH 


57% ON THE ILLINOIS SIDE 


ROCK ISLAND + MOLINE « EAST MOLINE 
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one of the 
FIRST 100 MARKETS 


<The 


Rock Island Argus 


The Moline Dispatch 


FTC Examiners at 
Odds on Insurance 
Ad Ethics Cases 


WaAsuincTon, Oct. 9—Two Fed- 
eral Trade Commission hearing ex- 
aminers have reached opposite 
conclusions in cases involving 
health insurance companies which 
have dropped controversial adver- 
tising claims and agreed to abide 
by the commission’s trade practice 
rules for their industry. 

Hearing Examiner J. Earl Cox 
heaped praise on American Life & 
Accident Insurance Co., St. Louis, 
ruling that the company’s initia- 
tive in developing higher advertis- 
ing standards for the industry had 
already achieved everything FTC 
might achieve if it issued a cease 


and desist order to curb question-| 


able practices which were used in 
the past. 

But Hearing Examiner Frank 
Hier had no compassion for two 
other insurance companies which 


very high per capita income, you can paint a beautiful 
sales picture of the Pacific Coast, if you reach all the 
people. No matter what other media you may use, Don 
Lee (and only Don Lee) with its 45-station radio net- 
work, will add the broad base you need for complete 
coverage of the Pacific Coast. 


DON LEE IS PACIFIC COAST RADIO 


Represented nationally by H-R Representatives, Inc. 


With its population almost 18 million, and with its 
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also argued they had abandoned 
controversial claims and agreed to 
abide by trade practice rules. He 
said these voluntary actions—by 
Educators Mutual Insurance Co., 
Lancaster, Pa., and Minnesota 
Men’s Commercial Assn., Minne- 
apolis—offer no real protection for 
the public, particularly since the 
companies are still maintaining 
that they had a right to make the 
claims which the FCC has ques- 
tioned. 


# In his ruling proposing to dis- 
miss the case against American 
'Life & Accident, Mr. Cox noted 
that the company had misrepre- 
sented amounts payable for sur- 
gery, death benefits and the extent 
of coverage in accident and sick- 
ness cases, but he stressed that it 
had already discontinued these 
misrepresentations and “has shown 
its good faith by word and deed.” 

He said American Life was one 
of the first to suggest trade prac- 
tice rules for the industry follow- 
ing the issuance of complaints 
against 41 companies, and in 1950 
it had been active in drafting trade 
practice rules for the mail order 
insurance industry. He said this is 
a case where resumption of the 
practices “cannot reasonably be 
anticipated.” 

Taking a completely opposite 
approach to the situation, Mr. Hier 
took no assurance from the fact 
that Educators Mutual had aban- 
doned disputed claims. “Since the 
company is doing what the com- 
plaint seeks to accomplish,” he 
said, “it seems it would not oppose 
an order. However,” he added, 
“since the company contends its 
| advertising is not false and that it 
|}has a right to continue such ad- 
| vertising, how can the public rest 
| assured it will not be resumed in 
| such a competitive industry?” 
|@ To Minnesota Commercial, 
| which stressed the fact that it is 
jabiding by FTC’s trade practice 
|rules, he replied: “These rules are 
|advisory and do not have the force 
|}of law. Non-compliance does not 
necessarily constitute law viola- 
| tion; compliance constitutes, per se, 
|no defense to law violations.” 

Rulings of the two examiners in 
all three cases are subject to re- 
view by the FTC. Meanwhile, IIlli- 
nois Traveling Men’s Health Assn., 
Chicago, became the sixth of the 
41 health insurance companies to 
accept a consent order requiring it 
to drop practices challenged by 
FTC. In two other cases which 
have been completed, FTC has is- 
sued final cease and desist orders, 
while several others are pending 
before hearing examiners. 


Ramsey Names Copeland 
President; Rice Exec VP 

L. W. Ramsey Co., Chicago, has 
appointed Royden W. Rice exec 
vp, succeeding Lea H. Copeland, 
who becomes president of the 
agency. Arno C. Naeckel, formerly 
president, becomes chairman of the 
board. 

Mr. Rice formerly was director 
of the preserve division of Glaser, 
Crandell Co., Chicago, packer of 
Everbest preserves and pickles. 
Prior to this, he was an account 
executive with Ruthrauff & Ryan 
for 12 years. 


Illustrated Films Bows 

Illustrated Films Inc. has been 
formed, with offices at 8460 Santa 
Monica Blvd.; Hollywood. Officers 
are Norman Maurer, president; 
Moe Howard, vp, and Leon Maur- 
er, secretary-treasurer. The com- 
pany will produce animated tv 
commercials. 


Strong Heads O’Keefe’s PR 

Frederick B. Strong has been 
appointed public relations manager 
of O’Keefe’s Brewing Co. Ltd., 
Toronto. Before joining O’Keefe’s 
in August, Mr. Strong had been 
with Ford Motor Co. 
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Federal.Reserve points Milwaukee 


Boomtown 
bank debits 18%—home building 33% 


The Federal Reserve Bank of Chicago, in its Septem- 
ber issue of ‘BUSINESS CONDITIONS,” again reports on 
Milwaukee as “‘the midwest’s boomtown in 1956... 
showing strength in housing as in most other measures 
of activity.” 


Milwaukee bank check transactions in July (daily 
average) were up 18% over July 1955—up 14% for the 
year. Employment is at an all-time high mark. Factory 
wage earner pay rolls averaging over $56,000,000 


monthly are 15% over 1955. Home building exceeds all 
past levels—up 33% in dollar volume and 24% in units 
over the first seven months of 1955. Department store 
sales were up 10% in the four weeks ending September 
8, compared to the same period last year. 


Here’s a market where your sales efforts should be in 
high gear. In THE MILWAUKEE JOURNAL alone, you 
can reach 9 out of 10 families in this busy, top-spend- 
ing metropolitan area of a million people. 


The Milwaukee Journal 


National Representatives—O’Mara & Ormsbee, Inc. 


New York Chicago Detroit 


Los Angeles San Francisco 
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Matchless 


Marketing 


Experience 


for anyone who 


SELLS DOCTORS 


Pharmaceutical advertisers have invested millions 
of dollars over the years, planning and producing 
advertising that will influence doctors . . . and 
carefully analyzing results. On the record, their 


methods, decisions and conclusions must be sound. 
No one knows the medical market like these manu- 
facturers who work hand and glove with the doctor. 


This is how the pharmaceutical industry 


placed space in medical journals in 1955: 


TOTAL PAGES 


MODERN MEDICINE 3,323 
J.A.M.A. 2,900 
Medical Economics 1,887 


MODERN MEDICINE 7s your most 


effective vehicle 


Millions of dollars worth of medical marketing experience 
says so. If the doctor uses, prescribes or recommends 
products like yours . . . if the doctor can affect your sales 
curve ... you ought to advertise your important products 
in every issue of Modern Medicine. This is the journal 
America’s most successful advertisers have found to be 
the most powerful advertising medium in the medical field. 


For Increased Sales Tomorrow— 
Concentrate in the Doctors’ Market Place 


MODERN 
MEDICINE 


The Journal of Diagnosis and Treatment 


Minneapolis +» New York + Chicago + San Francisco + Los Angeles 
in Canada: Modern Medicine of Canada 


In Great Britain: Modern Medicine of Great Britain 


CID ,,, 
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mMASCOT—Lawrence Emley, president of Kiwi Polish Co., poses with 


his company’s products and a stu 


ffed Kiwi bird. He collects such 


stuffed Kiwi birds as a hobby. 


As Competitors Scoffed .. 


Wingless Kiwi's 


Sales Fly High 


Despite Price Tag 


‘Down Under’ Shoe Polish 
Returns to Australia 
with U.S. Olympics Team 


PoTTstown, Pa., Oct. 9—The 
shoe polish the U.S. Marines made 
famous—the Kiwi brand—will 
shine even more brightly during 
the coming year as the Australian-| 
based company celebrates its fifti- 
eth jubilee year. 

To help mark this anniversary, 
Kiwi Polish Co., Pottstown, manu- 
facturer of Kiwi products in this 
country, is expanding its product. 
It first will introduce two new 
products. Then it will coordinate | 
a promotion with the Marine Corps | 
and also will cooperate with the 
U.S. Olympic team, which will 
travel to Australia for the Olym- 
pics later this year. 


® The company also has planned 
a heavy national publicity cam- 
paign to tie in with a heavy con- 
sumer advertising program in Sun- 
day supplements, regional newspa- 
per and radio and tv spots and 
participations. 

Since the famous wingless Kiwi| 
birds, which are rapidly becoming 
extinct, are rare in this country, | 
the company may make special | 
presentations either of stuffed 
birds or of special art built 
around the New Zealand fowl! to 
the Marine Corps and to zoos 
around the nation, the company 
says. 


|@ To help introduce the company’s 


new Kiwi liquid shoe shine, plus 
promotion for its famous paste 
polish, the ad program will include 
space in American Weekly, the 
Hearst Sunday Group, Parade and 
the supplements of the Atlanta 
Constitution, Kansas City Star, 
Dayton News and Chattanooga 
Times. 

A series of 500-line ads, in 
which the company will offer to 
refund 35¢ cash to anyone pur- 
chasing the new Kiwi liquid shoe 
shine (which will retail for 39¢, 
the highest-priced liquid shine in 
the country), will appear in news- 
papers in virtually every market. 

One-minute tv spots promoting 
the new product will also appear in 
all major markets, supported by 
radio. 

Kiwi also is planning some tele- | 
vision network participation in the 


course of the fall and winter. 

The initial portion of the ad 
drive will run from mid-October to 
next February. Extension of the 
campaign will depend upon the 
success of the initial drive, Law- 
rence Emley, president of Kiwi, 
told ADVERTISING AGE. 


s The first regional market to get 
the 35¢ return introductory offer 
will be Houston, Tex. Other mar- 
kets will break shortly afterwards. 
Another new product soon to be 
introduced will be Kiwi Sport, 
made for waterproofing and pre- 
serving leather sporting goods. 
The campaign, combining the 
new product and institutional copy, 


Amazing offer by KIWI: 


mail you 


to try new KIWI Liquid Shoe Shine 


ii 
i 


WH good for the whole family’s shoes! 


BARGAIN—Kiwi Polish Co. promotes 
its 35¢ cash refund offer with ads 
like this. 


will be about 10% heavier than the 
1955-56 fall and winter drive. 

The famous Kiwi bird insigne 
will be used prominently through 
the campaign. 


s As part of the jubilee celebra- 
tion, American Olympic contend- 
ers will receive special Kiwi kits 
when they arrive in Australia 
later this year to participate in the 
games. 

This now-famous name among 
shoe polishes grew out of the 
heavy preference the Marines re- 
portedly showed for the brand in 
Australia and throughout the Pa- 
cific during World War II. When 
they returned to the U.S., their de- 
mand for the product helped secure 
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a national market for the product. | 
(The Kiwi Polish home office is | 
in Melbourne.) | 


® Actually the Marines first used 
Kiwi in Shanghai in 1937. Shortly 
afterward, a New York distributor 
imported some of the paste polish 
from London and offered it as a’ 
high quality (and high price—25¢ | 
a can, as against 10¢ for American- 
made products) product. Imports 
grew. 

In 1948, however, the company 
established a factory in Philadel- 
phia to manufacture and distribute 
the Kiwi products, the move stem- 
ming directly from the popularity 
for the brand name established by 
the returning Marines. 

Its growth is considered unusual 
for this country in view of the 
price. 

As Mr. Emley puts it, “Amer- 
icans have learned how to care for 
their leather footwear, and the ap- | 
pearance of men’s footwear has 
improved.” 

He credits this to the lead taken 
by Kiwi with a stain polish, which, 
he says, domestic manufacturers | 
have tried unsuccessfully to copy. | 


s Today, Kiwi ranks among the 
top four shoe polishes sold in the 
U.S. Its business runs in the seven | 
figures and has increased consist- | 
ently since 1948, though Kiwi oom-| 
petition had frankly scoffed at the 
product, feeling that the high price 
would prevent it from making sub- | 
stantial headway. 

The newest Kiwi product is also | 
retailing for more than compara-| 
tive liquid polishes. The liquid! 
shine, Mr. Emley explains, is not a 


BIG SHAVER— 
Joe Greengrass 
“shaves” with a 
Roto Clipper that 
changes blades 
like a razor. This 
is one side of a 
four-color insert 
for Falls Prod.« 
ucts, Genoa, IIL, 
in October issues 
of Mart, Electri- 
cal Merchandis- 
ing, Retailing 


Daily and Hard- 
ware Age. Gour- 
fain-Cobb Ad- 
vertising Agency, 
Chicago, is the 
agency. 


PER 


Label Bank Adds Six Clients; 


Swanson Resigns as Principal 

Label Bank, brand label re-| 
demption service, has added six) 
new clients. They are Hilton’s Sea 
Food Products, Seattle, for Hil- 
ton’s oyster stew and Ala King 
sauce; Burbank Canning Co., Bur- 
bank, Cal., for Burbank hominy; | 


Erwin-Wallert Co., St. Louis, for | the New York branch of the Better | 


Co., San Francisco. 
H. N. Swanson, one of the prin- 
cipals in the company, has re- 


signed. Betty Moore and Terrea| 


Lea are now sole owners. 


Meredith Boosts Freeman 


Meredith Publishing Co. has 
appointed Richard H. Freeman to 


Taplinger, Ruff Merge | 

Robert S. Taplinger & Associates 
and Carl Ruff Associates, New| 
York public relations companies, | 
have merged, forming Taplinger-'| 
Ruff Associates, 608 Fifth Ave.,' 
New York. Mr. Tapiinger, who re- 
cently became vp and director of 
|advertising and public relations of 
Warner Bros. Pictures, will serve 
as a director of the company. Mr. 
Ruff is president of the combined 
_ operation. 


singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chica go 3 


REMEMBER... 
when you’re 
placing 
automotive Am 
adver- 


tising ' JTC 


A Brush-Moore Newspaper ee 
represented nationally by 


HERE'S 
THE ONLY 
WAY TO 


SELL 
CANTON 


scuff type. It is actually a wax Keep’s bowl cleanser; Marlo Pack-|Homes & Gardens sales staff. Mr.| 
emulsion shine containing silicones | ing Corp., San Francisco, for a line |Freeman, who joined Meredith in| ie y e 


and is water repellent and a pre- of canned meats, stews and chili;|January this year, has worked as| . 


servative. 


Shasta Water Co., San Francisco, a sales analyst and an assistant on | 


Street and Finney, New York, is for Shasta E-Z Squeeze syrups | the BH&G 1956 Home Improve- 


the Kiwi agency. 


|and toppings, and Belfast Bottling |ment Contest program. 


OURCE: 1955 Y 
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Newspaper Advertising Linage 


August, 1956 
Media Records Reports for 52 Cities 
Aug. Aug. Per Cent Janvary-August Per Cent 
Classification 1956 1955 Change 1956 1955 Change 
Retail (total)* ....122,997,896 114,258,574 + 7.6 983,992,569 956,208,423 + 2.9 


(Dept. Stores) 45,912,600 43,420,834 + 5.7 357,144,516 355,286,798 + 0.5 
General oo... 26,430,465 23,799,801 +11.1 264,801,821 239,931,239 +10.4 
Automotive ......... 12,426,109 15,913,907 —20.7 117,876,700 122,570,059 — 3.8 
Financial ............ 2,748,765 2,656,835 + 3.5 30,550,600 27,047,484 +-13.0 

Total Display 164,803,217 156,629,117 +- 5.2 1,397,221,690 1,345,747,205 + 3.8 
Classified ............ 62,493,961 63,120,863 — 1.0 494,571,412 467,352,401 + 5.8 

Total 


227,297,178 219,749,980 +- 3.4 1,891,793,102 1,813,109,4606 + 4.3 
* Includes department stores. 


T he Only Exclusive Gas Heat- 
ing Magazine for the Dealers, 
Wholesalers, Gas Utility 
Heating Men, and Manv- 
facturers who have Equip- 
ped 8 Million Homes with 
Central Gas Heating and 
20 Million Homes with 
Gas Water Heaters. 
Write for full facts: 


Radio Spot Names Two: | 
Leslie Arries to CBS-TV Spot 

| Richard G. Cruise, sales devel- 
opment representative in the New 
York office of CBS Radio Spot 
Sales, has been named head of the 
company’s Detroit sales develop- 
ment office. He has been with CBS 
since 1954. John De Waal, former- 
ly with WBBM, Chicago, has been 
appointed to the Chicago staff of 
CBS Radio Spot Sales. 

Leslie G. Arries Jr. has re- 
signed as general manager of 
WTTG, Washington, to join CBS- 
TV Spot Sales in Chicago. Mr. 
_Arries has been with the DuMont- 
owned station since July, 1953. 


Schering Corp. Names Pott 

Schering Corp., Bloomfield, N.J., 
pharmaceutical manufacturer, has 
appointed William L. Pott assist- 
ant international advertising man- 
ager. Mr. Pott formerly was adver- 
_tising manager, central American 
and Caribbean markets, Nestle’s 
Products Export Inc., Stamford, 
Conn. 


REALLY 


JOE FLOYD 


A-R-O-U- 


GETS 
N-D ! 


Stamler Kochenthal Lambe 


Advertising Age, October 15, 1956 


Pellegrin 


WENT THAT-AWAY—Robert J. Kochenthal, account executive at Ed- 
ward Petry & Co., won the yellow hole-in-one tournament spon- 
sored by Pepsodent at the amusement industry’s annual golf 
tournament on Sept. 26 at Vernon Hills Country Club. Mr. Kochen- 
thal came closest to hitting the yellow golf ball into the seventh 
hole, thus answering Pepsodent’s jingle, “Wonder where the yel- 
low went,” and picking up a portable tv set as his prize. The 
smiling partners in his foursome were Joe Stamfr, WABC-TV; 
Bob Lambe, WTAR-TV, and Frank E. Pellegrin, vp of H-R Rep- 


resentatives. 


AFA Elects Officers in 

Seventh and Eighth Districts 
Lester F. Gingold, advertising 

director of Sears, Roebuck & Co., 

Memphis, has been elected gov- 

ernor of the seventh district of the 


Advertising Federation of Amer-| 


ica. Other officers are Martin J. 
Johnson, Mobile, 1st lt. gov.; Rob- 
ert Hess, New Orleans, 2nd It. gov.; 
Charles Gordon, Nashville, 3rd It. 
gov.; Warren Billingsley, Memphis, 
secretary, and Marilyn Alexander, 
Baton Rouge, treasurer. 

In the eighth district, Gordon M. 
Malen, advertising manager, First 


National Bank, Minneapolis, was 
elected governor. Other officers 
are Richard G. Wells, Milwaukee, 
lst It. gov.; Jack Swedish, Racine, 
2nd It. gov., and Kay Runyon, 
Minneapolis, secretary-treasurer. 


Moloney Forms Company 

Edward J. Moloney, a publicist, 
has set up Prize Productions, New 
York, to produce commercial, en- 
tertainment and educational mo- 
tion pictures and slide films. Mr. 
Moloney, who will keep his pub- 
lic relations business, has been 
branching out into film work for 
some time. 


His KELO-TV covers the rich 3-state 
money market. It’s a big family, big 
buying market that looks to Joe's 
KELO-TV for both entertainment 
and news—news about your 
product. 


Add Joe's neighboring KDLO-TV 
and you get two big markets for 
your one buy across the board. 


General offices in Sioux Falls, $.D. 
NBC « ABC e CBS 


JOE FLOYD, President 
Evans Nord, Gen. Mgr. 
Larry Bentson, V. P. 


H-R to TV and AM 


The Future Farmer . . . 
has buying power Today! 


The National Future Farmer subscriber has his own 
personal income for he is a partner in a family busi- 
ness. And in many instances, he sets the example for 
Dad to follow... 


No Program is Complete Without a Youth Program 


The National 


Future Farmer 


Owned and Published by the Future Farmers of America 


Box 29, Alexandria, Va, 
Phone EDgewater 9-5133 
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the man who 
leads dual life 


Look at the size and scope of the Seagram Distillers advertising program, and you wonder 
how George finds time to relax. 


When he does get his chance, you'll find him casting for trout — or trap shooting — with the 
same vigor, and enjoyment, he gets from his daily work. 


How he lives is typical of the more than 900,000 “dual-life” men who read Sports Afield. 
Here is a special breed who buy every kind of product that goes with enjoying their hobby— 
but who indulge their “urge to splurge” in just plain everyday living, too. 


How well — and how often — these men buy can be seen in the outstanding success stories 
in the files of Sports Afield. For here is where their “urge to splurge” begins. 


Whatever you’re selling — from autos to toiletries — you'll find it pays well to talk directly 
to the “dual-life” men of Sports Afield. 


SPORTS AFIELD 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N.Y. 


where sportsmen get the urge to splurge 
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Coming 
Conventions 


Concentrate in 
the Target Market 


Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 
Oct. 15-16. Agricultural Publishers 
| Assn., annual convention, Chicago Ath- 
letic Assn., Chicago. 

Oct. 15-19. 53rd annual National Busi- 
ness Show, New York Coliseum. 
| Oct. 17-18. National Business Publica- 
| tions Chiesgo reeional conference, Sher- 
Maton-Blackstone Hotel. 

Oct. 18-19. Audit Bureau of Circula- 
| tions, 42nd annual meeting, Drake Hotel, 


with the Automotive Leader 


Automotive advertisers place more display advertising linage in Three rich West Bay counties— 
The Call-Bulletin than in any other San Francisco newspaper— San Francisco, San Mateo and 


because this newspaper concentrates its circulation (and their Marin—make up the compact, ee RINGER, president of Ringer & | Oct. 19-20. American Assn. of Adver- 
| tisin: jes, 4 
advertising dollars). profitable TARGET MARKET. Associates, Los Angeles, has closed | aurora — 
his agency and joined the U.S. In-| Oct. 20-22. Screen Process Printing 
formation Agency as information ae International, Hotel Sherman, Chi- 
officer. Mr. Ringer, who turned his| Oct. 22-23. Boston Conference on Dis- 
: tribution, Hotel Statler, Boston. 
accounts over to Mogge-Privett,| New England Newspaper 
will spend two months in Washing-| Advertising Executives Assn., Parker 
epor ; House, Boston. 
| as before - ting to an overseas Oct. 22-24. Assn. of National Advertis- 
post. ers, annual meeting, Drake Hotel, Chi- 
cago. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 

Nov. 13-14. National Business Publica- 
tions, New York regional conference, 
Plaza Hotel. 

Nov. 15-17. Southern Newspaper Pub- 

Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 19-21. Fifth annual Advertising 
Essentials Show, Statler Hotel, New York. 

Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hotel 
Roosevelt, New York. 

Nov. 29. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 

Jan. 20-23, 1957. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago. 

Feb. 1-3, 1957. Eastern Intercity Con- 
ference of Women's Advertising Clubs, 
Baltimore. 

March 22-31, 1957. International Pho- 
tographic Exposition, National Guard 
Armory, Washington, D.C. 

April 25-27, 1957. Advertising Federa- 
tion of America, Fifth District, Fort 
Wayne, Ind. 

April 25-27, 1957. Advertising Federa- 
tion of America, Ninth District, Hotel 
Mayfair, Sioux City, Ia. 

June 8, 1957. Advertising Federation of 
America, Fourth District, Hotel Fontaine- 
bleau, Miami Beach. 

June 9-12, 1957. National Industrial. 
Advertisers Assn., 35th annual conference, 
Waldorf-Astoria, New York. 

June 9-13, 1957. Advertising Federation, 
of America, 53rd annual convention, Ho- 


The most for your money where it counts the most . . . 


tel Fontainebleau, Miami Beach. : 
Jack Wrather Buys All % 
Rights to ‘Lassie’ Series fi 


Jack Wrather, Los Angeles and 
Texas industrialist, has bought all) 
rights to the “Lassie” telefilm an 
radio program from Televisi 
Programs of America and Robert 
Maxwell Associates for a reported 
$3,500,000. Affiliated “Lassie” en- 
terprises are included in the sale. 
Associated in the purchase with 
Mr. Wrather, who three years ago 
bought up the “Lone Ranger” se- 
ries for a reputed $3,000,000, is 
John L. Loeb, senior partner of 
Carl M. Loeb-Rhodes, investmen’ 
bankers. “Lassie” sponsorship re- 
mains the same, and Robert Max- 
well continues as producer. 
Included in the purchase are the 
65 “Lassie” films made since 1954 
the new series of 39 programs tha: 
went into production in June and 
Harvey Picker, President of Picker X-Ray Corp., says: the 

’ most successful shows on the air- 
waves, it was sold, according to 
‘“‘Here’s an inside story on Picker X-Ray!”’ TPA, to give the company an im- 
mediate profit and a more favor- 
able tax situation. 


“You're looking into two important ingredients of Picker Whatever's needed always gets there — and fast! 
success — time and money. “How? By Air Express! Financial Ad Group Elects 
“Time is essential when a hospital's X-ray equipment needs “But still, money is a consideration. With Air Express Joseph W. King, treasurer of 
a replacement part. There are thousands of parts which no service — including delivery co the door — most of our ship- ph veer & ere _ been 
one could afford to stock-pile everywhere in the country. ments cost less than any other air service. 15 Ibs., for in- poe posthoons Pin rh ati: pout 
What happens? They call the nearest Picker office and stance, Cleveland to Milwaukee is $3.23. It's the lowest- Group of Chicago. Margaret Feely, 
the order is relayed co Cleveland, our manufacturing center. priced complete air-shipping service by $4.02!" assistant secretary of Earle Ludgin 


& Co., was named vice-chairman. 


appointed director of the new pub- 
GETS THERE FIRST via US. Scheduled Airlines lic relations division of Horton- 
: Noyes Co., Providence, R.I. Mr. 
B ti 

ALL AIR EXPRESS division of RAILWAY EXPRESS AGENCY bean Ot tae with the 


New Englander. 
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HIGH-SPEED COMMUNICATION 


for the best color printing at the lowest cost 


CLement’s two Eastern and two West Coast printing plants are 
in constant touch by teletype with customers, with each other, 


and with supplier. Teletype “comversations” solve problems JW CLEMENT CO. 


in minutes instead of days, meaning quicker delivery, often at 
Executive Ottices & Plant: 
If the customer is not equipped with teletype, Clement never 8 LORD STREET, BUFFALO 10, N. ¥. 
hesitates to phone and discuss the problem long-distance. High- ; Sales Offices: 
Graybar Bldg., New York, Fisher Bldg., Detroit 


ani ine’ printi Subsidiaries: Pacific Press, Inc., Los Angeles, 
and rapidly growing printing service, Another reason why lead- Phillips & Van Orden Co., San Francisco 


ing businesses take pride in and profit from sharp, clear color 


speed communication is vital to Clement's already nationwide 


printing by Clement. Yet it costs no more. 


ak om 


LORD BUPFALA, N.Y. 244 ERIE ST., BUPFALO, N.Y. SOUTH SOTO ST , LOS ANGELES, CAL, 870 BRANNAN 
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ROBERT L. INGOLD 

PHILADELPHIA, Oct. 9—Robert L. 
Ingold, 45, head of the R. L. Ingold 
Advertising Agency, died Oct. 
3 at Lankenau Hospital. He was | 
a specialist in bank and investment | 
advertising. Before starting his | 
own agency last year Mr. Ingold | 
was a vp and account executive in 
the local office of Albert Frank- 
Guenther Law. 


ROBERT R. HEYWOOD SR. 

New York, Oct. 9—Robert R. 
Heywood Sr., 82, board chairman 
of the lithographing company 
bearing his name, died Oct. 2 
in New York Hospital. He had 
been ill for the past five years. Mr. 
Heywood was formerly president 
and board chairman of Sinclair & 
Valentine Co., printing ink manu- 
facturer, and also had been vp and 
a director of the New York Print- 
ers & Bookbinders Insurance Co. 
He was active for many years as 
a director in the Lithographers 
National Assn. and the Lithograph- 
ic Technical Foundation. 


RODERICK A. DORMAN | 
New York, Oct. 9—Roderick A. 
Dorman, 72, office manager and 
personnel director of Batten, Bar- 
ton, Durstine & Osborn, died 
Oct. 3 at Lawrence Hospital, 
Bronxville, N.Y., after a short ill-. 
ness. Before joining BBDO in 1936, 
Mr. Dorman had been in the mil- 
linery business as head of his own 
company. 


WILLIAM M. MILLER 

New York, Oct. 9—William M. 
Miller, 59, president of Affiliated 
Public Relations Counsel Inc.,| 
died Oct. 3 in Memorial Hos- 
pital, Morristown, N.J., from in~ | 
juries suffered Sept. 22 in a tractor 
accident on his farm in Long Val-_ 
ley, N.J. Born in Glasgow, he came 
to this country as a young man 
and took a degree in journalism at | 
Northwestern University. Before 
founding his own business in 1946, | 
Mr. Miller had been a newspaper | 
reporter both here and in Chicago. | 
He was a member of the Public 
Relations Society of America,| 
Overseas Press Club and the Na-| 
tional Press Club. 


J. MORTON (MORT) LUBY 

Cuicaco, Oct. 9—Joseph Morton 
(Mort) Luby, 59, owner and pub- | 
lisher of the National Bowlers 
Journal & Billiard Review, died on | 
a train Oct. 1 enroute from) 
Fort Worth. He was returning 
home from a business trip. Mr. 
Luby founded the Bowling Writers 
Assn. of America. 


ENNIS R. HUMPHREYS 

Toronto, Ont., Oct. 9—Ennis 
Richard Humphreys, 57, national 
advertising representative for the 
Toronto Globe & Mail, died sud- 
denly at his home Sept. 24. He 
had been a member of the Globe 
& Mail advertising staff for 35 
years. 

He left the staff of the Globe & 
Mail in 1930 when he went to 
the Halifax Herald as advertising 
manager. The next year he re- 
turned to the Globe. He was a 
member of the Advertising and 
Sales Club. 


ROBERT S. JONES | 

ASHEVILLE, N. C., Oct. 9—Robert 
S. Jones, 78, former publisher of 
the Asheville Citizen and onetime 
president of the Southern News- 
paper Publishers Assn., died in a 
hospital here Oct. 3. He had been 
in ill health for some time. 

Mr. Jones came here in 1904 
and bought an interest in the 
Asheville Citizen. He was presi- 
dent, treasurer and general man- 
ager of the paper until 1918, when 
the newspaper was sold to George 


9—J. Grant Hyland, 49, founder | 
and owner of CJIC radio and | 
CJIC television stations, died Oct. | 
2 at his summer home. 

He opened the Sault’s first ra- 
dio station Oct. 15, 1934, and ex-| 
actly 20 years later broke ground 
for the CJIC teleivision transmit- 


| ter tower. Both the radio and tele-| 


vision studios are housed in the 
Hyland Bldg. here. | 

He was a former director of the | 
Canadian Assn. of Radio & Tele-| 
vision Broadcasters. 


RKO Appoints Galen 


Robert E. Galen, formerly re- 
seach director for ABC Film 
Syndication, has been named di- 
rector of research and promotion 
for RKO Television, New York, 
vidfilm distributor. 


‘Daily Facts’ Names Rep 
Daily Facts, Redlands, Cal., has 

named Western Dailies its national 

advertising representative. 


Wx1x’s Twelve Plan packs in so many customers 


at low cost that even herring packers are amazed, | 


The producers of Ma Baensch Herring “needed 
frequency of impact, package identification and 
emphasis on brand name.” Their agency reports: 
“All these goals were achieved through the Twelve 
Plan on wx1x, which has resulted in increases in 
total sales, in the number of retail placements, 
and in the frequency of purchase by retailers. A 
healthy progress at all levels!” 
how low-cost WXIX can pack 'em in for you. 


Let us show you 


CBS Owned « Channel 19 . Milwaukee 
Represented by CBS Television Spot Soles 


75 


Representative of supermarkets is this new 
Montesi store. Other chain stores in Jack- 
son include A & P and Kroger. 


WONTES| s 


Stevens & Associates. 


1, GRANT HYLAND 
Sautt St. Marte, Ontarro, Oct. | 


County Seat— 
Madison County 


85 miles from Memphis 
Number of Families 
11,300° 
Effective Buying income 
$50,842,000° 
Retail sales 


in nine classifications 
$41,328,000" 
FAMILY COVERAGE 


Combined 
~ Daily Circulation 


41.4 


Sunday 
28.5 


Number Eight of a Series Reflecting 
the Economy of the Mid-South 


This Two Billion Dollar 
Plus Market Is Made Up of 
Cities Such as Jackson, Tennessee 


Serene, Survey of Buying Power 


CAPS penetration into the buying centers that sum up in the nation’s 10th 
wholesale market puts sales power where sales are. Analyze city after city 
within a wide range of Memphis, and you find the same answer—“you get 
Memphis—and more, much more—-when you put it in CAPS.” 


Two Dailies and The South’s Greatest Sunday Newspaper 


HOWARD NEWSPAPERS 
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@ Detroit 2.61% 
=z \ Philadelphia 2.49 
@ Boston 2.04 
| @ St. Louis 1.18 
@ Cleveland’ =_—‘i14.15 
@ Baltimore 89 


combined are 


Minneapolis .89 
Buffalo 78 
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“Sa T REATEST SELLING FORCE IN FRENCH CANADA 


- ” 
) terre de nos aieux 
Champlain tren eté, dans toute le verité dy mot, le 
.. west dépemeé sans 
propose — cehn d'tlargy ies fronteres du 
Canada ... faire une colonic forte ot proapére. 


Unies. Mass ce magnifique béritage 


worent toujours au complet Jeunes gens 
magoifique cerrtére 


Want to Advertise in French Canada? 


No Different from Rest 
of Canada Say Some, but 
Others Stress Differences 


MontTreat, Oct. 10—Most U. S. 
marketers understand that Canada 
is officially a bilingual country 
of which the French market is a 
substantial segment. Not all, how- 
ever, realize that it now represents 
nearly 40%, or about 5,000,000 peo- 
ple, largely centered in the prov- 
ince of Quebec and its queen city, 
Montreal. 

Nolin Trudeau, vp of Publicitee 
Services Ltee., Montreal, once de- 
fined it like this: “If your sales 
and advertising functions cover 
the whole of Canada, remember 
that from 25 to 30% of your cus- 
tomers are French-speaking. If 
you operate only in eastern Can- 
ada, your percentage jumps to 
over 40%. If you are restricted to 
Quebec province, it exceeds 80%. 
If you are a wholesaler or retailer, 
dealing only with the Greater 
Montreal area, your territory is 
more than two-thirds French.” 

Remarking that English-speak- 
ing admen are often astonished at 
the scarcity of trained French- 
speaking admen, Mr. Trudeau 


HERITAGE—This ad illustrates the technique and approach employed 

by Walsh Advertising to sell recruiting in French Canada. Note the 

employment of “O, Canada” (opening line from a popular poem) as 

headline material, the illustrations stressing French Canadian his- 

tory, and the appeal to young Canadians to protect this heritage, 
tradition and way of life. 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Diautres grands hommes ont poursuivi et mente a teen Voeuvre de 4 
Champlain. Nous pouvons étre fiers de nos ancétres ...fiers de 
Phéritage qu'ils nous ont Aujourd’m, le Canads est une 
pumsance mondiale, sa voix est écoutee avec respect aux Nations 
nous faut le déevelopper. 
le protéger contre towte aggression. le meriter en queique sorte. 
L'Armée canadienne, notre Armée. a pour role de sauvegarder 
nos libertes, nos traditions. uotre héritage Notre devow. nous 
Canadiens, c'est de veiler & ce que les effectifs de crite Armée 
_UArmee requbere du 
Canada vous offre de jouer ce réle tout eo vous tadlant ume 


Canadian 


Market 
Section 


Canadians Check Postwar Boom as 


vestment lure to foreign capital. 
Although the Bank of Canada has raised its interest rate, and 


| the national chartered banks have followed suit, there is consid- 


erable confusion about what ought to be done to harness the 
‘flow of new capital into Canada. 


This is in sharp contrast to last year's report when, although | 
the governments of the U.S. and Great Britain were taking reefs | ments are able to borrow money in 
‘in their inflation sails, Canada seemed to feel fairly secure— | the U.S. and escape the Canadian 


‘and sailed blithely along making no effort to curb consumer 


credit and lending facilities. 

. It now seems likely that Cana-| 
|da’s gross national product for | 
/1956 will be close to $30 billion, 
or at least $29.5 billion. This will | 
| represent very nearly a 10% gain 


lover 1955. Of the $2.8 billion in- | 


|crease between 1955 and 1956, | 


| Canadian Pacific Railway, told the 
treasury division of the Assn. of 
American Railroads last month 
that government appeals for re- 
straint have so far been directed 
“exclusively to the business and 


industrial sector of the economy.” | 


|however, about one-third is be- | 


|lieved to be represented by price 


| increases. 

By the beginning of autumn it 
was fairly clear that Canada was 
in a peculiar position. Its labor 


| supply was drum-tight; there was 


an alltime high of 5,823,000 em- 


| ployed in the Canadian labor force 


'in late August, about 182,000 more 
than at a comparable time in 1955, 


‘and it drew record wages. Labor | 


= In the first half of 1956, govern- 
|ment figures for labor income rose 
/$652,000,000 over the comparable 
period of 1955, and only about half 


the increase was attributable to in- | 


'creased employment. This trend is 
‘expected to continue through the 
| second half. 

One place the government’s fis- 
‘eal policy had quick and direct! 


results was in the construction and | 


Sales, Income, Production All Rise 


By John Crichton 

Orrawa, Oct. 11—The year 1956 will probably be remembered | 
as the year in which Canada tried to brake its boom. | 
After a postwar decade of uninterrupted expansion, the Do- 
_minion is now trying to forestall threatening inflation. One of 
the most difficult aspects of control is Canada’s tremendous in- 


before the war, and the industry 
has built a million homes in the 
postwar decade. The millionth 
home was finished in mid-Septem- 
| ber, and approximately one Cana- 
dian family in four is now living 
in a house completed since World 
War II. 


|® But the government’s policy on 
money and interest rates could be 
offset (1) if Canadian interest 
rates go so far out of line as to 
attract a flood of U.S. money; or 
(2) if Canadian corporations or 
municipal or provincial govern- 


squeeze. 
This, of course, directly relates 
to another problem: The amount 
of foreign investment—mostly U.S. 
—in Canadian industry. Most Ca- 
nadian business men acknowledge 
the contributions of U.S. capital 
in developing Canadian resources 
and industry, but there are dis- 
turbing elements in the direction 
taken by outside investment. 
| Foreign investment in Canada 
has increased from around $1.2 bil- 
lion in 1900 to about $13 billion, 
with about half the increase com- 
ing in the last ten ‘years. Of the 
$5.4 billion pumped into Canadian 
jindustry since the war, some $4.6 
was U.S. capital. 
Further, American 
has tended to concentrate in rela- 
tively few fields: Automobiles, oil, 


‘earnings for the second quarter hit | housing industries. Small specula- mining, chemicals and electrical 
an annual rate of $14,188,000,000, tive builders were among the first| goods. The Dominion Bureau of 
well above the $12,810,000,000 rate to feel the money pinch, and in| Statistics has calculated that 91% 
jin 1955. 


;}consequence housing starts are 


of U.S. investment in U.S.-con- 


The result has been a shortage |tailing off. Housing completions trolled businesses is lodged in 309 
‘of workers in construction, farm-/|may set a record, but the industry | companies. 


‘ing and logging, and rising wage | will inevitably be set back by the, These companies employ more 


Parlez Francais and Know the Idiom « 


says: “They should not be. Vir-' 
tually no advertising is created in| 
French for French-Canada. Thus, 
there is very little demand for 
competent, creative people in this 
language. Owing to a lack of de-| 
mand, very few invade the field .. .' 
good bilingual advertising special-| 
ists are as rare as hen’s teeth.” | 


® But if qualified advertising men 
are scarce, the market is lush. At 
the Quebec market conference in 
1955, George W. Ralph, vp of A. C. | 
Nielsen Co. of Canada, insisted 
that greater opportunities existed | 
in Quebec than in any other Ca- 
nadian province, and said the area | 
was ripe for development. He, 
noted that, while retail sales per | 
family are lower than for the rest 
of Canada, retail food sales per 
family are considerably higher. 
On the whole, he found Quebec | 
under-advertised. For 14 product 
groupings, he found that average 
advertising dollars spent per thou- 
sand population worked out to 


only $47 for Quebec and $73 for) 


the remainder of Canada. He 
pointed to a specific instance in 
which an advertiser, whose sales 
were 17% in Quebec and who 


demands have caused concern in 
ene business circles. Nor- | 


|decline in starts. 
Housing is important to Canada, 


than a fifth of all manufacturing 
employes, who take home more 


Crump, president of the | which was somewhat under-housed | than a quarter of all manufactur- 


Canadian Boom Continues Unabated into 1956 


(BILLIONS OF DOLLARS) 


( BILLIONS OF DOLLARS) 


30.0 7] PERSONAL EXPENDITURE 
r ON CONSUMER GOODS 18.0 
AND SERVICES 4170 
= 315.0 
at Market Prices ON NON-DURABLE GOODS 
110.0 
ff | + 9.0 
18.5 
PERSONAL EXPENDITURE +4 6.0 
23.0 ON SERVICES 
45.5 
—— 
45 
= PERSONAL EXPENDITURE + 
Enciuding occrued net income 
of Form Operctors 
1953 1954 1955 1956 1953 1954 i955 1956 


HIGH LEVELS—The booming economy is clearly re- 
flected in these two charts prepared by the Cana- 


(Continued on Page 89) 


dian government. Gross national product made an- 


other substantial gain in the second quarter of 1956 
and consumer expenditures showed gains in each 
of the three classifications shown. 
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Canada’s Export Picture: 24 Leaders 
July Jonvery-duly 


HALIFAX is one of the 6 Major Cities in aes 
Canada With Newspapers Over 100,000 ABC. 
25,101 ped 
In planning your schedules you will want to have this market on ae : mae 15 120788 
18,116 
your “A” list. The Halifax combination gives you complete coverage wae o.106 om 


i jori retail Petroleum & products 8.003 16,248 «59,705 
of the metropolitan area, and majority coverage of the whole 


trading area (N. S. Mainland). Cover this market Form implements & machinery 5791 55,919 


effectively .. . economically . . . with 


THE HALIFAX CHRONICLE-HERALD 


Precious metals (except gold) 


and THE HALIFAX MAIL-STAR [Betnnale 


Representatives: A. B. 107,581 Daily 


18,879 
6,638 
8,056 
4,876 
3,495 
2,410 
4,676 
1,802 
3,278 
4,572 
1437 
5,243 


The reason is obvious— 


—The Spectator has saturation coverage of Hamilton. 


(Sells more newspapers than there are homes in Hamilton. ) 
—The Spectator has the third largest retail lineage in Canada. 
—The Spectator reaches the buoyant and booming 
industrial payroll of Hamilton more than any other medium. 


—The Spectator’s readers . . . urban and rural... 


believe, and act on the advertising they read in the Spectator. 


The Hamilton Spectator 


One of the Eight Southam Newspapers in Canada 


TORONTO MONTREAL GREAT BRITAIN UNITED sos ae 
Southam Newspapers The Southam Newspapers F. A. Smyth Cresmer & Woodward Inc. (Can. 
™ 388 Yonge St. 1070 Bleury St. 34-40 Ludgate Hill, New York, Detroit, 


McCagvue, London, E.C.4, Chicago, Sen Francisco, 
K. L. Bower, Manager 4. C. que, Monager England 


ing earnings, and account for about 
30% of factory shipments. 
Significantly, the majority of 
these companies have no Canadian 
investors; only about one company 
in four has Canadian participation. 
But where Canadians were repre- 
sented, their investments ran high 
—about half the companies that 
had Canadian investors had more 


|than a quarter of their stock owned 


in Canada. 


® Over-all, American investors 
boosted their ownership of Canadi- 
an manufacturing from 35% to 
38% between 1948 and 1953, and in 
that year U.S. investors controlled 
43% of Canadian industry capital, 
as against 38% in 1948. 

It is important to remember that 
U.S. investment concentration has 
meant that primary iron and steel, 
textiles, clothing, foods, beverages, 
transportation, utilities, banking 
and insurance are all basically 
Canadian-owned. And as Canada’s 
fantastic economic growth contin- 
ues, the debt to foreign countries 
grows less burdensome. 

What is perhaps more import- 
ant for perspective is that Canadi- 
an investment in the U.S. economy 
has grown more rapidly propor- 
tionately than U.S. investment in 
Canada, and now stands at about 
$1.9 billion. 


® A year ago, ADVERTISING AGE 
found Canadians upset by the lack 
of available shares of stock in U.S. 
controlled companies operating in 
Canada. Recently, however, the 
Canadian government negotiated a 
new tax convention with the U.S. 
which permits a greater measure 
of investment by Canadians in 
Canadian branches of U.S. com- 
panies. 

The sober exchange of industrial 
stocks in Canada is somewhat 
overshadowed by the furious trad- 
ing of mining and oil stocks. To- 
ronto is Canada’s new financial 
center, and the Toronto Stock Ex- 
change now transacts a volume 
second only to New York’s “big 
board.” 

In 1955, the Toronto Exchange 
traded 1,519,694,000 shares, whose 
clearing value was $2,699,008,896. 
By comparison, the New York 
Stock Exchange cleared $32,830,- 
837,681 and 909,785,415 shares. 


® In 1955, the Toronto Exchange 
had some 14,000,000 share days, 
and hit 13,600,000 share level this 
spring. Last month, a combination 
of credit restrictions and deep con- 
cern over the Suez crisis depressed 
the trading level considerably. 

It was then running at around 
3,000,000 to 4,000,000 shares a day. 
Nevertheless, the frantic activity 
of the fall of 1955 and the spring 
of 1956 has made many of the Ex- 
change’s 101 members (8 Ameri- 


can companies) long for the pro- 
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selling 
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Canada 


500,000 MORE THAN THE NEXT PUBLICATION 


greatest coverage 


2 OUT OF 3 OF Alt THE ENGLISH-SPEAKING URBAN FAMILIES 


ADVERTISERS SPENT $6,100,000 IN WEEKEND IN 1955 


1.450.000 net paid circulation 


IN THE UNITED STATES, O'MARA & ORMSBEE HAVE THE FACTS AND FIGURES 


| 
4 
4 \ 
| | 
. { 
4 
" 
\ 
| 
| 
{ 
4 
| 4 
| 


osed new building. he pointed out to AA that the trad- 
G. Stuart Osler, of Osler & Ham- ing center has been in its present 
mond, is head of the Exchange, and! building only since 1936. The new 


Unmatched Coverage 
in Canada’s Largest City 


With more than 10% of Canada’s total population 
and 11% of its retail sales,“ Metropolitan Mon- 
treal represents a powerful and productive market 
. . . In this two-language city, the Montreal Star 
delivers near-saturation coverage of the English 
market plus the sales impact of family readership, 
in the home, every evening. 


*Sales Management 


She Montreal Star 


Represented nationally by O’Mara and Ormsbee Inc. 


building will be built on the site 


of the old Imperial Oil Bldg. at 
King & Toronto Sts., but it will 


probably be four years before the, 


Exchange moves to its new site. 


® In the meantime, some projects 
of the American stock exchanges, 
like wider participation and in- 
vestments on an instalment basis, 
haven’t been adopted in Canada. 
Mr. Osler says the Monthly In- 
vestment Plan (MIP) of the New 
York Stock Exchange has been dis- 
cussed by the board, and is regard- 
ed as something for the future. For 
now, the market is just too busy. 
The stock characteristics are dif- 
ferent, too. 

About 80% of the stocks traded 
on the Toronto Exchange last year 
carried a price of less than $25 a 
share, and the average price ran 
around $2.25. Further, the Ex- 
change feels that a higher propor- 


tion of Canadians own stocks than 


do Americans. 


Those who do hold shares got | 


handsome dividends in 1955— 


It costs Ko More 
to hire the whole band... 


MacLaren Advertising offers an advertising service that is 


phases. It offers Canadian experience, gained in over three decades of successful 
operation in Canada. It offers you the benefit of 360 first-rate advertising 
people, in fifteen fully-equipped departments. If you're bringing your business 
to Canada, we'll be pleased to show you how much more head-office service and 


Canadian experience can do for you. 


MacLAREN ADVERTISING CO. 


TORONTO « MONTREAL « VANCOUVER + WINNIPEG « OTTAWA + LONDON, ENG. 
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TOTAL RETAIL TRADE IN CANADA é 
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SALES JUMP—The Dominion Bureau of Statistics estimates that 
through July, 1956, Canadian retail sales were $7,605,649,000—up 
7.4% from 1955’s first seven months. So far each month of 1956 
has shown a gain over the corresponding 1955 months when Ca- 
nadian retailers had the largest dollar volume sales in their history. 


purely Canadian companies on the; The analysts take the view that 
Toronto Exchange paid out $807,-|an open-door policy on investment 
125,678, up $68,000,000 from the|has produced a number of indus- 
record of 1954. |trial fields where securities are 

A /not available to Canadians. Among 
® The Toron Stock Exchange |the companies specifically listed 


operates its advertising (through| were: General Motors of Canada 
James Lovick & Co.) as an exten-|and Chrysler Corp. of Canada; 
sion of its public relations pro-|the Canadian subsidiaries of such 
gram. The exchange is giants as RCA-Victor, 
regularly by 20 newspapers and!GE, Westinghouse, Admiral, Spar- 
press associations, and its direct | ton and Sylvania. The tire giants 


of Industry award from the Direct 
Mail Advertising Assn. 

Despite the booming market, and 
despite changed regulations on di- 
vidends in U.S.-controlled corpora- 
tions, the question of American 
ownership of Canadian corpora-. 
tions is a sore one and likely to 
remain so—particularly with a fed- 
eral election in prospect next year. 
This ownership has already been | 
the target of criticism from the 
Conservative Party, whose recent- 
ly retired leader, George Drew, 
warned that “we are not going to 
be treated as though we were the 
50th state of the U.S. . . we are 
not going to be hewers of wood, 
drawers of water and diggers of 
holes for any country.” 

Similarly, M. J. Coldwell, leader 
of the Cooperative Commonwealth 
Federation, the Canadian Socialist 
party, asserted that the situation 


Stock Exchange Trading 
1955 
STOCK EXCHANGE VALUES SHARES 
1. New York Stock Exchange .. .$32,830,837,681 909,785,415 
2. Toronto Stock Exchange ..... 2,699,008,896 1,519,694,000 
3. American Stock Exchange .... 2,657,015,518 253,531,025 
4. Montreal Stock Exchange and 
Canadian Stock Exchange ... 1,161,749,903 252,377,767 
5. Mid-West Stock Exchange ... 928,281,221 27,571,414 
6. San Francisco. Stock Exchange 375,128,165 21,429,570 
7. Los Angeles Stock Exchange .. 347,085,073 19,327,555 
8. Philadelphia-Baltimore Stock 
9. Boston Stock Exchange ...... 297,462,032 6,333,238 
10. Detroit Stock Exchange ...... 149,809,160 5,205,674 
mail promotion won a 1953 Best|—Seiberling, Dunlop, Goodrich 


“threatened the very independence | 
of Canada,” He viewed with par-_| 
ticular concern expanded Ameri- 
can ownership of iron ore deposits, | 
an ownership he felt threatens to) 
presage the processing of ore in the 
U.S., and the sale of finished steel 
in Canada. 


complete in all its 


# At any rate, this is one of the} 
major problems put before the) 
Royal Commission on Canada’s} 
| Economic Prospects. This commis- | 
sion, headed by Walter Gordon, 
Toronto management consultant, 
/has already been told by such dis- 
parate bodies as the Security Ana- | 
| lysts’ Assn. of Toronto, the Trades 
|& Labor Congress and the Canadi- 
‘an Congress of Labor that in- 
jereased U.S. control of Canadian 
eo represents a danger to 


LIMITED 


the Canadian economy. 


and General Tire; and such re- 
doubtable package goods names as 
Lever Bros., Procter & Gamble, 
Colgate-Palmolive, General Mills, 
Campbell Soup, Kellogg, Swift, 


FRENCH 
FARMS 


e 21% of all Canadian 
farms are French, (speak 


French, read French) 


$500,000,000 


Cash Income 


e Largest and most thorough 
coverage available from— 


LE BULLETIN 
des Agriculteurs 


Market Booklet Free on Request 
@ Montreal—1117 St. Cotherine W. 
@ Toronto—10 Terauley St. 
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In Canada 


MACLEAN-HUNTER 


sells best for you 


The Maclean-Hunter organization was founded 69 years ago to serve the 
needs of a young and developing nation. It has helped to nurture a unique 
business and cultural climate. 

Today, Maclean-Hunter publications bring experience, skill and high pub- 
lishing standards to the service of Canadians and their maturing economy. 
They serve industrialists and merchants with news of latest Canadian 
developments in equipment and methods. They provide Canadian families 
with top-flight Canadian service articles, Canadian entertainment, Canadian 
editorial discussions. Only national Canadian publications can meet these 
needs. 

Maclean-Hunter editors are recognized Canadian authorities and their pub- 
lications are leaders in their fields in Canada. 

These concepts of Canada-wide coverage, of specialized Canadian service 
and of editorial leadership are responsible for the growth of Maclean-Hunter 
publications through the years. 

These concepts, we believe, ensure you of a responsive audience, and more 
for your advertising dollar, in a Maclean-Hunter publication. 


69 years of publishing leadership 


MACLEAN-HUNTER PUBLISHING COMPANY LTD. 


a Maclean-Hunter Publishing Corporation, 
ast Chicago, New York. 


Montreal, Que. 
1242 Peel Street, | Maclean-Hunter Limited, London, Engiond. 


Maclean-Hunter is in a unique position to provide information not available 
through ordinary sources. Our editors and advertising representatives are in 
close and constant collaboration with leading executives across the nation. 
Maclean-Hunter maintains research departments which continually examine all 
phases of distribution, finance, industry and public opinion in business matters. 


sell to Canada’s ex- 
panding markets with 
these M-H Publications 


NATIONAL MAGAZINES 


Maclean's 
Chatelaine 
Canadian Homes and Gardens 


BUSINESS NEWSPAPERS 


The Financial Post 
Marketing 

Style 

Home Goods Retailing 


BUSINESS PUBLICATIONS 


Bus and Truck Transport 

Canadian Advertising 

Canadian Automotive Trade 

Canadian Aviation 

Canadian Grocer 

Canadian Hotel Review and Restaurant 

Canadian Machinery and 
Manufacturing News 

Canadian Packaging 

Canadian Paint and Varnish Magazine. 

Canadian Printer and Publisher 

Canadian Shipping and Marine 
Engineering News 

Canadian Stationer 

Civic Administration 

Design Engineering 

Drug Merchandising 

Eiectrical Contractor of Canada 

Fountains in Canada 

General Merchant of Canada 

Hardware and Metal and 
Electrical Dealer 

Heating and Plumbing Engineer 

L'Epicier 

Le Prix Courant 

Men's Wear of Canada 

Modern Power and Engineering 

Office Equipment and Methods 

Painting and Decorating Contractor 

Photo Trade 

Plant Administration 


BUSINESS ANNUALS 


Business Year Book 

Survey of Industrials 

Survey of Mines 

Survey of Oils 

Directory of Directors 

The National List of Advertisers 


OTHER SERVICES 


The Financial Post Corporation Service 
Canadian Press Clipping Service 
Commercial Printing Division 
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CHICAGO 


NEW YORK 


DETROIT 


SHANNON & ASSOCIATES, Inc. 


Publishers’ Representatives 


e Specialists in Canadian Markets 


SAINT LOUIS ATLANTA 
CLEVELAND SAN FRANCISCO 
KANSAS CITY LOS ANGELES 
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nancial institutions, etc. 


Canadian Stock Exchanges 
1955 Record of Trading 


industrials* Mines and Oils Total Clearing i 
Shares Shares Shores Values ; 

Toronto 30,342,201 1,489,351,799 1,519,694,000 $2,699,008,896 
Montreal} .......... 22,399,248 229,978,519 252,377,767 _‘1,161,749,903 
Vancouver .......... 3,046,953 46,231,932 49,278,885 61,181,508 
Calgary 138,669 46,977,513 «47,116,182 «14,937,377 
Winnipeg ............ 54,344 1,728,168 1,782,512 2,742,511 | 
Edmonton .........- 64,600 3,269,510 3,334,110 2,186,615 j 


*Shares of industrials, public utilities, banks, insurance, commercial and fi- / | 


| +Montreal Stock Exchange and Canadian Stock Exchange combined. | 


National Biscuit and Heinz also 
appear on the list. 

| The Gordon Commission, 
|charged with recommending poli- 
‘cies and forecasting developments 
jin the next quarter-century in 
Canada, will certainly have a di- 
|rect say about the problem, and its 
' recommendations may have a fate- 
ful influence on the future of U.S. 
participation in Canada’s great 
boom. 


Tn Toronto- Canada's Richest Market 


THE TELEGRAM’S CIRCULATION IS NOW 266,867 DAILY 


Publisher's statements, 6 mos. ending March 31, 1956. 


OVER 600,000 ADULT BUYERS READ THE TELEGRAM DAILY 


IN TORONTO THE TELEGRAM 


LEADS IN 
CHAIN FOOD STORE LINAGE -- 539,294 
CHAIN DRUG STORE LINAGE -- 72,126 


DEPARTMENT STORE LINAGE - - 2,757,036 
GEN. & AUTOMOTIVE LINAGE - - 2,749,184 


(Medio Records 6 mos. ending june 30 56) 


THE TELEGRAM 


DAILY plus WEEKEND 


TORONTO 1, CANADA 


OMARA & ORMSBEE 
342 MADISON AVE 
NEW YORK 


JOHN WEIR 
COMINION SQ. BLOG 
MONTREAL. QUEBEC 


* DAILY NEWSPAPER RECEIVING FAMILIES 


D. A. GOODALL LTO. 
11A CURZON ST., PARK LANE. 
LONOON W.1, ENGLAND 


F3502 


! The commission must reckon ¥ 
with a rather ambivalent attitude 
toward U.S. investment. While 
some segments of the Canadian 
economy view U.S. capital with 
distaste, a substantial group of 
citizens is busily engaged in ferret- 
ing out new prospects for indus- 
trial establishment in the Domin- * 
ion. 

Several provinces maintain New 
York and Chicago offices, and Ca- 
|nadian banks and transportation 
| companies have been soliciting in- 
quiries on Canadian operations, 
advising on sites, manpower avail- 
abilities and legal and tariff prob- 
lems. 

An aggressive leader in this kind 
of development is Ontario’s de- 
partment of planning & develop- 
ment, whose trade and industry 
branch reported this year that from 
1951 to 1955, 560 industries were 
established in the province. Of 
these, 253 came from the U.S. It 
seems significant that when the 
Canadian economy dipped in the 
1954 recession and new Canadian 


New Ontario Industries 
By Types of Products Made 
Products "53 °54 '55 
Primary Iron and Steel 1 1 1 
Stampings, Castings and 

Forgings 
Automotive and Aero- 


Mechanical Equipment 


Tools and Instruments 19 10 1 
Aluminum Products .. 3 
Chemicals and Allied 
Miscellaneous Metal 
Electrical and Elec- 
16 12 10 


Textiles and Products 3 8 
Wood and Paper 


3) 33 
Food Products ....... 5 38 
Other Miscellaneous 14 8 15 


industrial establishments in On- 
tario decreased from 45 to 20, the 
number of new U-.S.-established \ 
industries in the province rose 
from 55 to 57 in 1954. And an- 
other 57 U.S.-dominated establish- 
ments went up last year. 


# Allen T. Lambert, new general 
manager of the Toronto-Dominion 
Bank (and at 44 the youngest gen- . i 
eral manager of a federal chartered 
bank in Canada), feels that Canada 
has been allotted more attention 
because of the growing apprecia- { 
tion of its vast natural resources, 
which hold out for the nation a 
bright long-term future. He calls 
attention to the Canadians’ mod- 
erate political and economic tem- 
perament. 

Toronto-Dominion has an ag- 
gressive program of assisting in 
industrial location. Its departments 
keep at hand data on manpower 
and transportation facilities and 
other information of help to po- 
tential customers. Its branch of- 
fices in London and New York (as 
well as 462 others from Halifax to 
Victoria) and Mr. Lambert regard 
the bank’s advertising as evidence 
of an aggressive outlook which is 
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Canada’s 


PRIMARY 


advertising medium 


Largest Magazine Circulation... 


at Lowest Cost 


Reader’s Digest has consistently maintained Canada’s 
top position in total circulation—with 900,000 copies 
average monthly guarantee. This is nearly double the 
circulation of any other magazine. And the Digest 
offers the lowest cost per thousand for black and white, 
and color, for any major publication in Canada. 


Greatest Share of Canada at its Best 


Reader’s Digest—with its great bilingual audience of 
more than 2%4 million English and French Canadians 
—delivers more readers in the better “‘able-to-buy” 
A, B & C economic levels than the unduplicated total 
of the next two magazines combined. 


Powerful Selling Force in all Provinces 


Digest families represent a fourth of Canada’s entire 
adult population . . . more than a fourth of Canada’s 
market foi most products. For example: Reader’s Digest 
reaches 28% of all car-owning families. This deep cover- 
age extends to all Canadian markets—both English and 
French. Digest circulation parallels purchasing power 
completely from Newfoundland to British Columbia. 


TORONTO 


NEW YORK DETROIT 
230 Park Avenue 410 New Center Blidg. 


Whatever product or service you're selling, you'll reach MORE 
of your customers through the pages of Reader's Digest 


ugest® 


4 


i 


The only magazine printed and published in Canada 
serving both English and French readers. 


CHICAGO 
Prudential Pla. 


SAN FRANCISCO 
235 Montgomery St. 


THE READER’S DIGEST ASSOCIATION (CANADA) LTD. 


MONTREAL 


LOS ANGELES 
6351 Wilshire Bivd. 
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mportant in building referral of 
inquiries. 


DIRECT MAIL 
IN CANADA 


Our knowledge of Canadian mar- 
kets is enabling us to serve many 
U.S. Direct Mail advertising users 
efficiently and economically in the 
roduction of prc | ists — 
inting — Letters — Addressing 
— Premium Mail-away Service — 
en Householder Mailings 
— Contest Judging — Mailing. 


HERBERT A. WATTS LIMITED 


47 Fraser St. 
Toronto, Caneda 
Telephone LEnnox 1-9986 
Branch — Montreal 


The bank does not, however, ad- 
vertise that staple of U.S. bank 
promotions, small loans. Canadian 

|banks make “personal accommo- 
dations” to their accounts, but the | 
|instalment-loan business is not 
now a field for banks. Nor, for that 
| matter, is consumer credit, or buy- 
|ing the instalment paper. There 
| may be a time when it will be; un- 
til 1954, Canadian banks were pre- 
vented from making mortgage 
loans, but for two years now, they 
have issued mortgages on new con- 
| struction. Mr. Lambert is inclined 
to think that with the passage of 
time—and as the need arises— 
banks may move into new fields. 


s At the present time, Toronto- 
|/Dominion is moving in the direc- 


| tion of decentralization. It has as- 
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Consumer Price Indices for Regional Cities of Canada 
Beginning of August, 1956 (base 1949=100) 


Winnipeg 


Saskatoon-Regina 


Edmonton-Calgary 


Vancouver 


*index on base June, 1951100 


Total Indices 

July August 
1956 1956 
108.1 110.2 
116.0 117.6 
118.7 120.3 
119.1 118.9 
119.4 120.4 
121.5 122.0 
117.6 117.0 
115.6 116.2 
115.7 116.1 
119.3 119.6 


oup Indices—August 1956 

Other 

Household Commodities 

Shelter Clothing Operation and Services 
110.1 99.4 104.8 114.6 
126.6 114.8 120.5 120.4 
130.1 116.8 117.9 124.7 
137.9 107.4 114.7 120.9 
138.9 111.6 115.3 124.5 
148.9 WA 1163 122.8 
127.7 113.1 114.0 121.3 
118.1 114.7 117.0 117.0 
121.2 112.3 117.0 119.8 
128.9 112.5 127.2 120.7 


sistant general managers across the siderable autonomy, and are well-|expects increasing branch cov- 
country who are permitted con- 'advised on local conditions, and it |erage, with more outlets in sec- 


ondary areas. 


Mr. G. Marr, Sales 


means of hookers.* 


when the retailers tie 


repeat sales.” 


REPE 


Rubber Company Limited, has this to say 
about hooker advertising. 


““We decided to use Daily Newspapers as our 
chief advertising medium, so that we could 
tie in the dealers carrying Foamtreads by 


We have found that unless our retailers are 
tied in with our adv 
are at a loss t6 know WHERE to buy, and 
results are not too good. On the other hand, 


tising by hookers, the results are evident in 


The files of CDNPA are filled with case 
histories that prove local hookers to national 
advertising make sales ! These are kept in our 
office for your perusal at any time. 


DAILY NEWSPAPERS 

BRING NATIONAL ADVERTISING 
TO THE LOCAL LEVEL— 

THE ACTION LEVEL! 


Department, Kaufman 


ertisements, the public 


in locally to our adver- 


Contact the advertising managers of 
the papers you employ. Let them show 
you how easy it is to focus your 
advertising at the point-of-sale 
through dealer lists or hookers. 


CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 
55 University Avenue, Toronto 1, Ontario. 


A hooker gives a retailer's name 
and address and is voluntarily appended 
by him to o manufacturer's advertisement. 


1. H. Macdonald, General Manager 


"RESULTS ARE EVIDENT 


a 
SALES 


Mr. Lambert reminded AA that 
Canada’s banking system is mod- 
eled on that of Scotland, adding 
that the branch banking system 
(there are nine federal chartered 
| banks) is well-adapted to a young 
country. Although provincial gov- 
ernments have taxing powers, reg- 
ulatory powers are lodged in the 
federal government, and the Bank 
Act comes up for revision every 
ten years—the last time in 1954. 

Mr. Lambert feels that in the 
future, Canada will see “countries 
trying to do the things they do best 
—with less emphasis on things 
done better elsewhere. If we try to 
do things we cannot do best, we’ll 
impede the progress of our coun- 
try to some extent.” 


s Yet Mr. Lambert expects that 
“we will see more development 
and more processing of our natural 
resources. It will be increasingly 
practical for us to do it ourselves.” 
This is a theme that runs strong- 
ly through Canadian business con- 
versations. Canadians are delighted 
to see their resources developed, 
but they resent their fabrication 
elsewhere. The Toronto Globe & 
Mail, noting a first-half trade de- 
'ficit of $770,000,000 and an inter- 
| national debt of $8 billion, warned 
sternly: “We are exporting to the 
|\U.S. raw materials and semi- 
|processed goods and buying much 
more expensive manufactured 
| products—pawning our natural re- 
sources to enable us to go on buy- 
jing heavily across the border.” 

| But the $770,000,000 trade defic- 
|it is in large part accounted for by 
jpurchases of steel and capital 
equipment. William Frederick Bull, 
‘deputy minister of Trade & Com- 
}merce, told AA that capital ex- 


CANADA'S 
FASTEST-GROWING 
ADVERTISING 
AGENCY 


it will be o 


privilege to 
tell you why. 


PAUL-PHELAN 
ADVERTISING 


LIMITED 


380 Victoria Street 
TORONTO, CANADA 

Member 
CAAA 
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OF COLLARS) 


TOTAL BUSINESS 
CAPITAL INVESTMENT 


26 
anc 


NEw HOM RESIOENT AL 
CONSTRUCTION 


1953 1954 1955 1956 
Note: All date seasonally adjusted at annual rat: 


PLANT INVESTMENT UP—As the Ca- 
nadian boom continues unabated, 
amounts spent for new plant, ma- 
chinery and equipment show a 
steady rise in the first half of 1956. 
Investment in inventories was 
more modest; the sharp rise in the 
first quarter was offset by a con- 
siderable drop in the following 
quarter of 1956. 


penditures—“buying the kind of 
equipment not available here” was 
a major factor in the trade deficit. 


s Further, said Mr. Bull, as long 
as Canadian dollar balances are 
high—and they are way up—there 
is no danger of repeating 1947, 
when Canada was forced to stop 
importing a wide range of items. 

Actually, some of Canada’s trade 
deficit stems from major Canadian 
production. There are enough 
Canadian industries—autos and 
appliances, for instance—where a 
subs.antial proportion of compon- 
ents are imported (up to 40%) to 
make mounting production also 
show increasing imports. 

Steel imports have been at an 


alltime high, as steel usage shoots 
up. The Trans-Canada Pipeline, 
which excites Canadian business. 
men almost as much as the St. 
Lawrence Seaway used to, was de- 
layed in part by the US. steel 
strike, and will not reach Winni- 
peg by the end of year, as its orig- 
inal timetable indicated. 


s Among the soft spots Mr. Bull 
sees in the Canadian industrial 
economy, perhaps three stand out: 
The textile, farm implements and 
shoe industries. In the textile trade, 
some 18 woolen mills have closed 
and their workers are now in new 
industries—like the RCA and Pfi- 
zer plants in the Ottawa valley. 

The cotton industry looks better 
than it did, due in part to its pur- 
chase of Mexican cotton at a favor- 
able differential of three to four 
cents (the U.S. cotton disposal pro- 
gram is a worry here). The syn- 
thetic mills are in trouble; price! 
competition with the U.S. is a con- 
siderable factor, as is the short run | 
of production, and perhaps U.S.) 
“dumping” has been more of a) 
problem in Canada than elsewhere. | 

The farm implement business is | 
probably having the roughest go- 
ing of any Canadian heavy indus-' 
try—again, an echo of the US.) 
business scene. It is suffering from | 
(1) heavy purchases made by 
farmers a few years ago and (2) 
lower farm incomes of recent years 
accompanied by a disposition by 
farmers to make do with what 
they have. 


® The industry’s overseas markets | 
are disturbed: Argentina by polit-| 
ical unrest, Brazil by credit, and 
markets like Australia and South 
Africa by the establishment of! 
manufacturing subsidiaries there. | 
It appears that the Canadian farm 
implement solution may lie in es- 
tablishing branch plants overseas, 
and shipping components to them | 
for assembly. 

The shoe industry's trouble stems | 
largely from Oriental imports. 
Both Japanese and Hong Kong! 


shoe makers have been shooting 
imports into Canada, particularly 
plastic shoes which compete with 
waterproof overshoes, and the Ca- 
nadian shoe industry—perhaps 
somewhat over-expanded by mili- 
tary orders—is feeling the pinch. 

The Canadian agricultural scene 
is comparatively serene. Pork is 
$7 above the support price of $22. 
Beef is imported, and while butter 
is still a problem, wheat last year 
had one of its best years in sales 
(only three years were higher). 


Meantime, out in the western pro- 
vinces a wheat crop of some 512,- 


® Although 512,250,000 bu. sounds 
like a lot of wheat, it’s consider- 
ably less than the record 702,000,- 
000 bu. crop of 1952. In a normal 
year, Canada itself will require 
around 160,000,000 bu. and last 
year, 309,000,000 bu. were sold. 
Even so, Canada may well have a 
carry-over of some 570,000,000 bu., 
up somewhat from the 1955 carry- 


250,000 bushels may be coming in. | 
Bull is close to both industry and 
commerce, it is to be expected that 


over of 527,000,000 bu. and a wal- 
loping 601,700,000 bu. in 1954. 
Since Deputy Trade Minister 


most people interested in attract- 


‘ing industry to Canada ask him 
|what industries are needed in the 


Dominion. There seems to be no 
simple answer, but Canada can 
still use fabricating industries and 
service industries. 

Mr. Bull notes the continuing 
search for components by large 


85 


manufacturers, and a steady in- 
crease in the number of small com- 
panies supplying these parts to 
large companies. Another field 
seemingly marked for expansion is 
aluminum fabricating, with the 
building trades becoming larger 
consumers. 


@ In general, Mr. Bull notes a 
trend to (1) buying existing in- 
dustries instead of starting new 
ones, and (2) a tendency to annex 
new companies into a parent com- 


a NEW 40-page Magazine Section, now printed 


entirely in fine rotogravure. 


but 


CANADA'S ONE AND ONLY 


look 


at all you get 
in The Star Weekly 


8 


© 


a NEW size.. 


a NEW picture-sequence technique in the 
Picture Section, with unrivalled reproduction 
in colour and monotone. 

a NEW and striking appearance . . . all four 
sections carry the unifying “Star Blue Banner”. 


. all four sections in an easy-to- 


handle, easy-to-read, easy-to-keep tabloid format. 


... urban and rural. 


99.6% of the time. 


you get MORE complete coverage of all C pane 


you get MORE interested readership, because 
The Star Weekly is sold for “cash-on-the-line” 


you get MORE family coverage, because The Star 
Weekly is edited for family reading. 


you get MORE advertising opportunities . . . the 


Picture Section, the Magazine Section, Comic 
Section and Novel Section... 4 magazines in 1. 


and ...the finest roto printing at the | 
lowest cost per thousand in Canada! 
The $4.40 per 1,000 circulation of The Star Weekly 


Magazine Section (4-colour page) is considerably lower 
than that of any comparable weekly or 
monthly publication in Canada. 


FAMILY WEEKLY 
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Number of Motor Vehicles Financed 
in Canada 1955 (Revised)—1956 


THOUSANDS 
OF VEHICLES 
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THOUSANDS 
OF VEHICLES 


30 


30 
NEW VEHICLES 


AUTO FINANCING RiSES—Canadian financing of cars 
and commercial vehicles grew in 1956. Of 271,117 
cars sold in the first seven months of 1956, 113,117 
were financed, a gain of 19.9% ober the 94,314 fi- 


pany group, diversifying for a bet- 
ter-rounded over-all company. He 
also remarks a trend—largely for 
taxation reasons—to public com- 
panies; the old family companies 
are being sold or made public. 

In many instances these old 
companies were not truly competi- 
tive; when a design could run for 
years, they did very well, but the 
cost of tooling up and redesigning 
is too much for them. As parts of 
bigger companies they can rent 
tools and carry their part of the 
corporate load. 

Thus, a panoramic view of Ca- 
nada shows a skyrocketing econo- 
my, with twinges of misgiving. One 
twinge stems from the speed of 


COMMERCIAL 
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| 
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1956 
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inflation, and steps are being taken 
to flatten the boom. Another 
twinge is economic nationalism, 
which gives rise to fears that the 
flood of foreign capital into Cana- 
dian industry may see the nation’s 
economy drift into alien control. 


s A third twinge is concern over 
trade imbalance, something per- 
petually alarming to a nation much 
more dedicated to foreign trade 
than the U.S. However, Canadiams 
are somewhat placated by the fact 
that most of the imbalance is due 
to imports of tools and materials 
of production and construction, 
which largely will pay for them- 
selves. 


nanced in the same period in 1955. The 1956 value 
of financing was $243,734,000—up 34.9% from 1955. 
Commercial vehicles’ financing increased 19.5%, 
but dollar volume rose 59.3% to $59,858,000. 


Aside from these qualifying 
trends, Canada’s economic picture 
is mainly one of record piled on 
record, a long history of superla- 
tives, in which 1956 is merely the 
latest. 


The Big Canadian Boom 


Canadian Business Briefs 


e Canada, a country of 15 million people, was the world’s fourth 
largest trading nation in 1955, according to Dominion Bureau of 
Statistics reports. 


e The Dominion was surpassed only by the United States, the 
United Kingdom and the Federal Republic of Germany in for- 
eign trade value and was second only to New Zealand in per 
capita trade. 


e Value of manufacturers’ shipments in Canada for the first six 
months of 1956 was $10,515,000,000, 11.2% higher than last 
year’s figure for the same period of $9,455,600,000. 


® But manufacturers’ inventories continued to rise and total in- 
ventory held at the end of June was valued at $4,496,400,000, 
about $400 million more than a year ago. 

Although new orders dropped 4% in June, they were still 
4% above last year’s. 


e Estimated sales for wholesale trade in Canada amounted to 
$694,243,000 in June, a gain of 9.4% over the same month of 
1955. These sales cover “wholesalers proper and do not include 
manufacturers’ sales branches or agents and brokers.” 


e Ontario farmers in 1955 bought $44,000,000 worth of farm 
implements and equipment, over 28% of the total sold in the 
year and more than was sold in any other province. Sales were 
next highest in Saskatchewan, followed by Alberta, Quebec and 
Manitoba. The four provinces accounted for 64% of the total 
sales. 

® Seventy per cent of the beer produced by Canadian breweries 
last year was made in Ontario and Quebec. Ontario plants ac- 
counted for nearly 45% of the net value of production and 
Quebec took a 25% share. 

e British Columbia breweries had the next largest output value, 
followed by Alberta, the Maritime Provinces, Manitoba and 
Saskatchewan. 


As of September, there was a 
record number of 5,823,000 persons 
working, out of a total available 
civilian labor force of about 5,- 
926,000. Only 103,000 persons were 
unemployed. There were 28,000 
fewer unemployed than at the 
same time the previous year. 


Further, weekly wages of hour- 


ly-rated earners in manufacturing | 
industries were at a new high of 
$62.91 for July, up from $59.31 a 
year ago. 

As might be expected, the swol- 
len labor force and rising earnings 
have been translated into record 
sales. Consumer expenditures on 
goods and services rose 6% and 
7% respectively in the second 


quarter of 1956 over 1955, and dur- 
able goods expenditures were up 
about 11% in the second quarter. 


® This is primarily a reflection of 


Canada’s booming automotive mar- 


ket. After a disappointing first 
quarter, sales jumped sharply in 
the second quarter, and for the 
first seven months of the year pas- 


Greatest advert 


Greater Vancouver, with a population of over 625,000, commercial heart of 
Canada’s third largest market, 


DONALD CROMIE, 
Publisher 


P. CROMIE, 
Asst. Publisher 


ng force in British Columbia 


second Vancouver newspaper. 


VANCOUVER REACHES FOR 


THE VANCOUVER 


OWNED AND OPERATED IN VANCOUVER! 


New York Representative: 


The Sun’s circulation of almost 200,000 daily is 70,000 
greater than that of the second Vancouver newspaper. 


Three out of four families in the Vancouver Metropolitan 
area are reached by The Vancouver Sun. 


Last year The Vancouver Sun carried 
50 per cent more advertising than the 


Henry De Clemue Inc., 12 East 41st Street, New York 17, N. Y. Phone: LExington 2-3739 
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(BL OF DOLLARS) 
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° 


1953 


1954 1955 1956 

LABOR INCOME PEAK—With Canadian 
employment at an alltime high, 
labor income for the second quar- 
ter, 1956, registered the largest 


quarterly increase in a five-year 


senger car sales were 6.3% higher 
—up to 271,117 units—than in the 
comparable period of 1955. Com- 
mercial vehicle sales were even 
better; they rose 21.8% to 55,502 
units for the January-July period. 

At the same time, department 
store sales moved up 9.8% in the 
January-July period of 1956 in 
comparison with the same period 
of 1955, and dollar sales reached 
$618,807,000 for the seven-month 
period. Meanwhile, sales in all 
Canadian retail outlets moved up 
7.1% to $7,605,649,000. 

With retail sales moving upward, 
manufacturers’ shipments also 
jumped. For the first seven months 
of this year, they amounted to 
$12,317,000,000—11.6% above last 
year’s $11,040,000,000. 


= Housing represents a somewhat 
mixed picture. Across Canada, 
there were 74,531 housing starts, 
down slightly from the 74,630 in 
the January-July period of 1955. 
Completions for the same period 
rose to 67,675 from 62,211 for the 
same seven months last year, and 
dwellings under construction were 
84,606 in 1956 against 82,261 in 
1955. 

Farm cash income began to move 
up rapidly in the spring. For the 
first six months the cash income 
for Canadian farmers from farm 
products and participation pay- 
ments rose 13.1% to $1,188,000,000 
—only a little short of the record 
peak of $1,241,700,000 in 1951. 

Income increases for farmers 
were scored in all provinces ex- 
cept Prince Edward Island and 
Ontario, and ranged from just less 
than 2% fcr Nova Scotia to a little 
more than 50% for Saskatchewan. 
The big difference was a rise in 
wheat income, a combination of 
higher average prices and in- 
creased marketing. Wheat income 
was $217,700,000 from January 
through June, up 49.4% from the 
$145,700,000 figure for the same 
period of 1955. 


® Here’s the score by provinces 


for the first half year, 1956 vs. 
1955: 
(000’s omitted) 

Province 1956 1955 
Prince Edward 

Island $ 13,024 $ 14,558 
Nova Scotia 19,730 19,384 
New Brunswick 23,719 22,325 
Quebec 198,857 190,647 
Ontario 335,887 344,633 
Manitoba 84,406 68,883 
Saskatchewan 268,518 176,611 
Alberta 201,018 171,766 
British Columbia 42,869 41,459 
Newfoundland NA NA 


the lack of it. Accordingly, the sub- 
ject gets first-page treatment; 
news of population increase is 
watched carefully, and Canada’s 
encouragement of selective immi- 


gration has been a bright spot in 


postwar world affairs. 

The millionth immigrant came to 
Canada in 1954 under the postwar 
immigration program, and metro- 
politan newspapers regularly de- 
vote coverage to the affairs of 
“New Canadians.” Many of these 
people settled in the industrial belt 
in southeastern Ontario, and To- 
ronto is now a city of many ac- 
cents. 


= Canada is pushing 16,000,000 in 
population. The Dominion Bureau 


of Statistics calculated in August 
that more than 95% of Canada’s 
population growth during the past 
century has been due to natural 
increase (Canada’s population 
more than doubled between 1911 
and 1954). Immigration, therefore, 
has been a postwar phenomenon. 
What Canada has in abundance 
is confidence. Her rich resources 
would be promise enough for the 
future, but a strong national de- 
termination has created industrial 
marvels. At the moment, the first 


Canadian atomic power plant is 
established on the Chalk River. 

There is serious discussion of di- 
verting the Columbia River and 
creating, with the headwaters of 
the Frazer River, a tremendous 
power reserve for British Colum- 
bia. The Trans-Canada pipeline is 
everywhere regarded as not only 
a sign of industrial progress but— 
since it is distinctly Canadian—a 
symbol of economic maturity and 
independence. 

During the first half of this 


year, foreign capital rushed into 
Canada. The government calculates 
that net inflow for direct invest- 
ment in foreign-controlled enter- 
prises in Canada amounted to a 
record $140,000,000 in the second 
quarter of 1956, 10% over the pre- 
vious record set in the fourth quar- 
ter of 1954. For the first six 
months, the net movement was 
$250,000,000—a_ cool quarter-bil- 
lion dollars. 

As was said earlier, Canadian 
business circles regard this influx 


You reach Canada’s Two Biggest Markets 
... When you use The Toronto Daily Star = 


TORONTO 


Canada’s Richest Metropolitan Market 


*Total Retail Sales in 1955 were 
$1,564,315,000—equivalent to 12.25% 
of the total for Canada. 


* Population of Metropolitan Toronto is 
now 1,277,700 and growing fast. 


* Households number 300,000 and in- 
come per family averages $7,196. 


° 40% of all Canadian Retail Sales are 


Canada’s Richest Provincial Market 


made in Ontario. 


Source ‘Sales Management Survey of Buying Power 19. 


newspaper. 


¢ More than two-thirds of all goods and services 
in Metropolitan Toronto are bought by readers 
of the Toronto Daily Star. (Source: Gruneau 
Research Survey, 1955.) 


COVERAGE 


¢ Toronto City circulation of the Toronto Daily 
Star is far higher than that of any other daily 


* Rich in Farm, Industry, Commerce and 
Mining, effective buying income in On- 
tario totalled $7,432,555,000 in 1955. 


* Population at 5,306,800 is more than 
one third of the total for Canada. 


* Total Circulation of the Toronto Daily Star is 
the largest of any daily newspaper in Canada. 


© The Toronto Daily Star is the strongest single 
daily newspaper advertising force in Canada. 


MILLINE RATE OF $1.89 IS THE LOWEST OF ANY DAILY NEWSPAPER IN CANADA 


The Toronto Daily Star reaches far more people at 
far less cost than any other daily newspaper in Canada 


DAILY STAR 


Street West, Toronto 


MONTREAL: 660 St. Catherine St. W. ¢ IN UNITED STATES: Ward Griffith Co. Inc. 


Ask your Advertising Agency or call us for details of territorial coverage, rates and distribution breakdown 
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with mixed emotions. In the early 
-pring, government officials were 
genuinely concerned over what 
they feared might be a tremendous 
tide of anti-American feeling. This 
now appears to have abated some- 
what, due in part to discreet and 
perceptive management of U. S., 
and British-controlled companies. 
But Canada, a proud and inde- 
pendent nation politically, obvi- 
ously has no intention of being, 
any less independent economically. | 


Manufacturers Test Corobex, 
Germ-Killing Formula 

Corobex, a new commercial | 
chemical formula which it is 
claimed will destroy all known 
disease-producing bacteria on con- 
tact, is currently being tested by 
several manufacturers of textiles, 
toys, plastic cups, paints and other 
products. The germ-killing ability | 
of the formula, developed by Dr. 


Henri Coutinho, is said to last for facturers, while consumer appli- 
the life of the article in which it| cation of the formula will be dis- 
tributed to Tupper Corp. Bex-It, 
an aerosol can containing Corobex 
for home use, and Bex-All, a li-| agency yet been named. 


is used. 


Bex Industries, New York, will 
sell and license Corobex to manu- 


FACT FINDERS—Known as the “Fowler Committee,” the Royal Com- 

mission on Broadcasting has been touring Canadian cities to look 

into the future of radio and tv. Members are Edmond Turcotte, 

former ambassador to Columbia; Chairman R. M. Fowler, presi- 

dent of the Canadian Pulp & Paper Assn., and James Stewart, 

president of the Canadian Bank of Commerce. The commission 
will report to Parliament early next year. 


quid to be used in washing ma- 
chines, will be the first consumer 
applications. No advertising plans 
have been announced, nor has an 


BY LAND...BY SEA...BY AIR... 


CANADIAN PACIFIC 


World’s most complete trave/ system 


THE CANADIAN...newest 
milestone in the march of 
progress...Canadian Pacific 
operates the only stream- 
lined stainless steel passen- 
ger cars in Canada on the 
world’s longest “Dome” 
route. Canadian Pacific 


1956... Year of 


This year has been marked on 
the Canadian scene by the work of 
two royal commissions, whose re- 
ports will not be available for 
some months. One is the Gordon 
Commission, assessing the econom- 
ic future of Canada, and the second 
is the Fowler Commission, inspect- 
ing the Canadian system of broad- 

casting, and weighing the role of 
the Canadian Broadcasting Corp. 

The testimony both have heard 

is voluminous, and that of the 
Fowler Commission is highly par- 
The briefs and hearings before 
'the Gordon Commission had to- 
taled something more than 6,000,- 
|000 words around mid-year. Here 
|are some of the highlights, as 
|summarized by Maclean-Hunter 
| Publishing Co. 


e Canada in 1980 would have 
around 28,000,000 population, about 
75% of it urban, and 18,200,000 
would live in Quebec and Ontario. 
Montreal would be a city of 3,- 
000,000, metropolitan Toronto 
would be 2,800,000, and metropol- 
itan Vancouver, 1,400,000. 


e There would be a labor force of 
9,500,000 in 1980, and the average 
work week would be 32 hours. The 
gross national product would be 
$75 billion. 


e Tremendous expansion in auto- 
mobiles, up to 7,400,000 in 1980 
from 2,900,000 today; in tele- 
phones, up to 10,000,000 from 2,- 
700,000 today; and housing, up to 
pea units from 3,500,000 units 
today. 


e A per capita consumption of 1,- 
340 ingot lbs. of steel in 1980 vs. 
793 ingot lbs. today, and a per 
capita consumption of paper of 460 
Ibs. vs. 270 Ibs. today. 


s In summary, some briefs have 
reiterated that in 1980 Canadians 
will be the world’s most prosper- 
ous people. Maclean-Hunter looks 


Advertising Age, October 15, 1956 


Reexamination 


ing in the U.S. 

The Fowler Commission has 
_ been listening to at least two clear- 
ly-defined viewpoints. The private 
| broadcasters want a separation in 
CBC powers, so that they do not 
have to compete with a govern- 
mental corporation which also 
lregulates them, and the CBC, 
'which has asked for direct con- 
tributions in the form of annual 
license fees, something Canadians 
abandoned after trying it earlier. 

Private broadcasters most re- 
cently have asked the creation of 
a Canadian telecommunications 
board to regulate and _ license 
broadcasters, the creation of com- 
petitive stations, the shifting of the 
cost of payment for tv from tax- 
payers to industry, and the annual 
financing of state broadcasting by 
parliamentary grants subject to 
annual review. 


® Many other groups have testi- 
fied, and most have expressed the 
hope that the inquiry will continue 
to keep Canadian broadcasting dis- 
tinctively Canadian. 

Reporters covering the hearings 
have no clear-cut impression of 
their likely outcome or what rec- 
ommendations seem to be shaping 
up. They note, however, that evi- 
dence of damage by CBC regula- 
tion or specific instances of bias 
and arbitrary decisions are largely 
lacking. 

Meantime, a 1,200-mile micro- 
wave link from Toronto to Win- 
nipeg was opened Sept. 30. Anoth- 
er section is expected to be com- 
pleted in December, linking St. 
John to Halifax, Moncton and 
Sidney. In March, Winnipeg is to 
be hooked up to Regina, and in 
May, Regina linked to Saskatoon. 

Next September the Quebec 
City-St. John link should be com- 
pleted, and in December the Hard- 
wood Hill, N.S., to Churchill, 
P.E.I., connection should be made. 
|In mid-1958, the Calgary-Van- 


freight and passenger trains 
serve Canada from sea to 
sea. 


at the per capita consumption couver-Victoria linkage should be 
statistics and arrives at the opin- finished. Then Canada will have a 
ion that the basic standard of liv- | 3,900-mile network, the world’s 
ing in Canada in 1980 would be longest single microwave com- 


EMPRESS OF BRITAIN... 
the royally launched new 
25,000-ton flagship now in 
transatlantic service Stream- 
lined, stabilized, air-condi- 
tioned, she heads a fleet of 
passenger and cargo liners. 
In 1957, “Empress of Eng- 
land,’ newest unit of a mod- 
ern fleet, linking Canada 
and Europe. 


AIR LINERS... modern Super 
DC-6B’s between Canada, 
Europe, Hawaii, South 
Pacific, The Orient, Mexico 
and South America...wings 
of the world’s most com- 
plete travel system. Com- 
ing in 1957, new “Bristol 
Britannias,” world’s largest 
turbo-prop aircraft. 


Canadian Pacific rounds out its world of travel services with the /ast word in: 


HOTELS 


By land, by sea, by air, Canadian Pacific pro- 
vides for Canada’s expanding travel needs 
with modern equipment and new services. 


COMMUNICATIONS 


EXPRESS 


very much like that now prevail- 


' munication net. 


Two Adclubs Join AFA 

The advertising clubs of Green- 
ville, S.C., and Fargo (S.D.)- 
Moorhead (Minn.) have been ad- 
mitted to membership in the Ad- 
vertising Federation of America. 


Wayne Davis of Station WESC has 
been elected president of the 
Greenville club. Robert Owens, 
KVOX, Moorhead, has been elect- 
ed president of the Fargo-Moor- 
head club. 


in French. 


influence? 


George K. O’Brien 
47 Dundonald, Toronto 
WaAlnut 2-9147 


Canada’s Fastest Growing Farm Market 


French-speaking, French-reading, French-thinking farm fam- 
ilies now take in a solid one-fifth of Canada's total cash 
farm income—plus big-family Family Allowances. They pre- 
sent not only a big present market, but a growing market 
—growing in income (1955 above 1954, 1956 above 
1955) and growing in numbers. 

It's a market in a state of flux, and hence highly receptive. 
(Less than 12 years ago, less than 20% of Quebec farms 
had high-line electricity—today nearly 90%!) But to take 
advantage of this opportunity you have to tell your story 


Canada’s Fastest Growing Farm Publication 


Like the market it serves, La FERME is growing fast. No 
arrears, no agents, over 99% of subscriptions direct by 
mail—yet its circulation has been going up faster than that 
of any other Canadian farm publication. Doesn't that 
“speak volumes" for reader interest, and advertising 


Director of Advertising 
Walter G. Blennerhassett 
909 Mt. Royal E., Montreal 
LAfontaine 6-3327 
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Want to Advertise in French Canada? 
Parlez Francais and Know the Idiom 


meeting was called to find out} 
why. 

= In the meeting Mr. Bourassa 
presented an “appreciation”—or 
analysis—of past recruiting errors | 


The point was made that French; population. And the campaign— 

Canadian soldiers carried their although on a reduced scale—is 

ethnic pride and religion with’ still continuing and still uses the 

them, and that they defended it in'same general themes, although 

the army. ‘now considerably less lyric in style. 
For the Navy, French chanteys | 


in Quebec, ranging from the near- 


(Continued from Page 77) riots of World War I conscription 


tising there was; MacLaren Ad- 
spent only 15% of his advertising | vertising had English advertising 
dollars there, moved his ad ex-| for Air Force and Navy; Mr. Bour-| up with the analysis that English 
penditures up to 25% and his sales assa (then with French Advertis-| advertising by English methods 
to 33% over a three-year period. | ing Services Ltd.) had French ad-| would produce only half results. 
vertising, which was merely an/He asked for all French advertis- 
® Further, Mr. Ralph laid to rest adaptation of English advertising. | ing, to be conceived along French 
two more ghosts of misinforma-| In mid-1950, when Korea burst|lines of thinking. When the Hon. 
tion: It is commonly said that the into flame, Canada decided to| Brooke Claxton, then Minister of 
French market is reluctant raise a brigade group (Rough U.S. | Defense, agreed, Mr. Bourassa had 
change. Not so, he said, pointing equivalent: A regimental team) of | his way. 
out that on three convenience three infantry battalions and a| The new campaign stressed the 
products “new types” gained/squadron of armor. Included was | French Canadian’s pride in his 
quicker acceptance in Quebec the problem of raising a battalion ancestors and in the history of 
than in the rest of Canada, with/of Van Doos (Canadian army Canada. A parallel was drawn be- 
the new types holding 42.2% of argot for Vingt-deuxieme, or Royal|tween the men who carved out 
the market in Quebec against 22nd Regiment). 
37.4% in the remainder of the Do-| By August, the problem was 
minion. | that two regiments, the Royal Ca- 
Second, he challenged the im-|nadian Regiment and the Princess 
pression that brand loyalties are| Pats, were at full 2,500 strength. 
deep and hard to change in Que-|The Van Doos, a French-speaking 
bec. In only six of the 14 commod-' regiment, was down to 1,800. A 


the men who must defend it. “O, 
Canada,” originally a French poem, 
was used for headlines, and illus- 
trations played up the similarity 
in armed forces roles to those of 
famous missionaries and explorers. 


through World War II. He wound | 


Canada from the wilderness and) 


and fishing songs supplied the ® W. L. Charland, head of radio 
|headlines, while illustrations re- 2nd television for McKim Adver- 
minded the French of their mari- tising in Montreal, says the French 
time traditions. For the Air Force, Market “is just another market,” 
blazing new paths, the simile was but he notes these differences: 

obvious—the coureur des bois, “We cannot get away with hard 
with headlines drawn from the sell or gimmicky commercials. 


poets Louis Frechette and Octave Any jingle had better be good— 
Cremazie. better than its English counterpart. 


|A jingle had better have a good 
= The first encouraging sign was melody, and the music is more im- 
'a demand for reprints of the ads portant than its ‘trickiness.’ It is 
from schools and colleges. Even- essential to be careful with testi- 
tually, the Ministry of Defense put monials—they must be genuine.” 
out a booklet containing them and, He naturally feels that broadcast 
sent it to all schools, colleges and media are very strong. They reach 
convents. /even outlying homes promptly, and 
Result: although precise figures | broadcast ratings are legendary, 
still are not released by the gov-|far the highest in Canada. He be- 
ernment, it can be said that French lieves that dramatic shows are the 
Canadian recruits eventually num-| best from an audience viewpoint, 
bered approximately the same/and qualifies this by saying that 
proportion in the armed forces that | dialog seems to be the key to large 
| the Canadiens do in the total|audiences—that story-line is some 


ity groupings were the brand 


leaders the same in 1954 as they 
were in 1946. “Quebec no longer 
should be called a problem area,” | 
he summed up, “it is a land of op- 
portunity.” 

Nevertheless, there are certain 
differences in approach necessary | 
to reach the French market, al- 
though J. Paul Hogue, advertising | 
manager of La Presse, says simply 
that no product which appeals to 
the rest of Canada will not appeal 
to the French market. Further, he 
feels that any reasonable advertis- 
ing approach will be successful. 

He cautions, however, that the 
Latin background of the French | 
precludes certain common adver- 
tising approaches; one is sex. No) 
good, says Mr. Hogue. The connec- | 
tion between sex and advertising, | 
so easily made by the American | 
mind through repeated association, 
doesn’t exist for the French Ca- 
nadian. So, too, with humor and 
whimsy. Humor and business don’t 
mix in his thinking. 

| 
s The French Canadian house- | 
wife, he believes, center of a home 
in a home-centered environment, | 
is repelled by these approaches, 
and the advertiser is wasting his 
efforts. 

However, he feels that the im-. 
press of products themselves makes | 
the French Canadian market very | 
much like any other, and he) 
argues that cars, appliances, cloth- | 
ing and food are sold in French | 
Canada just as they are anywhere 
else on the North American conti-— 
nent, and that the pattern of life is | 


U. S. NAVY ELECTRONICS LABORATORY in San 
joneered in trainin: 


Diego unteers 
the af SCUBA—Self-Contained ater Breathing 
Apparatus. 


very much the same. 

Basically, Mr. Hogue feels, a 
reasonable, friendly approach is 
likely to be successful. And it must 
be couched in impeccable French. 
Poor translation, he comments, 
wastes the advertiser’s approach. 

“When an advertiser uses a male 
adjective for a female noun— 
when he mixes up his genders—he 
shows he wears a mask. He is no 
longer what he is, and is quickly 
detected.” 


NOW—A MAJOR ENGINEERING 
AND SCIENTIFIC RESEARCH CENTER 
FOR THE NATION 


= Yves Bourassa, partner in Walsh 
Advertising, Montreal, holds a 
somewhat different view. Mr. 
Bourassa says that the Latin tem- 
perament resists the typical adver- 
tising device of stating a conclu- 
sion—“X Brand Is Better for You!” | 
and then supporting it with evi-| 
dence. He says advertising for the 
French ought to be couched like a 
syllogism—with hypotheses stated, 
and the conclusion at the end. 

The French mind, he argues, re- 


COPLEY wnewspap 


SAN DIEGO 


San Diego’s $15,000,000 Navy Electronics Laboratory is one 
of the many forceful factors behind this area’s multi-billion- 
dollar growth in the field of scientific research. 

The Electronics Laboratory and other projects have 
brought thousands of highly skilled, highly paid personnel 
into the San Diego market. And these prosperous, profes- 
sional people are boosting the level of buying power to a 
new high. 

To sell this quality market — now third largest in the 
West — take advantage of the complete coverage offered 
by the San Diego Union and Evening Tribune. 


sists the “gratuitous statement” ri 
even if proved later. 15 “Hometown” Newspapers covering 

in the San Diego, California — Northern Illinois — Springfield, Illinois 
cruiting in French Canada: and Greater Los Angeles. . . THE most 


At the end of World War II only | 
a small budget was devoted to re- | 
cruiting. Ronalds Advertising had | 
English advertising for the Army 
and whatever Tri-Service adver- 


Served by the COPLEY Washington Bureay and the COPLEY News Service 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO. 


, INC. 
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what less important. 


« A good broadcasting idea has 
vitality. La Salle Cigaret Tobacco 
(B. Houde & Grothe, Quebec) has 
a jingle started in 1933 and still 
going in 1956. Its words have 
changed, and the fore-and-aft sell 
has been altered, but it’s still 
selling. Although roll-your-own 
cigarets are dwindling in use, in 
October it started a six-month run 
in French Canada. 


= Maurice Watier, chief of the 
French creative staff of Canadian 
Advertising Agency, Montreal, 
says an agency ought to have a 
French creative staff, a French 
copy staff and a French media 
staff. He asserts it is frequently 
impossible to translate an English 
advertising idea into French, and 
says that a recent survey showed 
percentages as high as 64%, 76% 
and 88% of consumers who did not 
even understand the messages of 
advertisers. 

In one poor translation, for a 


soap ad, it was suggested to “Try 
Her”—not the soap. With an illus- 
tration of a pretty girl in the ad it 
provoked considerable comment. 

Another ad, for men’s socks, 
suggested one could smell the dif- 
ference. In English, of course, the 
verb was “feel.” 

The word “need,” so common to 
English advertising, is sometimes 
translated in French as “besoin” — 
which suggests a sprint to the out- 
house. The French find it very 
funny. 

Mr. Watier sums up: “If you are 
interested in selling goods and 
services to Canadians, you are do- 
ing only half a job and miss out 
on half your potential profits if 
you do not make a good showing 
in French Canada.” 


Adams Names Hayden VP 

Douglas Hayden, formerly art 
supervisor of William Esty Co., 
has joined Burke Dowling Adams 
Inc., Upper Montclair, NJ., as vp 
in charge of art. 


When it comes to 
spending, London is 
aiways a plus market! 


Total Sales were 
up 81% above 
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Canadian Auto Men 
Ask for Reforms by 


Government, Makers 


Toronto, Oct. 10—Canadian au- 
tomobile dealers want an even 
break on federal government 
budget changes in excise taxes— 
and they’re going to take steps to 
see they don’t get caught next 
March with heavy stocks of unsold 
cars on hand. 

Members of the Federation of 
Automobile Dealers Assn. of Cana- 
da say they won't accept new 
passenger cars “for stock” from 
manufacturers in the 45 days 
prior to the next federal budget 
speech. 


This action was covered in a 
resolution adopted recently by 600 
FADA members attending a three- 
day convention here. It provides 
that the refusal to accept deliveries 
next spring may “become null and 
void should Ottawa show that ade- 
quate protection will be given 
automobile dealers in respect to 
possible changes in excise tax.” 


The resolution, sponsored by 
dealer associations in Ontario and 
Alberta, points out that many 
dealers cannot carry sufficient cars 
and trucks to meet the demand of 
peak selling months. 

“It takes several weeks after 
budget time to get the number 
needed to meet this peak demand,” 
the resolution says. “The govern- 
ment, however, has refused to 
grant rebates on past losses which 
accrued at budget time and now 
refuses to give us any assurance 
with regard to future tax changes.” 

The dealers also warned Ottawa 
that any new shackles on credit 
buying in Canada would have 
severe results on the auto indus- 
try, and especially dealer opera- 
tion. 


s “Further credit controls could 
mean disaster, or at least a severe 
disturbance, to the whole Canadi- 
an economy,” said R. R. Coggan 
of Sudbury. He pointed out the 
entire growth of the Canadian 
auto industry has been to a great 
extent dependent upon an ade- 
quate supply of instalment credit. 

Mr. Coggan noted that car fi- 
nancing in the last five years has 
nearly doubled in value, to $719,- 
328,000 last year from $376,761,000 
in 1951. There was a 41% jump 


However, he suggested that deal- 
ers who gave the impression in 
their advertising that credit buying 
in the car market is wide open 
should be disciplined. 


® The Immigration Department 
came under fire at the meeting for 
“making no apparent effort to at- 
tract skilled people, such as me- 
chanics, to this country.” 


said the shortage of mechanics will 
get worse before it gets better. He 
suggested dealers form groups in 
major Canadian cities to import 
their own supply of skilled help 
needed to handle a steadily in- 
creasing number of cars and 
trucks. 


Mr. Simpkins said he had placed 
a small ad in two Scottish news- 
papers recently, and received 211 
replies from “self-styled compe- 
tent” mechanics who wanted to 
come to Canada. 


s “People in the United Kingdom 
have shown they are interested in 
Canada,” he said. “They are ex- 
perienced in our industry and we 


freight rates as applied to car 
sales across the country. They 
found the situation was improving, 
but still imperfect. 

Manufacturers have put par- 


tially-equalized freight rates into 


Clarke Simpkins, of Vancouver, 


effect for cars transported to west- 
ern Canada, said E. A. McCulloch 
of Calgary, chairman of the freight 
rates committee. But there is still 
room for a further cost reduction. 


= “The majority of western deal- 
ers won’t be satisfied until every 
car and truck sells for the same 
price across the country,” Mr. Mc- 
Culloch said. “This is the only 
way to stop bootlegging of cars 
and trucks from eastern Canada.” 
He said he was referring to large- 
scale driving of new cars to the 
west to escape freight charges. 

At the other end of the country, 
dealers blamed the Canadian Na- 
tional Railways for what they 
called a “deplorable transporta- 
tion arrangement” between New- 
foundland and the Canadian main- 
land. 

They are sending a resolution to 
Ottawa and to the president of 
CNR charging that severe conges- 
tion had occurred on Halifax rail 
sidings every spring and winter 
since Newfoundland entered the 
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Confederation in 1949. 
@ In March and April of this year 


1,500 automobiles destined for 
Newfoundland were delayed on 
rail lines from Halifax to Truro, 
Nova Scotia, the resolution said. 
“Often, Newfoundland auto dealers 
have had to wait until May to get 
their new stocks.” 

The resolution added: “Only by 
providing suitable shipping space 
for proper and safe handling of 
auto and truck traffic between the 
mainland and Newfoundland can 
the present deplorable situation be 
corrected on a permanent basis.” 

At present, dealers suffer “se- 
vere and very real financial losses 
through interest charges and lost 
sales because of the one and two 
month delays in shipments.” 


Barber-McCann Adds Books 
Boat & Equipment News, Easton, 
Pa., publisher of Pleasure Craft 
and Commercial Craft, has ap- 
pointed Barber-McCann Co. its ad- 
vertising sales representative. 


Who 


Cares 


about 


CANADA? 


Americans m 


have currently invested more 


ust—they 
than $10 billion in Canada. What's more, Canada 
is America's biggest customer. 


Canada is growing too 


. Just look at the rate of 


increase in our Gross National Product! 


GROSS NATIONAL PRODUCT 
(in billions of dollars) 


oh 


1950 1951 1952 


lf you want new markets 


1953. 1954 1955 


that are eager to buy— 


turn toward Canada. If you want to know the best 


way to sell Canadians in 


trade and industry, turn 


toward the business paper press—where you can 
talk business to businessmen. 


Electrical News and Engineering 


P. O. Box 4000, Terminal “A”, Toronte 1, Ontario, Canada 


90 
| | | 

He 

wae an 
| 

x 
| 
| 
‘ 
cae | | | 
| | 

ers 

in the number of cars financed 28 
and financing per capita increased | 
to $46 from $27. 
| 

ay gives you top coverage of Canada's seventh Hugh C. Maclean publications have recently pre- 
Peet newspaper market . . . you'll enjoy 109%, pared a series of market studies represented by 

ae coverage of Middlesex Families alone, and in each of their journals. You can receive a complete, 
7 six out of seven counties, The London Free factual report, at no cost, on of the markets 
any 
Pa.” Press is FIRST, in circulation, in local reader- served by these publications: | 
Shoe and Leather Journal 
Furniture and Furnishings 
The Canadian Architect Canadi | 
Engineering & Contract Record Canadi 

bat Canadian Chemical Processing Canadian Weedwerker 

need them. Write» 

B The dealers also took a look at GH C. ACLEAN ICATIC 
Limited 
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Seven Publications 
Join Rate-Raise List 


New York, Oct. 9—Two con- 
sumer magazines, two business 
papers and a professional journal 
have joined the growing number 
of publications announcing ad rate 
increases. 

Time Canadian, True, Kitchen 
Business, Today’s Secretary and 
the American Journal of Nursing 
have scheduled rate boosts effec- 
tive early next year. House Beau- 
tiful’s Practical Gardener and 
House & Garden’s Book of Build- 
ing also will advance their rates. 

House & Garden also has an- 
nounced a new space unit—a half 
page in four colors—starting with 
the December issue. The rate is 
$3,800, and will not change in Feb- 
ruary, when new rates for other 
space units go into effect (AA, 
Aug. 27). 


e Time Canadian, effective with 
the Jan. 7 issue, increases its 
b&w page rate 15.4%, from $1,265 
to $1,460, and four-color 15.6%, 
from $1,895 to $2,190. The circula- 
tion range of 165,000-175,000 re- 
mains the same. William Honneus, 
ad director, said the increase was 
based partly on the Canadian gov- 
ernment’s decision to impose a 20% 
tax on Canadian advertising in 
American magazines circulated in 
Canada. 


e True, effective with the April 
issue, raises its b&w page rate 
from $6,650 to $7,175 and four- 
color from $9,325 to $10,060. The 
circulation guarantee moves from 
1,900,000 to 2,050,000. Starting 
with the December issue the news- 
stand price goes from 25¢ to 35¢. 


e Kitchen Business boosts its b&w 
page rate 9.3%, from $375 to $410, 
beginning with the January issue. 
The circulation guarantee remains 
at 15,000. The book, for the first 
time, will accept inside color ad- 
vertising. The four-color rate will 
be $735 a page. 


@ Today’s Secretary, which ad- 
vances its circulation guarantee 
from 110,000 to 126,500 effective 
with the January issue, will boost 
its bkw rate from $480 to $570. 
Plans have not been set regarding 
color rates. 


e American Journal of Nursing, 
effective with the January issue, 
will raise its b&w page rate from 
$750 to $840. The circulation base 
increases from slightly more than 
150,000 to 157,500 paid. A special 
24-time insertion rate also will be 
available for the first time under 
the new schedule. 


e Practical Gardener, an annual, 
boosts its b&w page rate for the 
January issue from $900 to $1,080 
and four-color from $1,200 to $1,- 
440. Distribution circulation at 
newsstands remains at 150,000. 


e Book of Building, beginning 
with the semi-annual March is- 
sue, hikes its bkw page rate 20%, 
from $1,000 to $1,200, and four- 
color 12.5%, from $1,600 to $1,800. 
The circulation guarantee remains 
at 150,000. 


‘Pacific Travel News’ to Bow 
Western Business Publications, 
San Francisco, will begin publica- 
tion in January of Pacific Travel 
News, a new monthly magazine to 
be devoted to Pacific area travel 
developments. It will be the offi- 
cial house organ of the Pacific 
Area Travel Assn. and will have a 
controlled circulation of 5,000. 
One-time rate for a b&w page will 
be $200. Publication address will 
be 274 Brannan St., San Francisco. 


Howe Heads BBDO Office 

Richard O. Howe, recently 
named a vp, has been appointed 
vp in charge of the Boston office 
of BBDO. He succeeds Burton E. 
Vaughan, vp., who has been 
named manager of the agency’s 
Pittsburgh office. 


Tell Johnson Lopez Larson 
WATCH WESTINGHOUSE—Mario Lopez, sales promotion and advertising 
manager of Industria Electrica de Mexico, Mexican licensee of 
Westinghouse, has been comparing notes with executives of the 
U. S. company. Industria Electrica plans to market a Westinghouse- 
branded tv set in Mexico early next year. Greeting him at West- 
inghouse’s radio-tv division headquarters in Metuchen, N. J., are 
D. J. Tell, sales promotion manager; R. W. Johnson, advertising 
and sales promotion manager, and G. C. Larson, assistant general 
manager, of the division. 
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Acomb Names Goetz AE. | Rratt Joins KLM Airlines 
Robert Acomb Inc., Cincinnati Ellen Kraft, formerly with Ban- 


agency, has appointed A. C. Goetz) tam Books Inc., has joined the ad- 
an account executive. Mr. Goetz vertising staff of KLM Royal 
has held various marketing posts| Dutch Airlines as a copywriter in 
both in Canada and the Philippines | the company’s home office at The 
with the overseas division of Proc- | Hague, Holland. 


ter & Gamble Co. 


Dowd, Redfield Elects Two 
Herman Davis and Maxwell Sa- 
pan have been elected vps of 
Dowd, Redfield & Johnstone, New 
York. Both men will continue 
their duties as heads of the art and 
copy departments, respectively. 


“INTER-LOCKED MARKET" FOR 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
‘QUIPMENT > APPLIANCES 
Our 10th Year ¢ NEEDHAM 92, Mass. 


And one con’t UNSAY it! 

Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slander, Piracy of his format or ma- 
terial, invasion of Privacy, Copyright fim 
Violation. Accusing Agency, Client, 
Performer—anyhow, a claim is made. 
THEN you should have our unique 
POLICY which is devised to take the 
sting out of the claim. This INSUR- 
ANCE is amazingly inexpensive. Get 
dota and rates NOW, before any 
claim is lodged. 


<< 


You meet the most interested people...in TIME Canadian 


A legislator has to know the news in order to make 
laws. That’s why so many of Canada’s lawmakers 
turn so often to TIME Canadian. 

They know that TIME Canadian will give them the 
news Clearly, authoritatively, memorably—will arm 
them with information they need about today to help 
them create legislation for tomorrow. 

All decision makers—whether in government, the 
professions or business—need information. 

These are the people who are responsible for mak- 
ing all kinds of decisions, including most of the im- 
portant business buying decisions made today. 


TIME Canadian to reach 
Canada’s most interested market 


Naturally, they earn higher-than-average pay 
checks. For themselves and their families, they make 
the big share of consumer buying decisions. 
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Canadians Study 
Elusive American 
Tourist Habits 


Orrawa, Oct. 11—The Canadian 
National Railways has completed 
an exhaustive motivational survey 
in the U.S. to help determine the 
type of advertising and sales tech- 
niques most likely to stimulate 
travel to Canada on the company’s 
lines. 

W. R. Wright, CNR director of 
public relations, recently told a 
meeting of the Canadian Tourist 
Assn. that the results of the survey 
are of great interest to anyone 
concerned with American travel in 
this country. “In this case what was 
good for the CNR seemed quite 
clearly to be good for Canada, and 
vice versa,” he said. 

CNR's motivation study—con- 


ment agency. 


the border continues strong. 


($304,000,000) from the U. S. 


ducted in the U.S. by McCann- 
Erickson—attempts to complement, 
in a sense, the publicity of the Ca- 
nadian Travel Bureau, a govern- 


® The CTB operates with a budget 
of close to $1,000,000, spent mainly 
with 50 U.S. magazines and an 
equal number of U.S. newspapers. 
Cockfield-Brown handles this ac- 
count. In a brief presented to the 
Gordon Commission on Economic 
Prospects, the Canadian Tourist 
Bureau strongly criticized the Ca- 
nadian Travel Bureau for spending 
so little on U.S. travel advertising. 

But the tourist business in Can- 
ada is by no means in a sickly 
state. Despite a drop in July due to 
unseasonably cold weather, and 
other factors, U.S. spending above 


Last year set an alltime record 


for tourist spending with $329,000,- 
000 coming into Canada, most of it 


s But the CNR wasn’t satisfied 


La Patric 


with its unique coverage of 
the Province of Quebec 


Market, gives advertisers unequalled opportunities for 
effective display in its four splendid sections — News, 
Color Rotogravure, Color Magazine and Color Comics. 


Advertisers have been quick to realize 


the powerful 


impact of this great 


advertising medium as evidenced by 


the fact that LA PATRIE has carried 


more advertising than any other Cana- 


dian weekend newspaper for more 


than twelve consecutive years. 


There can be only one reason for this striking record — 
LA PATRIE pays off. 


Toronto: 19 Melinda St. 


staves 
RALPH R. MULLIGAN 


141 East 44th Street, New York 


NEWS e ROTO 


MAGAZINE e COMICS 


with its slice of the market and as 
a result crossed the border to find 
out for itself “the American atti- 
tude towards vacation travel in 
Canada.” 

“Despite the continuous and con- 
structive efforts made over many 
years to raise the standard of ac- 
commodations, to publicize the nat- 
ural advantages, including climate, 
of all sections of Canada, and to 
highlight the colorful regional 
events that are part of our social 
fabric, a staggering job still re- 
mains to be done,” Mr. Wright 
stated. 

The general concept of Canada in 
the U.S. tended to be vague and 
unreasoned. Many people simply 
felt they didn’t know enough about 
Canada’s high spots to plan a vaca- 
tion there. 


® Canada, the survey showed, was 
a place to go if you liked the out- 
door, simple life—a Canadian va- 
cation brought to mind the great 
outdoors, fishing, camping. 

Canadian people were considered 
polite and courteous, but not par- 
ticularly friendly or interesting. 

American tourists said they 
found the customs barrier a re- 
minder that they were in another 
country, but that little else made 
them really feel they were on for- 
eign soil. 


@ Weather was considered by 
many to be too cool and rainy in 
the summer and uncomfortably 
cold in the winter. Many thought 
large areas of the country are con- 
tinually covered with snow. East- 
erners in particular have glued the 
winter label on Canada. 

This may be due to the extensive 
promotion of Canadian skiing in 
their area; many easterners tended 
to rule Canada out for a summer 
vacation. 

The CNR was unhappy, if not 

, to find that Americans 


4surprised 
felt Canadian foods lacked distinc- 


tion. They were considered similar 
but inferior to American. 


# Accommodations didn’t come off 
much better. Many of those inter- 
viewed were impressed by the 


major hotels in resorts and large | 
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How Canada Is Different 


Procter & Gamble may well be 
the most-copied U. S. advertiser. 
When it opened its new laboratory 
in Hamilton last January, it com- 
mented on some marketing facts in 
Canada which illumine the dif- 
ferences between the two national 
markets. 

In Quebec, women wash cloth- 
ing twice—first in cool water, then 
in warm—a system unknown any- 
where else in Canada. Also, Cana- 
dian women bleach their clothes 
during the washing process, except 
in Quebec, where it’s the last step 
before hanging them on the line. 

The favorite cake size in Cana- 
da is a single layer 8” square, in 
the U. S. it’s a circular double 
layer cake 9” in diameter. 


s Women in western Canada use 
cold water soap to wash woolens, 
a practice seldom found elsewhere. 
Automatic washing machines 
aren’t as common in Canada as 
in the U. S., but Canadian women 
tend to put lingerie and synthet- 
ic fabrics into the machine, where- 
as U.S. women often don’t. 

Crisco has a different formu- 
la in Canada, and is sold in one-lb. 


prints. It is available only in cans 
in the US. 

Oxydol is a soap in Canada, a 
detergent in the U.S. Duz is a soap 
in the U.S. but a synthetic with a 
premium in Canada. Fluffo is 
golden in the U.S. but white in 
Canada. Bonux, a new detergent, 
and Entrainit, an air entraining 
agent for concrete, are sold only in 
Canada. 


® P&G’s advertising staff went 
from three in 1947 to 100 at the 
beginning of this year. In that 
time the company introduced 16 
new brands and sizes, dollar sales 
rose three-and-one-half times 1947 
volume, and its advertising budget 
trebled—it is now one of the three 
top advertisers in the Dominion. 

P&G patterned its overseas op- 
eration on its Canadian experience, 
and the high quality of Canadian 
personnel is legendary. Since the 
war, some 20 young executives 
from P&G in Canada have been 
selected for managerial posts 
abroad, and they are now in ten 
countries. Less than 1% of P&G's 
1,100 employes in January were 
U. S. citizens. 


cities, but didn’t think there were 
many medium-price hotels. Only 
nine per cent said they connected 
Canada with good accommodations. 

Canadian roads inevitably suf- 
fered by comparison to U.S. arter- 
ies. Anything short of a four-lane 
highway was considered poor. 

Respondents familiar with the 
rate of exchange, resented it. 
Americans, apparently, don’t con- 
sider a Canadian vacation a bar- 
gain. 


# Finally, respondents seemed to 
think Canada offered too few in- 
teresting things to see and do. They 
thought the country lacked historic 
sites to visit, interesting things to 
buy—and there was little or no 
night life. 

On the other hand, a substantial 
number of Americans are attracted 
by the very features which dis- 


courage others. 

They are the vacationers who 
seek outdoor life, and a physically 
active but not necessarily socially 
active vacation. They like the fact 
that Canada is not too different 
from the U.S.; they “wouldn’t want 
to go to Mexico because it is differ- 
ent, dirty, unhealthy and the food 
is bad.” 


@ These are the people who 
take family vacations—Canada is 
thought of as a wholesome place 
for children—or those who ‘try to 
get away from too much civiliza- 
tion, who want to lead a quiet, lazy, 
unhurried life on their vacation. 

In short, the more sophisticated 
tourist is not generally attracted to 
Canada. The country’s strongest 
appeal, the study showed, is to the 
nature loving, camping-out type of 
vacationer. 


DOUBLE- 
BARRELLED 
SELLING 
POWER 


Favorite with French Canada’s women 
122,713 weekly* 


*ABC Publisher's Statement, 
6 months ending Sept. 30, 1955 


75 €. Wacker Drive, Chicago 


sales-rich 
FRENCH 
CANADA 


These two widely-read, thoroughly-read papers are 
musts if you want to do a thorough selling job in French 
Canada. Handy tabloid size, easy-to-read format to give 
your advertising impact. FINEST ROP COLOR PRINTING 
on ultra modern Goss Headliner presses. Members of 
Milwaukee Journal ROP Color Service. 


For all the facts on the rich French Canada market contact: 


HENRY DE CLERQUE INC. 


NEW YORK CHICAGO SEATTLE 
12 East 41st Street 1529 Tribune Tower = 551 Skinner Building 
LExington 2-3739 SUperior 7-2290 Elliott 1769 
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Put yourself one important sales step ahead in the U.S. 


market with your advertising in The New York Times 


REVIEW 


Thursday, January 3, 1957 


This internationally-recognized annual review provides 
the ideal medium for advertising in the United States 
by Canadian business men. 


As part of the regular issue of The New York Times on 
January 3, it will reach Times readers right at the time 
when they are making plans for the new year ahead. 


This review will be read, kept and referred to long after 
it is published. Your message in it will be seen by 
business, industrial and financial leaders the country 
over . . . by trade and shipping people, by retail store 
owners and other executives who make the decisions 
for American business, industry and finance. 


It will go to government officials in Washington as well 
as those on the local state and city level. It will go to 


editors, educators, clergymen, professional people... all 
those who exert such great influence on public opinion. 


Add to this, too, The New York Times national con- 
sumer audience of more than 550,000 informed, re- 
sponsive, better-able-to-buy families. They are the best 
possible prospects for all kinds of imported products. 
They comprise a most valuable tourist market. 


Plan now to get your share of the business The New 
York Times International Business Review will gen- 
erate. Because space is limited, early reservations are 
suggested. Make yours today. 


The New York Times 


FOR 37 YEARS FIRST IN ADVERTISING IN THE WORLD'S FIRST MARKET 
Canadian Advertising Department, Times Square, New York 36, N. Y. 
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it only takes 


THE GREEN Bay Press-GAZETTE 


als 


GREEN 


BAY 


COLOR? OF COURSE! 
Spot color, 1000 line minimum. 


Kodak Charged as Pricefixer 
Aljan Camera Co., New York, 
has filed a $1,500,000 treble dam- 
ages anti-trust suit against East- 
man Kodak Stores Inc., charging 


| and an injunction is sought. 


Bain Co., Warden Named 

Jack Bain Co., New York, has 
been named to represent Guide for 
| the Bride, Building Manual and 
_ Practical Gardener in the New 
| York area. Sidney E. Warden & 
| Associates, Chicago, has been 


_in the Midwest. 


Peyer Joins Hoover Co. 

Allan E. Peyer, formerly director 
of the market plans division of 
Raymond Loewy Associates, Chi- 


them with a conspiracy to fix and |: 
| control retail prices of Eastman! _ 
| Kodak products. Cancelation of all | “== 


|named to represent the magazines | = 
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Vledicine’s Newest Weapon for 
SONTROL of COLDS 


retail price maintenance contracts | - 


CITREID= 
WEATHER-WISE—Here is the page 
newspaper ad Grove Laboratories 
is using for its Citroid compound 


: Phil Mc Closky, Mgr. Four color, page minimum. cago, has been appointed new in tts weather-scheduled campaign. 
$ General Advertising | products planning manager of the 
‘Hoover Co., North Canton, O. Weather Man Will Be 
Deciding Factor in 
Citroid Ad Campaign 


New York, Oct. 9—A number of 
advertisers—like anti-freeze man- 
ufacturers and swimsuit makers— 
schedule their ads according to 
seasonal weather changes. 

But at least one advertiser, has 
it down to a fine point. It will cor- 
relate its advertising in 130 news- 
papers in 90 markets in accordance 
with weather forecasts as com- 
piled by a private forecasting com- 
pany. 

The advertiser is Clayton Lab- 
oratories division of Grove Labor- 
atories, and it will depend on these 
forecasts in its campaign for Cit- 
roid compound cold tablets that 
started Oct. 8. 


P76 A TV Station Is Measured By... 


# It works like this: When the 
weather forecast indicates a heavy 
cold outbreak due in a particular 
area, the Citroid push will start 
with page ads and then taper down 
to 1,000-line and 600-line inser- 
tions. The campaign will be re- 
peated, in the same way, at the 
next cold forecast. The schedule is 
complicated because forecasts dif- 
fer by area. 

Grove’s record-breaking cam- 
paign for the cold-reliever (AA, 
Aug. 13) includes one-minute tv 
and radio spots—also scheduled in 
accordance with the weather—and 
a Sunday supplement schedule. 

Dowd, Redfield & Johnstone, 
New York, is the agency. 


~ 


...ITS PROGRAMMING! 


CHANNEL 4 CLUB consistently reflect the know-how of 
a staff that produces network commercial shows on both 
television and radio for such top-drawer advertisers as 
R. J. Reynolds, Ralston-Purina and Pet Milk. 

NEWS TELECASTS — An aggressive 9-man news staff, 
five wire services, two film services, staff cars, and complete 
kleig lighting and motion picture equipment all contribute 
to the WSM-TV news coverage success story The station 
has also telecast more than 675 remotes of special local and 
regional newsworthy events. 

SPORTS COVERAGE — Vanderbilt University basketball, 
exclusive TV coverage of Nashville’s Southern League 
baseball team, NCAA basketball remotes from as far away 
as Bowling Green, Kentucky, Vanderbilt football highlights, 
steeplechases and stock car races are just a few of the many 
local and area headliners in the WSM-TV sports parade 
that continues to fascinate viewers in this market. 


GGG Repeats Campaign 

Wm. P. Goldman & Bros., New 
York, is repeating its “then and 
now” campaign for GGG clothes 
this fall and winter. Spearheaded 
by national advertising, the forth- 
coming campaign, with some vari- 
ations will be keyed to the theme: 
“every year since 1895 GGG 
clothes have been the mark of a 
man marked for success,” and will 
show models side by side in the 
clothing of 1895 and today. Ex- 
tensive merchandising is planned 
for the program. Rockmore Co., 
New York, is the agency. 


And WSM-TV programming holds a popularity lead in this 
market, according to both A.R.B, and Pulse. This popularity 
covers all categories: 

NETWORK HEADLINERS — As the NBC-TV station in 
this market, WSM-TV gets a consistently larger share of 
the local audience for network shows (according to A.R.B. 
and Pulse) than the national average (according to Trendex) 
— proof positive that national standings cannot be neatly 
applied to all local situations. 

TOP FILM SHOWS—According to the most recent survey 
of this three-station market, the 10 top syndicated film 
shows are all on WSM-TV. 

LIVE LOCAL SHOWS — With a talent pool of more than 
200, many of them nationally famous stars, WSM-TV is 
recognized as one of the country’s leading stations in the 
production of top caliber live local shows. Such headliners 
as NOON, OPRY MATINEE, TELEVISIT, and 


WSM-TV’s sister station ~ Clear Channel 50,000-watt WSM Radio — is the only single medium that covers completely the rich Central South market. 


Opens Signature Press 

Dean R. Kauffman, formerly 
sales manager of Normandie Press 
Inc., has opened his own company, 
Signature Press Inc., 129 LaFayet- 
te St., New York, which will spe- 
cialize in the printing of point of 
sale promotional and advertising 
material. 


Channel 4 Nashville, Tennessee 


NBC-TV Affiliate 
Clearly Nashville's #1 TV Station 


IRVING WAUGH, C cial Manag 
EDWARD PETRY & CO., National Advertising Representatives 


Swan Studios Names Krafft 

Eric Krafft has been named 
sales representative of Swan Stu- 
dios, Chicago advertising art stu- 
dio. He formerly was promotion 
manager of publications of US. 
Gypsum Co., and before that was 
advertising product manager of 
McGraw Electric Co. 
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In Washington 


You can reach 
447% more women 
through The 
Washington Post 
and Times Herald 


and as many 
as the two evenin g 
papers combined 


The survey reveals 
MORE SALES OPPORTUNITY 


through The 
Washington Post and Times Herald 


Readership for Washington daily papers 


POST TH | STAR NEWS 

per cent per cent per cent 
All women 65 45 26 
Working women 67 43 27 
Housewives 65 45 28 
Housewives who work 67 43 29 
Government women 70 49 25 


Only a few of the many facts available to advertisers 


by Publication Research 
Service — Chicago, Ill. 


See the results 
of this survey 
at your carliest 
convenience, 
call Sawyer, 


Ferguson, 
Walker today 


Atlanta: Murray 8-6522 


New York: Plaza 3-3800 
Chicago: Randolph 6-9149 Philadelphia: Locust 4-2736 


Detroit: Woodward 2-5005 San Francisco: Garfield 1-1168 


Los Angeles: Dunkirk 9-1371 
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Results Proved To Us... “It Takes The Journal 
and Courier To Cover This Great Market’ 


It has been proven to us time after time that we must use 
the Lafayette Journal and Courier to get our share of the 
$48,000,000 food budget of this rich nine-county market. 
No other media can do the job for us. 


DICK PAULEY, Merchandise Manager 


JOURNAL.’ 
WEST LAFAYETTE 
INDIANA Member of Federated Publications Bimbo Mitchell Blackburn Boyle Mahvtty 
OF NEW TV STAR—On hand to meet Bimbo, one of the stars of the new 
Indiana's Best ~ REPRESENTED NATIONALLY BY 
“Circus Boy” series, at a party in New York were John Mitchell, 
SAW YER-FERGUSON-WALKER COMPANY 
Balanced Market Screen Gems vp; Norman Blackburn, co-producer of the film; Jack 


Boyle, director of radio-tv advertising for Reynolds Metals Co., 
sponsor of the show, and Thomas A. McAvity, exec vp of NBC. 


Roadside Si Mak 
Louisville’s 


BEST KNOWN FIGURE 


signs do not cause highway acci- 
dents—they actually make drivers 
more alert and therefore make the 
highways safer. 

This is the conclusion of Prof. 
A. R. Lauer of Iowa State College, 
who has headed a faculty group 
studying the problem for the Eno 
Foundation for Highway Traffic 
Control. 

Prof. Lauer, who is consultant to 
the American Optometric Assn. on 
motorists’ vision and highway 
safety, now reports “that the myth 
that advertising signs cause acci- 
dents has been fairly well ex- 
ploded.” 


= A laboratory study at Ames has 
“almost exactly confirmed” earlier 
studies, including those at the Uni- 
versity of Michigan, showing there 
is a “slightly beneficial relation- 
ship between safe driving and the 
presence of highway signs.” 

Prof. Lauer and his associates 
would scotch the old notion that a 
driver must fix his eyes on the 
middle of the road in order to 
drive safely. 

The recent investigations into 
driving behavior reveal that the 
driver must scan his surroundings 
—particularly objects along the 
roadside—“in order to pick up the 
danger spots around him” and, 
perhaps even more important, to 


remain alert at the wheel. 
The WHAS-TV Channel 11 figure draws the cap pistol crew ‘a * 
to their TV sets at 4:00 pm daily for “T-BAR-V”. At other times, siden simak othe ack te 
he ages a bit to call adults and children alike to another more likely to stay out of trouble 
outstanding WHAS-TV production, “Midday Roundup” for than the driver who is drowsy and 
the latest news, weather, market reports and country music. ence of Gitving 
However he’s cast; on ID and promoton slides, the Channel 11 suteasebiie does net help the situa- 
on. ess the is tally 
He should remind you that for selling results, individual hypnosis.” 
and distinctive treatment, your advertising deserves the impact 
® Making a “strongly favorable” 


case for roadside advertisements. 

Pe... . ? Prof. Lauer said they could be 
Are you participating: med vente 
surroundings where such signs are 


6 PLE He suggests that advertisers and 
highway departments cooperate in 
VICTOR A. SHOLIS, Director such a project. 
NEIL CLINE, Station Mgr. 
Sean Downey Joins Amcoin 


Represented Nationally by Harrington, Righter & Parsons 


Associated with The Courier-Journal and Lovisville Times Sean Downey has been named 


advertising and sales manager of 
Amcoin Corp., a division of Holly 
Corp., New York, manufacturer of 
restaurant equipment. Mr. Downey 
formerly was a vp of Bass & Co. 
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WHAT OTHER MAGAZINE... 
WHAT OTHER MEDIUM... 
GENERATES THIS KIND OF RETAILER ENTHUSIASM? 


TOP-VOLUME 
APPLIANCE RETAILERS 
BUY 6,000 
LOOK PROMOTION KITS 


Compare LOOK’s appliance retail record with claims of retailer-influence 
advanced by any other magazine or medium. 


In the past two years, top-volume appliance retailers have paid to join 

three successive LOOK promotions— purchasing 6,000 LOOK promotion kits. 
Each of these promotions was storewide and nationwide. Each was keyed 

to a specific selling event and was oversubscribed within a month of the offer. 


The latest of these LOOK promotions, “Make it a Great Day for Mother,” 
resulted in sales increases up to 25%. As before, retailers across the country 
echoed, “Terrific!”...“Let’s have more of the same!” 


Tie-ins once again read like a Who’s Who of appliance retailing — Magee’s of 


Boston, Harry Price of Norfolk, Don Gabbert of Minneapolis, Hardy Rickbeil of ie 
Worthington, Minn. (Brand Name Retailer of 1955) and many, many others. S 
This enthusiasm for LOOK, backed by the retailer’s own cold cash, : 
is concrete evidence of LOOK’s power to influence retailers. What magazine, “ 
big or small, offers you comparable evidence on a nationwide basis? : 


APPLIANCE RETAILERS DEVOTE MORE STOREWIDE TIE-INS TO LOOK 
THAN TO ANY OTHER MAJOR MAGAZINE 


& 
~ 
=. 
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Two Of Everything 


A newspaper screams in its advertising: “It Takes 
Two to Cover Chicago.” 
Well, it takes two dailies to cover Central Flor- 


ida, too. 
We've both of them, 

one morning, one evening. 

We also print TWO 
Sunday magazines, the 
up-and-coming Roto Fam- 
ily Weekly and Our Very 
Own Florida Magazine. 

We also print TWO 
Comic Sections . . . But 
more than Two State Edi- 
tions . . . We Tailor-make 
10 Different Editions 
Daily to Serve 10 Differ- 
ent Areas of Cen. Fla. 
with custom-made Pic- 
tures & Stories. 


All of that is why the Orlando papers have put 
up a ROAD BLOCK against Miami, Tampa, Jack- 
sonville papers which we lead four to one . . . That 
is combine their total circulation in our area and 
we beat them all FOUR TO ONE. 


ORLANDO [FLORIDA]; SENTINEL-STAR 


Martin Andersen, Editor & Sole Owner & Ad Writer 


National Representatives Burke, Kuipers & Mahoney 


Moon Adwon Legg 


SOONERS ELECT—Sadie Adwon KTVX account execu- 


doches, Tex., southwest region vp. Other new of- 


tive, and new president of the Oklahoma chapter ficers are Dora Belle Legg, KVOO-TV, eastern vp; 
of American Women in Radio & Television, receives Vivian Batten, KWTV and KOMA, western vp, and 
the gavel from Sarah Jane Moon, KSFA, Nacog-_ Sally Milstead, Watts-Payne Advertising, treasurer. 


Graham Joins MacManus, John) has joined MacManus, John & Ad- 
James H. Graham, formerly ad-|ams, Bloomfield Hills, Mich., as 
vertising manager of the Buick/ assistant account executive on 


division of General Motors Corp.,| Pontiac. 


T. V. spot editor 


A column sponsored by one of the leading film producers in television 


SARRA NEW YORK: 200 EAST 56th STREET - CHICAGO: 16 EAST ONTARIO STREET 


ee In this arresting, two minute spot for Prudential, the announcer, 

oo Bill Shipley, tells of a dream in which he has forgotten his lines. 
In this tense situation, he is rescued by the prompter’s cards 
which indelibly print the Prudential message on the viewer’s 
mind. Restraint and “soft sell” characterize the commercial in 
all respects. This spot is one of a series that will be seen on 
“You Are There” and on the new “Air Power” show. Produced 
by SARRA for THE PRUDENTIAL INSURANCE COMPANY 
OF AMERICA through CALKINS & MOLDEN, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Modern, stylized animation of musical notes and instruments is 
intricately woven into an original, fully orchestrated musical 
background which creates the mood for this new Folger’s coffee 
series. The elegantly gloved feminine hand, which appears in 
Folger’s print advertising, is used to give visual evidence that 
Folger’s Coffee is “distinctively different.” These eight and 
twenty second spots by SARRA are striking examples of power- 
ful advertising in compact form. Produced by SARRA for J. A. 
FOLGER & CO. through CUNNINGHAM & WALSH, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Here’s a brand new Group of spots with the vigor and sparkle 
that keeps audiences looking! Every second works for Wesson 
Oil, with good photography and smooth continuity. Product-in- 
use shots take full advantage of the label to display the name 
“Wesson Oil.” This commercial is of a continuing series 
that may be seen on “Valiant Lady,” the Bob Crosby show or 
the new Sid Caesar show. (If you’d like to see other recent 
SARRA commercials, drop a line to SARRA and ask for Reel 6.) 
Produced by SARRA for WESSON OIL & SNOW DRIFT 
SALES CO. through the FITZGERALD ADVERTISING 


SPECIALISTS IN VISUAL SELLING 


TELEVISION COMMERCIALS - PHOTOGRAPHIC ILLUSTRATION + MOTION PICTURES - SOUND SLIDE FILMS 


Schlitz Will Build 
New Plant in Tampa 


MILWAUKEE, Oct. 9—Jos. Schlitz 
Brewing Co. has announced that it 
will build a new brewery in Tam- 
pa, Fla., costing about $20,000,000 
and having a capacity near 1,000,- 
000 bbls. 

The new brewery will be the 
fifth in Schlitz operations and the 
fourth built or acquired by the 
firm in $100,000,000 postwar 
program which Erwin C. Uihlein, 
Schlitz president, said was spurred 
be steadily swelling consumer de- 
mand. 

Schlitz, the world leader in pro- 
duction and sale of beer, produced 
and sold 5,780,000 bbls. of beer in 
1955. 


® Besides the Milwaukee plant, it 
has operations now in Brooklyn 
and Van Nuys, Calif. Earlier this 
year it purchased the George 
Muehlebach brewery in Kansas 
City and is expanding and improv- 
ing that plant for Schlitz beer pro- 
duction. 

The company has spent $50,000,- 
000, half of the total postwar ex- 
pansion goal, on enlargement and 
expansion of its plant here, and 
now has a production capacity 
here of more than 5,000,000 bbls. 
The Brooklyn brewery, purchased 
in 1949 and remodeled and ex- 
panded, has an annual capacity of 
about 1,000,000 bbls. The Van 
Nuys plant, which also has a 1,- 
000,000 bbl. capacity, was built in 
1953 at a $20,000,000 cost. 

Mr. Uihlein said he expected the 
Tampa plant to begin beer produc- 
tion in 1958. 


Tatham-Laird Appoints Five 
Tatham-Laird, Chicago, has ap- 
pointed Arthur A. Simon market 
research director. For the past five 
years, Mr. Simon headed an oper- 
ating section of the marketing 
services division of Dun & Brad- 
street. The agency also has named 
Thomas Casey, Arthur Cruttenden 
and Michael J. O’Connor merchan- 
dising supervisors. Mr. O’Connor 
also directs Tatham-Laird’s mer- 
chandising department. Claire List, 
formerly a research analyst in the 
agency’s creative research depart- 
ment, has been advanced to proj- 
ect director and creative research 
representative on the Toni, Park- 
er Pen, Wander and Abbott Lab- 
oratories accounts. 


Wall Adds Atlas Sales Duties 
Don R. Wall has been named to 
the new post of director of con- 
sumer sales for Atlas Plywood 
peg» Boston. Mr. Wall continues 
as the company’s advertising a 

public relations director, 
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CLEAN AS TODAY’S HAMMERMILL BOND. When it comes to bathing, this 
young lady has nothing on Hammermill Bond. Every bit of pulp that goes into 
any Hammermill paper gets a final bath through centrifugal equipment that 
whirls remaining impurities out of the pulp— equipment that Hammermill 
spent a half million dollars to invent, develop and install. This extra step makes 
Hammermill Bond cleaner than ever. Another -yet 

reason why Hammermill Bond prints better, types wrMMERi, 

better, /ooks better. Hammermill Paper Company, BOND costs no more 


Erie, Pennsylvania. —and actually less than many other watermarked papers 


2 


With Hammermill Offset 
you can print the difference 


b pm don’t have to be a mink expert to see the 
aan differences in these mink stoles. It's the subtle 
differences in color and texture that make the not 
| so subtle differences in price. And with Hammermill 
Offset, you can print the differences that reveal the 
differences in value. Hammermill Offset lets you 
breathe life into illustrations. DESERT GOLD MINK + ABOUT $2,200 


Lithographed om Hammermill Offset, Substance 80, Pearl finish 
MANUPACTURED BY 
HAMMERMILL PAPER COMPANY « ERIE, PA. 


WILD MINK * ABOUT $1,000 


RANCH MINK aBouT $650 
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Liggett & Myers 
Hit by FTC for 
Unfair Ad Grants 


(Continued from Page 2) 
paid Union News $18,500 during 
1954 for placing counter displays in 
its 2,000 retail stands. These stands 
compete with other cigaret dealers 
who also sell Chesterfields and 
L&Ms, FTC pointed out. 


® Three Buffalo retailers were 
paid for displaying posters, two for 
having framed cards and one for 
both posters and framed cards. 
Quality Cash Stores, with pur- 
chases totaling $58,000, received 
$502, based on a rate of $2 for each 
outlet in the chain per month, for 
displaying posters. 

Cease Commissary Services, caf- 
eteria chain, with purchases of 
$8,000, received $100 on a $2 per- 
outlet-per-month basis for posters, 
and Lee’s drug chain, with $241,000 
of purchases, $432 on a $3-per-out- 
let-per month basis for posters. 

Harvey & Carey drug chain, with 
purchases of $109,000, was paid 
$144 at a rate of $3 per-outlet-per- 
month for framed cards, and W. E. 
Mathais, retail store, with pur- 
chases of $14,000, was paid $24 at 
a rate of $2 monthly for framed 
cards. R. J. Seidenberg Co., cigar 
store, received $120 at a rate of $10 
monthly for displaying both posters 
and framed card. 

Among the Buffalo area outlets 
receiving no compensation were 
A&P, Danahy-Faxon Stores, Lob- 
law Inc., and S. M. Flickinger & 
Co., FTC said. 

Arrangements in the vending 
machine field were handled 
through Harrough Corp., 290 Ma- 
dison Ave., FTC said. Under these 
agreements, vending machine op- 
erators received $12 annually for 
each machine handling regular or 
king-sized Chesterfields and dis- 
pensing matches advertising either 
Chesterfields or L&M cigarets and 
an additional $8.50 for each ma- 
chine vending L&M cigarets. 

The case is the first of its type 
in the tobacco industry. 


Associated Green Bean 
Canners Sets Ist Color Ads 

First color advertising in na- 
tional magazines has been ordered 
this fall by the Associated Blue 
Lake Green Bean Canners Inc. on 
behalf of canned Blue Lake beans. 
The schedule uses a color page in 
Good Housekeeping in October and 
a half-page in Ladies’ Home Jour- 


nal in November. The association, | - 


formed five years ago by major 
packers of the Blue Lake variety 
of green beans in Oregon and 
Washington, undertakes promotion 
on behalf of the 
Pacific North- 
west industry. 
The Blue Lake 
bean is consid- 
ered a premium 
in quality and 
normally carries 
a price differen- 
tial over other 
wre porte: varieties of 


Kreisler Names Zlowe 

Jacques Kreisler Mfg. Corp.; 
North Bergen, N.J., has appointed 
Zlowe Co., New York, to handle its 
line of watch bands and straps and 
Colibri lighters. In the last 10 
years or so the Kreisler company 
has run the gamut of agency af- 
filiations, numbering among them 
Ben Sackheim Co., Hirshon-Gar- 
field, Foote, Cone & Belding and 
Ellington & Co., the last previous 
agency. 


Campbell Offers Doll Premium 

The Campbell Kid Doll will be 
offered as a premium begin- 
ning Nov. 1, for six weeks, by 
Campbell Soup Co. Consumers 
may obtain the doll for $1 plus 
the label from one of several 
soups. The premium will be pro- 
moted primarily to Campbell’s 
junior consumers over the “Lassie” 
television show. Batten, Barton, 
Durstine & Osborn, New York, is 
the agency. 


toy manufacturers 
“door opener’ into the 
$1 billion toy field! 


TOYS and NOVELTIES 


WRITE FOR FURTHER INFORMATION 


101 


IN CANADA... 


Daily Newspaper Advertisements 
Bring SAME DAY 


Results 


Department stores ran 28,725,814 lines of advertising in the Southam Newspapers 


canned green 
Peciic Mertinweet beans. during 1955 - a sure mark of their merchandising value in their tocal markets. 


More than 50 
buyers have now 
been licensed to use the associa- 
tion’s trade insignia, “Mr. Blue 
Lake,” on their house labels. To 


YOU GET ACTION WHEN YOU ADVERTISE !N 


THE SOUTHAM NEWSPAPERS 


support national advertising, in- 
stitutional trade publications, point 
of purchase material and merchan- 
dising to the trade will be used. OTTAWA - HAMILTON - NORTH BAY - WINNIPEG 


| 
Dawson & Turner, Portland, han-| Citizen 


Spectator Nugget Tribune UNITED STATES REPRESENTATIVE 4 
account. | 
CALGARY MEDICINE HAT. EDMONTON - VANCOUVER & Woodward Inc. (Can. Div, | 
Herald News Journal Province San Francisco, Los Angeles, Atlanta 


Parrish Promotes Greenwald 
Amos Parrish & Co., New York, 
has promoted Herbert Greenwald, 
director of visual creative depart- 
ments, to a vp of the company. : 


ai 
| 
smart 
manufacturers 
know thei: 
| keep their 
| TOYS NOVELTI 
yes 
} 
4 
| 
ai 
« 
i 
é 
4 
= 
i 


This Week in Washington... 


Children’s Bureau Book Evaluates TV 


By Stanley E. Cohen 
Washington Editer 

WASHINGTON, Oct. 11—In the 
first revision of “Your Child from 
One to Six” since pre-tv 1945, the 
Children’s Bureau of the Social 
Security Administration cautions 
parents: Resist the temptation to 
let children soak up their enjoy- 
ment from the tv set instead of 
creating fun of their own. 

“Your Child from One to Six” 
is one of four highly acclaimed 
publications which the bureau of- 
fers for parents. Earlier editions of 
the booklet for the one-to-six age 
group went to nearly 10,000,000 
persons; the new 110-page revision 


has just gone on sale (20¢) at the 


Superintendent of Documents, 
Washington 25, D.C. 

® It points out that parents as yet 
have no way of accurately know- 
ing what tv watching does to chil- 
dren. But noting that play is the 
child’s main way of growing and 
learning, it says: 

“Children of preschool and early 
school age need a setting in which 
so many interests clamor for atten- 
tion that they have little time for 
just sitting as onlookers.” 

If children show nervous map- 
nerisms, parents are urged to check 
their movie and tv habits. Children 
under eight should attend only 
brief and amusing movies, and tv 


viewing should be watched. 

“A child ought not to have to 
bear having his emotions stirred by 
exciting or distressing scenes that 
he does not understand,” it ex- 
plains, “yet many thousands of 
otherwise tenderly cared for chil- 
dren are put to tHis strain every 
day.” 

Home Building Helped?: Will the 
government’s decision to reduce 
down payments houses selling 
for less than $9,000 help the home 
building industry? Builders tend to 
discount the move, and continue to 
predict a sharp drop in housing 
starts. 

But Housing Chief Al Cole re- 
fuses to envision failure. He points 
out that nearly 200,000 homes built 
last year were in the under-$9,000 
price category. 

“The house that can be built for 
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The world’s most popular 


BIRTHDAY—This is the first of a se- 


et under the Sun 


izona Daily 


Cucson Daily Citize 


2 Independent Newspapers Produced in the Same Plant 
Represented Nationally by Cresmer & Woodward, Inc. 


*Estimate Tucson Gas, Electric Light & Power Company. 


ries of ads which will appear in 22 

cities in the U. S., plus several in 

Canada, commemorating the fourth 

anniversary of Cinerama. The three 

Cineramas to date have grossed 

about $53,000,000. Monroe Green- 
thal Co. is the agency. 


$9,000 or less represented a billion 
and a half dollar market last year,” 
he says. “Is that kind of a market 
worth having or isn’t it?” 


Political Expenditures Probed: 
The Senate elections committee 
continues to bird-dog the expendi- 
tures of both polital parties. Its 
running report on radio and tv ex- 
penditures showed that Repub- 
licans spent $411,651 nationally 
through Sunday, while Democrats 
have spent $384,617. Republicans 
are committed for an additional 
$1,489,668; Democrats are slated for 
$690,026 more. 

Studies available to the commit- 
tee show total spending at all 
levels amounted to about $140,000,- 
000 in 1952. At a hearing this week 
John Holzapfel of ANPA’s Bureau 
of Advertising said that newspa- 
pers’ share of political advertising 
in 1952 added up to 2,400 pages in 
391 newspapers, costing roughly 
$2,500,000. 

The committee also heard U. H. 
Burke, vp of General Outdoor Ad- 
vertising Co., Chicago, testify that 
Republicans have spent $83,178 
and Democrats $60,862 with his 
company so far this fall. 


Traffic Experts Worried: Some- 
times it seems as if the nation’s 
new 13-year highway program 
won’t be able to keep pace with the 
growth of traffic. The program, of- 
ten described as the biggest public 
works plan in history, is barely 
getting under way, but already 
there are predictions of auto ve- 
hicle registration for the future 
which have the experts worried. 
Between 1940 and 1955, auto reg- 
istration increased from 32,500,000 
to 62,800,000, and vehicle miles 
doubled from 302 billion to 603 bil- 
lion. Now there are forecasts that 
registration will reach 80,000,000 
by 1965, well before the program is 
completed, and that usage will 
total 814 million miles (roughly the 
equivalent of 274,000 round trips 
daily between New York and San 
Francisco). 

As if that isn’t enough, the fore- 
casters also say that registration 
will be 90 million by 1975, simply 
by projecting the existing basis of 
one vehicle for every two and a 
half persons. 


Two to Bermingham, Castleman 
Jean Zemlowitz, formerly me- 
dia director of Lewin, Williams & 
Saylor, has joined Bermingham, 
Castleman & Pierce in a similar 
capacity. Doreen Lytton, former- 
ly on the advertising and promo- 
tion staff of Haloid Co., has joined 
the public relations department of 


Bermingham, Castleman. 
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: in grocery advertising, too, 


Ow it’s a long, long way 


it 
between first and second le 
in The Nation's Capital 


How 
erocery business 


Washington, 


Here 1s the formula that works for the area’s-10 largest 
grocery advertisers (notably the leading chains) 


FOR THE FIRST 8 MONTHS OF THE YEAR 


54.8% 


of the total linage used by Washington’s ten 
largest grocery advertisers was placed in 


The Washington Star 


against 40.5% for the second newspaper 
and 4.7% for the third 


The purpose of this page is not to point out that The Star is first in 
retail grocery advertising in Washington. It is nothing new for The 
Star to be first. We lead in most major retail classifications by a 
wide, wide margin. 


What we do want to point out is that if you are an advertiser of food 
products you naturally want to create a bigger appetite for those 
products in Washington, the richest mass market in the nation. 


Where could you find a sounder plan than the one that is working so 
successfully right now for the ten largest grocery advertisers in 
Washington? 


Build your Washington newspaper schedules around The Star. The Star 
enjoys a nation-wide reputation for doing the outstanding job in 
Washington for grocery product advertisers. The Star is also the most 
effective medium for broadening the distribution of your products 
in this big important market. 


As your local broker or representative can tell you, it is a family habit 
in Washington to make up shopping lists from the grocery ads ir 
Washington’s foremost grocery advertising medium... The Wash 
ington Evening Star. That's why The Star carries more grocery adver 
tising than the two other Washington papers combined. 


Washington Star 


EVENING AND SUNDAY »% WASHINGTON, D. C. 


Represented nationally by: O'Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicege — Detroit — Los Angeles — San Francisco 
Special Fletida representative: The Leonard Co., 311 Lincoln Read, Miami Beach, Florida 
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BUSINESS iS GOOD IN THE 
| | 


| TIME: 
VERMONT 


ARKET 


To Tap thie SOLID and SWEET market, address 
Room 516, Statler Office Bidg., Boston 16, Mass. 


Research Followup 
on ARF Study Asked © 
by Central Four A’s 


Cutcaco, Oct. 9—The hoped-for | 


tion’s printed advertising rating 
methods (PARM) study (AA, July | 
9) could be seen shaping up here | 
last week at the central region | 
meeting of the American Assn. of 
Advertising Agencies. 

During a research workshop ses- 
sion, the following subjects were 
suggested for further investiga- 
tion: 


e@ The relative value to the adver- 
tiser of newsstand sales vs. sub- 
scription sales of magazines. Dr. 
Seymour Banks, director of media 


|e A better definition of “pass- 
| along” readership. Presently pop- 


Donald Kantor, director of creative 
interest in follow-up research on ‘research for Tatham-Laird, the 


the Advertising Research Founda- | 5 ARM study highlighted a need 
|for distinction between “reader- 


analysis for Leo Burnett Co., noted 
that the PARM study indicates 
“little or no difference” 


in the! while Starch results tend to inflate | 


are “poor and undefinitive.” 


le A better definition of “reader- 
'ship” generally. According to Dr. 


ular definitions, said Dr. Banks, 


ship” and the concept of “expo- 
sure-awareness.” And along this | 
same line, Dr. Kantor said that 
the study should cause admen to 
think more about what is wanted 
from an ad besides just being) 
“noted.” 
e A better explanation of why it | 
is that readers who read a maga- | 
zine 46 minutes or more score 
twice as high as people who read 
it 15 minutes or less. 


e Reasons why Gallup-Robinson 
study results tend to depress scores | 
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who was featured speaker at the 
session, said that it’s too early to 
tell yet what all the results of the 
PARM study will be, but he noted 
that tremendous interest in the 
outcome can be measured by the 
numerous requests ARF is receiv- 
ing for PARM study data. 

Interest in supplementary re- 
search is one result of the study 
that ARF has hoped for all along, 
Mr. Manchee said, but he empha- 
sized that ARF faces financial 
stumbling blocks that must be 
overcome before much more re- 
search can be undertaken. The 
PARM study itself, he said, cost 
in excess of $100,000. 


® Meanwhile, at another session, 
motivation research came in for 
some kind, if cautious, words from 
W. Lloyd Warner, professor of an- 
thropology and sociology at the 
University of Chicago. Dr. Warner 
said that motivation research is a 


pass-along scores for the two as/|the scores. 
computed by Gallup-Robinson and; Fred B. Manchee, exec vp of 


by Daniel Starch & Staff. Batten, Barton, Durstine & Osborn, 


Let’s see... at 6:35 p.m. he was in Moscow for an 
inside report on the Kremlin... at 6:52 he was back 
in Dallas for a preview of the SMU-Notre Dame foot- 
ball game... at 8:00 he was in Marshall, Texas, for 
an eye-witness account of a raging fire... at 9:03 he 
was in Cairo for the latest word on political maneu- 
verings in the Middle East... at 10:58 he was in Des 
Moines, Iowa, for highlights of a presidential cam- 
paign speech. 

Odd chap, Jim Wilson? 

Not at all. Like thousands of other North Texans 
that night, he was listening to WF AA news programs 
that take listeners where news is happening, when it 
is happening. 


50,000 WATTS 5,000 WATTS 


DALLAS 


NBC ¢ ABC ¢ TQN 
Edward Petry & Co., Inc., Representatives 


WFAA Has the Most Extensive News 
Coverage of Any North Texas Station 


¢ Its stringer network links 37 North Texas 
news correspondents in the most compre- 
hensive system of regional news reporting 
ever used. 


e The WFAA Mobile Broadcasting Unit 
gives direct coverage to every important 
local news event with live broadcasts, 
interviews, music pick-ups and tape re- 
cordings — even walkie-talkie reports. 


e Live network and wire service (AP and 
UP) bring news of the nation and the 
world. 


No wonder WFAA leads all other stations in 
North Texas in urban, village and farm 
listeners, morning, noon and night.* 


If you'd like this audience for your 


customers...ask your Petry man 
for details. 


*Whan Study, A.C. Nielsen, N.S.I. 


| very important and necessary tool 
for admen and that failure to use 
|it could have serious consequences 
for them. 

But, he cautioned, it must be 
used wisely and professionally. 
Current debates over the value of 
motivation research, he asserted, 
result from confusion about exact- 
ly what motivation research is and 
what it properly has to do with 
the advertising profession. 

Basically, he continued, motiva- 
tion research is concerned with the 
mental life of a people, with their 
|emotional values and the symbol- 
‘ism that accompanies them. To 
| conduct research in this area prop- 
‘erly, Dr. Warner said, advertisers 
|must be able to answer these four 
questions: 


e 1. What is the symbolic mean- 
ing of a product, a show, an ad 
layout, etc.? 


e 2. What are the characteristics 
of the social class being studied? 


e 3. What are the public and pri- 
vate meanings that these people 
associate with these symbols? 


e 4. How can all these factors be 
interrelated to help provide re- 
search results that can be used 
reasonably in making practical de- 
cisions about advertising? 


® In the second half of the same 
session, color tv came in for some 
attention, with Jules Herbuveaux, 
vp and general manager of WMAQ 
and WNB@Q (NBC, Chicago), pro- 
testing that “anybody who says 
that color tv is a year and a half 
away actually is saying that he isa 
year and a half away.” 

Accepting this challenge, Gordon 
Minter, vp for commercial film 
production for Leo Burnett Co., 
said that he “may well be a year 
and a half away, but I don’t think 
we can yet risk messing up black- 
and-white tv ads to suit the re- 
quirements of color tv.” He cited 
work done by Leo Burnett Co. to 
color-correct color tv commercials 
with the aid of the Oswald color 
chart and said that fairly satisfac- 
tory results had been achieved with 
it. 

But, Mr. Minter emphasized, 
color tv simply isn’t sufficiently 
developed thus far. In any event, 
he said, his advice was that color 
should not be over-emphasized in 
a commercial. The product still has 
to be sold on its merits and in 
pretty much the standard way, so 
“don’t let color take over the com- 
mercial,” he stressed. 


# At another session the central 
region board on agency personnel 
submitted a report on its program 
for attracting young people into 
advertising. 

Surveys have indicated, the re- 
port said, that 56% of ad agency 
executives had worked on high 
| school publications and another 
146% had worked on college pub- 
|lications, giving an unduplicated 
|total of 68% who had worked on 
|high school or college publications 
|or both. 
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WBUF 


NBC TV in Buffalo 


CLIMBS 
TO 
NEW 
SHEIGHTS® 


740 feet high —four times higher than 
Niagara Falls —1349 feet above sea ff 
level — the tallest man-made structure J 
in Buffalo! That’s WBUF’s tower, out- 
standing structure in WBUF’s newly- 
completed $1,500,000 Color Television 
Center. The new WBUF center was ded- 
icated on the 11th of this month, 
making WBUF the first NBC-owned- 
and-operated station planned from 
foundation to tower-top specifically for 
ultra-high frequency TV operations. 
Twenty-eight years of NBC-RCA 
know-how went into making NBC’s 
home in Buffalo the most modern and 
complete showplace in the Niagara 
Frontier Area. 


To advertisers, WBUF’s new facilities 
represent a powerful new way to sell 
in Buffalo — America’s 14th largest 
market, with an effective buying in- 
come of $21 billion. 


To TV-viewers in the Niagara Fron- 
tier Area, this new structure means the 
great lineup of NBC network programs 
— on WBUF, Channel 17, exclusively. The 
new tower and a new 500,000 watts of 
transmitting power bring to the entire 
Niagara Frontier Area a new, clearer, 
sharper picture. But they are only a 
promise of things to come from a sta- J 
tion equipped to expand to a mighty 5 
million watts. Small wonder that vir- 
tually every set now sold in Buffalo is 
an all-channel set, equipped to receive 
WBUF ! 


To the dynamic, growing community of 
Buffalo, the new WBUF symbolizes a 
major step forward in entertainment, 
public service, and advertising values. 


We 


ww 


wow, 
ay 


\) 
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When making your plans for Buffalo, 
keep your eye on WBUF, Channel 17. 
Your customers do. 


WBUF 
CHANNEL 
station 
in Buffalo 
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MIDWEST PITCH—Hablemos, Latin American newspa- ad manager of Borg-Warner International, and 

per supplement, wined and dined international ad- Manuel R. Lopez, export manager of William Wrig- 

men in Chicago at a luncheon announcing its ley Co. Hooper Jones, Chicago representative of : ; 
impending changeover from letterpress to roto- Hablemos, nestles between Earl C. Moss,ad manager  'O THE victoR—Jim Roddy (left), captain of the McCann-Erickson 
gravure (AA, Sept. 10). Casey Hirshfield, Hablemos of Interamerican Orange Crush Co., and Robert L. Marauders, San Francisco, loser in the playoff of the Northern Cal- 


ifornia Advertising Softball League, hands over the Old Oaken 
blisher, is propagandizing G M. Rappich, Cutler, international division Buchen Co. . 
Beer Keg to Ralph Miller, captain of the BBDO Sweaty Sox. The 


keg is the symbol of victory in the rivalry between the two agen- 

cies, which have competitive beer accounts. Other teams in the 

league include Guild, Bascom & Bonfigli, Walther Boland Associ- 
ates, Sunset Magazine and Foote, Cone & Belding. 


Refresh 
without 


QUEENS—The presence of Texas’ first Dairy Princess, Lois Jean 
Meneley, and the president of the American Dairy Assn. of Texas, 
David G. Gault, at the Texas Press Assn. meeting in Houston re- 


cently signalized the decision of dairy farmers to use more news- 

paper advertising. Miss Meneley was Texas’ entry in the com- TRAFFIC STOPPER—A hungry sign painter walked off for lunch before 

petition in Chicago to select a successor to Ruth Marie Peterson, adding the word “filling” at the end of this Pepsi-Cola slogan. The 

of Austin, Minn., first American Dairy Princess. David Leavell unusual ad provoked so much interest and attention from passers- 

of the Galveston News Tribune, and president of the Texas Press  >Y that Pepsi-Cola Bottling Co. of Pittsfield, Mass., delayed com- 
Assn., looks on admiringly. pletion of the sign. 


NON-PARTISAN—“Vote as you dog- 
gone please, but vote Nov. 6!” is 
j Gaines division of General Foods 
. , a is offering for free. Here the mod- 
SOME PUMPKINS—Madison Ave.’s Man in the Hathaway Shirt (with Daniel el is Winnie, an English bull, who 
eye patch) makes his influence felt in the South with this 30- ors Entertaining Gov. A. A. Ribicoff of Connecticut at the — ** taking Susan Chaskel for a walk 
sheet poster for Jez beer, = by pag a Co., te Or- annual meeting of the Gannett Group (23 newspapers, four radio down Park Ave. 
leans. The posting is being shown in Jax beers ages € areq and two television stations) at the Statler Hotel in Hartford were 
in the South. Fitzgerald Advertising Agency handles the account. F,o,. & Tripp, Gannett board chairman, Paul Miller, exec vp, 


and Daniel R. Daniel, publisher of the Hartford Times, the host 


Scott Scheidker Lavesen Billingsley Seiler 
SOCiIAL—In moments between sessions at the Central Four A’s meeting, there was Batten, Barton, Durstine & Osborn; F. H. Hoell and Ed Clark, both of D’Arcy, and 
the usual sociability. Gathered in these scenes are R. Jack Scott, president of R. Bobb Chaney of BBDO. For her long and devoted work in behalf of the Central 
Jack Scott Inc., Chicago; R. L. Scheidker of Four A’s headquarters in New York; Four A’s, Edna M. Johnson, vp and secretary of Fensholt Advertising, Chicago, was 
E. J. Lauesen, secretary and treasurer of the Central Four A’s, of Fuller & Smith awarded a silver bowl inscribed “Just for being so wonderful.” With her are Walter 
& Ross; C. W. Billingsley, also of Fuller & Smith; Fred B. Manchee, exec vp of Seiler, Cramer-Krasselt Co., and Melvin Brorby of Needham, Louis & Brorby. 
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The Four Hats of Walt Crowder 


ee Ph.D., and Professor of Economics and Statistics 
at the University of lowa. Chief, Distribution Division of The 
Bureau of Domestic and Foreign Commerce, U. S. Depart- 
ment of Commerce. Whenever Walt Crowder wore one of the 
hats used to symbolize his three careers, people listened care- 
fully to what he had to say. (The beret? His hobby is oil 
painting.) 

Today, people listen to Walt throughout industry. As Edi- 
tor of McGraw-Hill’s /ndustrial Distribution, he talks to a 
market that sells from and to industry. His magazine is 
edited to meet the daily needs of executives and sales people 
in industrial distributor firms . . . people who are responsible 
for supplying more than four billion dollars in tools, equip- 
ment, supplies, maintenance items and the like to plants in 
every industry and of every size. Some measure of their im- 
portance to the business economy can be gained from the 
accepted fact that industrial buyers channel more than half 
of their purchases of supplies and equipment through indus- 
trial distributors. Because these distributors keep the pipe- 
lines filled between manufacturer and industrial user, they 


perform a vital role in keeping industry rolling. Walt Crowder’s 
magazine helps distributors perform this essential job more 
efficiently and at less cost. In this it serves its industry just as 
does every McGraw-Hill magazine. 

How successful Walt is at his job—and how much Indus- 
trial Distribution aids its readers—can be seen by the high 
renewal rate for subscriptions reported by Industrial Distribu- 
tion year after year. 80% renewal of paid subscriptions doesn’t 
prove readership. But it is a clean-cut acknowledgement of 
value, and a tangible expression of reader interest. Dr. 
Crowder’s broad background brings his publication to the 
foreground in its specific field. 

This is equally true of each of 485 full-time editors on the 
McGraw-Hill team. They collectively produce 34 magazines 
in 16 specialized fields of business and industry . . . reaching 
more than a million subscribers. Because these men buy, read 
and depend on their business and technical magazines bearing 
the McGraw-Hill name, your advertising messages there 
reach an alert, responsive buying market. 


PUBLISHING COMPANY. INCORPORATED 
330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 
Over a million men in business and industry pay to read McGraw-Hill business publications 
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|Department Store Sales... 
No. 72 of a series 
2% Gain Registered for Oct. 6 Week || Department Store 
7.861.734 lines of retail advertis- WaAsHINGTON, Oct. 10—Depart-/| week. For the two weeks prior, dis- os eter 
Our 7,861, es Of retall adver ment store sales in the U.S. in the | trict sales broke down as follows: 
ing for the first 8 months this year week ended Oct. 6 were 2% ahead Change from 1955 
. 3% e- of sales for the similar week in % Change from '55 
accounted ior 42.3% of the total 1955, the Federal Reserve Board | peserve Week Ended i +2% 
tail linage in Denver. reported today. For the four weeks | pistrict, Area an@ City ile Oct. 6, 56 
to that date and for the year unrrep +8 +43 
date, sales were 4% ahead of 1955) Boston District 000000000... +10 46 
in both cases. 
+8 Jan. 1 
® Of the 12 FRB districts, six re- t2i] oct. 6,56 | M+ *% 
|ported sales running behind last +9 
|year. These were: St. Louis, 1% +18 
|behind; Minneapolis, 4%; Rich- +3 
|mond, 2%; Kansas City, 3%; Dal- Philad istrict 
|las, 10%, and San Francisco, 2%. +11 
reported no change; New an umes L 
lou n { ain \ | reported the following té 
gains: Boston, 6%; Philadelphia,| New York-N. E. Reading —6 
Cleveland, 2%; Chicago, 1%.| Mew +17 +10) Serentom +8 
sales will not be ready until next, Rochester +1 +4 4| Metropolitan Areas 
Akron .. 3 | 
Cleveland ... +4 
Columbus .. +4 
| Springfield . —1 
+16 
Erie 
Pittsburgh 
Wheeling-Steubenville ..... +16 +21 
Richmond District .......... +9 —2 
Metropolitan Areas 
Washingt +8. 
—18 
+4 
+i 
+45 
+16 
+2 
+5 
+19 
+3 
0 
+4 
+9 
+n 
+20 
+15 
ont 
+10 
—5 
0 
—16 
+6 
+4 
+3 
+2 
—13 
r— 5 
—20 
—15 
0 
San Francisco-Oakland —3 —2 
San Francisco City ....... —4 —2 
Portland ....... —1 +85 
/ 
& 
*—Data not available. 
Hot? You bet! WOODland-TV is one of the country’s hottest markets. Publisher Names Stral Agency 
wh Electronic Publishing Co., Chi- 
You'd expect it, too, with a set count of 562,875 and a ‘55 sales record . cago, has appointed Stral Adver- 
. ise. It’s Western tising Co. to handle its advertising 
of $176,855,000 for and general merchandise es and public ectations, An 
Michigan . . . the country’s 18th television market . . . and it's YOURS trade campaign is planned for both 
the company’s jobber catalog di- 
when you buy WOOD-TV, Grand Rapids’ only television station. Ask tee 
us how to heat up your sales, icemen’s publications, Dave Rice’s 
Official Pricing Digest and Dave 
Rice’s Official Order Book. 
ae WOOD and CENTER Daniel Blake Joins Thorpe 
io outlet, 
GRANDWOOD BROADCASTING COMPANY * NBC BASIC: ABC SUPPLEMENTARY ASSOCIATES: WFBM-AM Advertising 
AND TV. INDIANAPOLIS: WFDF. FLINT; WTCN-AM AND TV, MINNEAPOLIS ¢ REPRESENTED BY KATZ AGENCY eet de waukee, as an account 
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A house has 


your product 
must get through 


You make your entrance through the 
plans and specifications of the architect...and 
no product goes into today’s house unless the 
architect puts it in the specifications. 


You make your entrance through the 

appraisal for mortgage...and no product goes«into 
today’s house unless the lender will finance it 

at full value in the mortgage. 


You make your entrance through the 

recommendation of the supplier ...and no product goes 
into today’s house unless the dealer promotes 

and stocks it—and doesn’t try to switch brands. 


You make your entrance through your product’s 
sales appeal...and very few products go into today’s 
house unless the realtor who sells the house believes 
they add sales appeal to the total house package. 


You make your entrance through the order, 
and no builder orders a product that isn’t first 
specified, financed, supplied and salable. 


In today’s tough competitive market, a house has these 
five entries, some more accessible than others — 

and some your salesmen may never get to use. Any 

one entry can lead to some business, but it takes 

all five for complete penetration of today’s home market. 
The oniy magazine that can help you through all 

five sales doors is HOUSE & HOME — the only magazine 
read by the builders of most houses — and 

their architects, lenders, realtors and suppliers. 


House «Home 


PUBLISHED BY TIME INC., 9 ROCKEFELLER PLAZA. NEW YORK 20.N_ Y¥. 


1. construction 
2. design and specification 
3. appraisal and finance 
4. merchandising and sales 
5. supply 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 
;supply, even though we rationed 


Gardner Agency Reports 
on AA Editorial ‘Pull 

To the Editor: Everyone in the | 
trade is interested in media “pull,” 
and I am sure the people at Ap-| 
VERTISING AGE are no different. 

In AA of July 30, you published 
a picture of the new billfold-size | 
space advertising work schedule 
“slide rule” devised by our service 
department. Your cutlines included 
our offer to send a copy of the 
device to anyone inquiring. 

To date we’ve had 84 requests, 
including many from major agen- 
cies in both the U. S. and Canada. 
Naturally, we’re glad to fill them. 
But we did want you to know that 
the picture in your magazine re- 
sulted in inquiries exceeding our 
expectations, Consequently, we! 
have dipped into our next year’s | 


/ one to the customer. 

We feel that you performed a 
| service to the advertising trade by | 
‘publishing the Gardner offer to 


|circulate copies of this new work- 


| ing tool. 
Wayne STEWART, 
Director, Service Department, 
Gardner Advertising Co., St. 
Louis. 


P. O. Refers to Present 
Ruling on Split-Run Ads 

To the Editor: In the July 9 is- 
sue of ADVERTISING AGE, Page 70, 
in Paragraph 6 of the article, “Es- 
so Finds Split Run Ads Succeed, 
But Mechanics Is Complicated,” 
there were included the following 
‘two sentences: 


“Postage cost is necessarily 
higher because. as the Magazine 
Publishers Ass). points out, second 
class postal regulations stipulate 
that all copies of an issue mailed 
under that privilege must be uni- 
form. A higher rate must be paid 
on copies that differ.” 

These sentences correctly inter- 
pret one of the discarded regula- 
tions of past years which served to 
obstruct new developments in ad- 
vertising. 

For a description of the present 
regulation, I refer you to the ar- 
ticle, “New Postal Ruling Okays 
Split-Run Ads on National Basis,” 
which you printed on Page 1 of 
the May 31, 1954, issue of ADvER- 
TISING AGE. 

We have tried to eliminate all 
postal regulations which unneces- 


Paul B. Bowman and Byron O. Furseth, partners of BOWMAN-FURSETH COMPANY, 
a successful food brokerage firm of Seattle. 


“Tacoma market is too big to be overlooked 


. . . and must have localized promotions 
.... says Mr. Bowman 


Tacoma. The Tacoma market is ex- 
tremely important and too big to be 
overlooked, and we know that too 
few Seattle newspapers get into the 
Tacoma area to influence buying. 
Local retailers have found this to be 
a fact and tell us so.” 


“Occasionally an advertising sched- 
ule for a product we represent calls 
for insertions in Seattle newspapers 
When that happens, we are 
quick to point out that the advertiser 
is ‘missing the boat’ by omitting 


only. 


Now... 
The circulation of the 
Tacoma News Tribune is 
MORE THAN 83,000 


City Zone Coverage . . 91.1% 
Metropolitan area . . . 89.1% 


Represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


of Washington State's 


59.1% 


RETAIL 
SALES 


in these two 


SUSINESS REPLY CARD 


sarily or unjustifiably retard the 
development of any advertising ,, 
concept which publishers and their | 
advertisers desire to develop. 
Epwin A. RILEY, 

Director, Division of Mail 

Classification, Post Office De- 

partment, Bureau of Post Of- 

fice Operations, Washington, 

See the Shoes? 

To the Editor: Is this an ad? Do 
you see the shoes? (Vinylite, in- 


visible, yet!) 
EMIL ZUNKER, 
Forest Park, Ill. 
© 
Burndy Goes All Out; 
Uses Five Company Models 

To the Editor: Back in Septem- 
ber ’55 we noticed with interest 
the feature “Admen Have Their 
Day as Models” and wrote that we 
at Burndy have long realized the 
potential of keeping it im the fam- 
ily. For several years we've uti- 
lized our own personal “models” 
from the ranks of the advertising 
department—from top-man to sec- 
retary—in national ads. 

The basic theory remains: model 
fees reduce the flexibility and 
length of the advertising dollar. 

In our latest ad, scheduled to 
run in utility and industrial pub- 
lications this month (September), 


if 


| we’ve gone all out and used not 
| one or two, but five of our pencil- 

ushing, camera-clicking and air- 
| brush wielding admen. Starting in 
the upper left hand corner and 
working down we have Ed 
O’Rourke, advertising packaging 
& labeling supervisor; Al Butkow- 
sky, assistant advertising & sales 
promotion manager; Rod Adler, 
utility-industrial account chief, 
and Bob Lentini, advertising pho- 
That’s me, floating in 
air. 

Gary E. SINGER, 

Advertising Department, 

Burndy Engineering Co., Nor- 

walk, Conn. 

a 
Everyone Feels Fine! 

To the Editor: My hat is off to 
the layout man of your Sept. 24 
issue! By putting the half column 
ad of Riverside Press and Enter- 
prise on Page 75, alongside Avia- 
tion Age’s two-color spread he 
really gave the little ad a break. 
Would that little advertisers al- 
ways got such treatment! 

By the way, how does Aviation 
Age feel about it? 

Jr., 

Sales Promotion Manager, 

NRC Equipment Corp., New- 

ton Highlands, Mass. 

The two ads contained similar 
illustrations of rocketing missiles. 


It's ‘Management Consultant,’ 
Not ‘Efficiency Expert’ 

To the Editor: In your Sept. 10 
issue, on Page 23, you refer to the 
terms “hucksters” and “huckster- 
ism.” I think I’m right in inferring 
that advertising agencies don’t 
much like to be called “hucksters.” 
And I agree with them—the 
phrase has an emotionally-adverse 
connotation. 

In the same issue, in an article 
on Pat Weaver on Page 129, you 
refer to “... Booz, Allen & Hamil- 


Specialists in SILK SCREEN PRIN 


INCORPORATED 
BOX 2017 TULSA, OKi AHOMA 
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ton, efficiency experts...” 

I don’t think management con- 
Sultants like to be called “efficien- 
cy experts” any more than admen 
enjoy being labelled “hucksters.” 
And for the same good reason. 

Joun B. McGowan, 

Remington Rand Internation- 

al, New York. 


Only an Adman Could 

To the Editor: Re the Dove sell- 
ing approach (AA, Sept. 10), only 
an adman would want a consumer 
to believe soap isn’t soap. 

JosEPH M. RosLe, 

Advertising Manager, Benja- 

mins, Salisbury, Md. 

San Diego Milk Council 
Uses Testimonial Ads 

To the Editor: In the Aug. 27 
issue of ADVERTISING AGE, you 
printed an interesting and timely 
article on the “Refresh with Milk” 
theme presently being used by 
the Washington State Dairy Prod- 
ucts Commission. 

The San Diego Milk Council | 
agrees wholeheartedly with the 
Washington Commission that this 
is a timely and well chosen theme | 
to use in selling more milk. For | 
over a year now, our Milk Council 
has been using this idea in San 
Diego County. 

Enclosed is one of our ads) 
which has been running. We have | 
been using prominent local figures 


When you're thirsty...20 
drink tastes as 
good as ice cold milk! 


Enjoy ice cold mith with your meals... 

a quick pick-up between meals. 
» other drink is so refreshing! 


to stress the advantages of drink- 
ing milk. 

In putting across our campaign 
we have used not only city and 
county newspapers but also radio, 
television and outdoor. In addition 
we have a full time public rela- 
tions woman giving talks and dem- 
onstrations to all types of groups 
in San Diego. 

You and your readers both may 
find our testimonials idea an in- 
teresting means to tell the “re- 
freshing and delicious story” of 
milk. 


D. Goon, 
Chairman, Board of Directors, 
San Diego Milk Council, San 


Diego, Cal. 
* 
Solves Safety Problem: 
Eliminates Traffic! 


To the Editor: Congratulations 
to J. H. Newmark for his statistic- 
crammed letter about “daily car- 
nage” on our highways (AA, Sept. 


10). 
The solution of the problem 
seems quite simple. However, 


selfish interests, enriching them- 
selves, don’t give a damn that we 
have “a good start on the second 
million” killed. 

In a crisis—such as existed in 
World War II, Unistatians* learned 
to go without, or with fewer, things 
thought essential. When there 
wasn’t enough meat, sugar, coffee, 
gasoline, tires, butter and other 
things to meet normal demand, we 
used less. 

Today, apparently, we suffer 
from a shortage of roads, parking 


facilities, courtesy and, most im- 
portant, brains in the heads of too 


many drivers of cars. |letter.) Selfishness, lack of con- 
The simple solutiqn? | sideration for the other guy, indi- 
First, “ration” the use of our| cates ineffectiveness of a $3,000,- 
roads. Permit only those whose | 000 ad campaign. 
driving is essential: (1) to func-| Car makers, gasoline vendors 
tioning of our governments, utili-| and taverns—among others—pre- 
ties, fuel and food supplies; (2) | fer to have the second million 
doctors—only, however, when en-| killed and start on the third, rather 
gaged professionally; (3) earning than have income curtailed. Even 
a living (only when common car- morticians may resent having to 
riers not available). wait a little longer. Elimination of 
This would clear the roads of| unnecessary and unsafe drivers 
drunks returning home from gin-| and vehicles seems the simple way 
mills, weekend drivers from large | to save lives. 
cities, egomaniacal teenagers and | *Unistatian: citizen of the U. S., 
road blocking sight-seers. In areas separate from Canadians, Mexi- 
normally free of congestion—hence cans and other Americans. 
safer—restrictions might be eased. Eric Howtetrt, 
Second, make the “teeth” in our Huntington, N. Y. 
safety laws BITE! With money so} tr 
easy to come by, fines mean little Reader Finds AA News 
to most of us. Loss of the privilege | Interests Business Friends 
to drive, maximum jail sentences; To the Editor: It might prove 
(where applicable) and treatment | interesting to you to know what I 


|as murderers of those responsible | do with my copies of ADVERTISING | 


for highway death caused by)|Ace after I get through reading | 
drunken driving, speeding and de- them. 
fective vehicles might “put a stop | I have a list of six business 
to this wanton butchering every friends to whom I have given spe- 
day.” (Quote from Mr. Newmark’s | cial attention. When I find an ar- | 
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ticle which I think is of special; the appreciation which I get—by 
interest to one of these, I check telephone, personal mention and 
same and mail the copy to him. letter. 
There is never an issue where I| It might be a good idea for you 
don’t find one special article. |to publicize what I am doing, as it 
The cost of mailing this paper is|may prove an incentive to other 
2¢ for the first two ounces and 44¢ subscribers. 
for each additional ounce, which | f Ben DAHLKE, 
makes it quite low in postage. | President, Dahlke Stationery 
It would surprise you to know, & Mfg. Co., Buffalo. 


When you need a Sales- Producing TV Spot 


You get eye-stopping action ,.. 
Strong product 


Write for information on ANY kind 


341 W. 44th 
WEW YORK, W.Y. 


1323 S. Wabash 
CHICAGO, ILL. 


Filmack Studios 


THE OREGONIAN... 


REACHES MORE WOMEN! 


with 
circulation 
LEADERSHIP 


advertising 


LEADERSHIP 
LIN 


Sources: ABC Publishers’ Statements for 6 months 
‘ending March 31, 1956; Media Records total 
advertising, less AW and TW, 1955. 


51,309 


TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 


City Zone Lead — 12,189 
City & RTZ Lead — 19,874 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 
Yeor: 1955 


ES Retail Lead — 3,312,727 lines 


General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


Largest Circulation in the Pacitic Northwest | 222/219 


Daily 


THE Oregonian 


PORTLAND 1, OREGON 


REPRESENTED NATIONALLY BY MOLONEY, 


REGAN & SCHMITT, INC, 


\s 
AZ) from Filmack can 
Vile do the job best ! 
} 5 
of TV, theatre or industrial files! 
LIVE PRODUCTION 
Creative Talent Experience Full Facilities « 6.2 
| 
| 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


In observing the growth of Pacific Coast markets, Metropolitan Oakland 
(Alameda County) stands out in my mind for its major developments 
during the past few years. With the expansion of its industrial program 
has come the treméndous increase in population making it the largest 
market in Northern California. 
This is naturally reflected in the market for products such as building 
materials, foods, wearing apparel, automotive and other important con- 
sumer classifications. 
Metropolitan Oakland has now reached the place where advertisers can- 
not afford to pass it by. It should be a first buy on all lists! 

T. BRYCE SPRUILL 


Vice President and Manager 
BOTSFORD, CONSTANTINE & GARDNER 
Portland, Oregon 


Yes. 
It is important 


to recognize Metropolitan Oakland’s 
commanding size as a market. Ps a 
; It is equally important = 
to remember this fact: a 


ONLY THE OAKLAND TRIBUNE 
COVERS METROPOLITAN OAKLAND 


Daily 202,109 

Sunday 222,313 
ABC Publisher’s Statement 

March 31, 1956 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 
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Opinion Testing Tips from Woolt 
A Union Gets Behind the Product 
Now Is the Time, E&E Man Says 


Bedell Finds a Pleasant Mystery 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


On the Merchandising Front... 


Small Retailers in 


More Fields Turn 


to the Voluntary Chain Concept 


By E. B. Weiss 

The voluntary chain has grown mighty 
in food retailing. It has developed at a 
much slower pace in independent drug- 
store retailing. The independent hardware 
store has been turning in this same 
direction. And, spot- 
tily throughout the 
country, we find co- 
operative buying-pro- 
motional groups devel- 
oping in appliances, in 
home furnishings of 
all kinds, especially 
floor coverings, etc. 

In these newer 
fields, the voluntary 
chain concept as de- 
veloped in the food field is being modi- 
fied in many aspects. In many, if not 
most instances, it bears only a slight 
resemblance to the food voluntary. And 
in a number of instances, its objectives 
are poorly defined, its organization is 
weak, its practices weak in concept and 
even more anemic in execution. The 
death rate is high; the turnover of mem- 
bers even higher. 

However, it is important to note that 
these signs of immaturity were plentiful 
in the early days of the food voluntary. 
The present-day weaknesses, therefore, 
of these newer voluntaries in hard and 
soft goods in no way signify an early 
demise of the entire idea. 


B. Weiss 


® On the contrary, there is every reason 
to expect that, at some time in the years 
ahead, in practically every basic retail 
field, the voluntary chain concept will be 
as firmly established, will control as sub- 
stantial a percentage of total retail as is 
the case today in the food field. What 
is more, simple logic suggests that the 
movement toward this ultimate destiny 
will accelerate quite rapidly with each 
succeeding year. 

This will come about because in re- 
tailing—as in most other business en- 
deavors—size can only be combated by 
size. The large retailers in hard and soft 
goods are rapidly becoming still larger; 
they are taking over growing percentages 
of total retail in their categories. The 
smaller independent will survive under 
any circumstances—so long as he con- 
tinues to render a public service, so long 
as some are willing to take financial 
gambles with them, etc., ete. Like the 
poor, the smaller retailer will always be 
with us (although some may contend 
that the poor are disappearing more ra- 


pidly than the small retailer). 

But the smaller retailer will survive 
even better, in many instances, when he 
joins a well-planned, well-organized co- 
operative group. And, while the very es- 
sence of small retailing is—really—in- 
dependence, the small food retailer has 
found life reasonably free as a member of 
the voluntary chain, and considerably 
more pleasant and profitable. Small re- 
tailers in other fields will have similar 
experiences. 


s It is unfortunate that, in too many in- 
stances, these groups will turn, initially, 
toward the private or controlled brand. 
They will do this under the misapprehen- 
sion that larger margins automatically 
spell larger net profit. They will have to 
learn that it is gross dollar, not gross per- 
centage, that determines retail net profit, 
and they will have to learn in these new- 
er fields that, at most, it is a combination 
of controlled-brand and manufacturer- 
brand retailing that furnishes the best 
net profit opportunities. 

But my reason for bringing up this 
development is that manufacturers in 
hard and soft goods may find it highly 
worth while to study quite soon the his- 
tory of the voluntary chain development 
in food retailing and its impact on the 
food producer. This history will not be 
matched, step by step, as the voluntary 
chain expands into hard and soft goods, 
but that history will certainly be paral- 
leled to a considerable extent. 

I have a notion that some manufactur- 
ers in these industries will be able to 
pick up a competitive lap if they get to 
understand thoroughly the modern opera- 
tion of the voluntary-chain concept and 
then, on the basis of this knowledge, de- 
velop specific plans for actually helping 
some of their smaller accounts to form 
and operate these groups. I would assume, 
too, that by studying how the food pro- 
ducer has developed merchandising plans 
specifically for the voluntary chain, re- 
lated procedures for hard and soft goods 
might be evolved. 

Certainly it would give almost any 
manufacturer in hard and soft goods cause 
for pause if he were to contemplate a 
day when those independents who control 
from 50 to 75% of total independent store 
volume in his categories are organized 
into buying-promotional groups. Since 
that day may not be too far away, right 
now is probably a good time in these 
industries to get to know the voluntary 
chain. 


Looking at Radio and Television... 


Opportunity for Opportunists 


By The Eye and Ear Man 
Before the television season is off to 
a substantial start, its wayward course 
divested of elections and baseball, an 


unusual number of attempted sell-offs of 
television programs are on the auction 
block. All these sell-offs were caused by 
an overenthusiastic burst of energy in 
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acquiring television properties early in 
the year, bad advance planning, a re- 
cession, or just plain pre-rating jitters. 

All these factors were probably in- 
volved, to a degree. Fear of not having 
enough properties certainly motivated 
large advertisers to make commitments 
earlier in the year, even though they 
knew they could not support all of them 
on advance budgets. Yet they had to move 
fast to get good properties and good times. 
Naturally, they figured that they would 
be able to sell off a part of their com- 
mitments to the “have nots.” 


® Some companies, drunk with power 
that comes to him who doesn’t have 
to pay the bills of six months hence, 
snatched at expedient buys; now they 
want co-sponsors to help carry the load. 

Other companies, particularly in the 
automotive field, failed to make sales 
quotas and were forced to sell off good 
properties in order to turn a profit in to 
management. And others, fearful of a 
political change, are hedging against an 
economic adjustment which may come in 
the middle of the television fiscal year. 

Still other companies, flushed with 
appreciation for a pilot film and the free 
liquor of the selling agent, got cold feet 
when they saw the rest of the series. The 
beautiful vision had become a nightmare. 
Now a desperate attempt to get some 
sucker to share the risk is being made. 
Caveat emptor. 


s Another basic reason for the escape 
route is the relatively high out-of-pocket 
cost of television and the inflexibility 
of the commitment. Most programs are 
bought on a 52-week basis; hence the 
time, even if contracted for in 13-week 
cycles, is literally for a year. It is virtually 
impossible for an advertiser to own a 
program and not use it. 

Many advertisers now feel they need 
flexibility. They have the jitters when so 
much of their money is tied up in a sin- 
gle medium. They long for the power of 


television selling, but they fear the time 


when the head of the company asks for 


money out of the advertising budget to 
fatten his profit-and-loss statement for 
the stockholders’ annual meeting—only 
to find there isn’t any way to get it back 
because of television commitments. 

A surprising sell-off was the “Groucho 
Marx Show,” one of the perennial hits, 
by its longtime solo sponsor, DeSoto- 
Chrysler. Apparently DeSoto was tight- 
ening its belt against lower sales. Similar- 
ly Chesterfield gave up half of its anchor 
show, the popular “Dragnet,” in order to 
support more television diversification. 
These key shows were excellent buys. 


® Other pullbacks include Goodyear and 
Alcoa’s reducing the number of hours on 
NBC Sunday night after years of co-spon- 
sorship on a 26-week basis. “Wyatt Earp” 
split this year and so did “Gunsmoke,” 
both high rating Westeris. Pontiac pulled 
out of an alternate hour and Kaiser Alu- 
minum moved in. Godfrey’s hour show 
felt the recession and had a hard sell of 
it. “Ozzie & Harriet” were left with a few 
uneasy moments. Borden let P&G buy in 
on its “People’s Choice.” Elgin cut out of 
tv and left its share of “Person to Person” 
to Life. 

NBC had a tough time filling up the 
Perry Como and Sid Caesar availabilities. 
CBS faced a dilemma on the “Playhouse 
90” experiment. NBC gave up on the hour 
show scheduled for Tuesday night, 8 to 
9 p.m., and a Friday night spectacular. 
Many other behind-the-scenes maneuvers 
occurred, as sell-offs were wheeled and 
dealed. 

The end of this little story is equally 
sad. If you are an advertiser who wants 
to buy a piece of a good show, simply 
pick up your phone and call your network 
salesman. He will advise you how to buy 
into shows. 

Do you want co-sponsorship for a year; 
six months, 13 weeks? You can get it. 

Do you want two or three shows for 
the high rating season to tie in with your 


Just Looking 


Television viewers watching the 
Dodgers-Phillies game on Sept. 25 saw 
two magnificent performances. 

One, of course, was Sal Maglie’s his- 
toric no-hit shutout of the Phillies. 

The other was announcer Al Helfer’s 
hardly less remarkable reporting of 
that spectacular feat. 

As far as you could tell, Al just 
didn’t know what was happening. 

Long after it became perfectly ap- 
parent that mean old Sal was on his 
way to a possible no-hit triumph, Al 
hadn’t even mentioned that interesting 
fact. 

Even in the ninth, with every Dodger 
fan on his feet and holding his breath, 
he still hadn’t noticed anything differ- 
ent about this ball game. 

And it wasn’t until the last pitch was 
made—and the danger of putting a 


By Walter O’Meara 


jinx on Sal’s chances was past—that 
Helfer exploded. Then, in the middle 
of a kind of primitive victory yow], 
you could, at last, distinguish the 
words, “No-hit game!” 


s Watching Helfer’s loyal refusal to do 
anything that might jinx Sal’s chances, 
you had to think how the quiz show 
emcees squeeze the last drop of sus- 
pense out of situations far less dra- 
matic—at the expense, if necessary, 
of personal feelings, good taste and 
human dignity. 

For nothing, ironicaily, could have 
built up the hair-raising suspense of 
that memorable occasior. so effectively 
as announcer Al Helfer’s silence—his 
heroic observance of that unwritten 
rule of tv and radio announcers: after 
the fifth inning, don’t talk about it. 
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ves season? Help yourself. You get a 
.oice of more than ten shows. 


* The smart advertiser, who can move 
fast, can even negotiate a better deal for 
himself than the owning sponsor pays. 
Where formerly he paid a premium to 
compensate the owning company for a 
loss of discounts, he now can end up with 
a bargain. The companies taking advan- 
tage of these quick deals are usually one- 
man operators who can move in an in- 
stant. 


Employe Communications... 


Other collateral buys inclu 15-min- 
ute shows, parts of going syndicsteg film 
programs, future syndicated_sefies, and 
established spot campaigns. There is little 
question that a financial adjustment is 
taking place in television, and this may 
be the last dollar the sponsor will bear 
in the supply-and-demand balance wheel. 

The market place of television is ripe 
for good buys. Act quickly, bargain ruth- 
lessly, recognize the discount house has 
moved to television time and talent. The 
era of adjustment has come. 


Alert Union Gets Behind the Product 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate their 
own organization in employe rela- 
tions.) 

Here’s a quote with a built-in signifi- 
cance: “It may surprise you to learn 
that in the past 30 years, since the mid- 
*20s, our shoe prices have risen less than 
50% while consumer incomes have risen 
400%. Shoe prices have been held lower 
than any other item of clothing or ap- 
parel on the market—and lower than 
almost all consumer goods. 

“How come? The answer lies largely 
in ‘productivity.’ The shoe industry’s out- 
put per man hour today is over 100% 
greater than it was in 1925. The average 
shoe worker today can turn out two pairs 
of shoes for every one pair 30 years ago. 
Better machinery, methods, manage- 
ment, worker skills—all have contributed 
to cutting shoemaking costs. These sav- 
ings have been passed on to you, the 
consumer, in the form of a better prod- 
uct at low prices.” 


e A free enterprise tract from the Na- 
tional Assn. of Manufacturers? A hand- 
out on the American way of life from the 
U.S. Chamber? Extract from a speech by 
the board chairman of International Shoe 
Co.? No—-it is none of the three. It’s a 
couple of paragraphs from a little booklet 
called “Your Shoes,” published by the 
Boot & Shoe Workers’ Union, AFL-CIO, 
with headquarters at 246 Summer St., 
Boston. It is a sincere and realistic salute 
to the values of labor-management co- 
operation, and it is an example of union 
public relations at its constructive best. 


Salesense in Advertising... 


My Opinion of 


By James D. Woolf 
Advertising Consuitant 

A reader of this column asks what has 
been my experience, if any, with so-called 
opinion tests. Well, I have had consider- 
able experience with this branch of con- 
juration, and none of it has been very 
satisfactory. The opin- 
ion test, as we all 
know, consists of 
showing two or more 
advertisements to peo- 
ple and asking, “Which 
of these ads do you like 

best?” 
I recall especially 
well an opinion test I 
once conducted in con- 
nection with a mail- 
order campaign. Three ads, each featuring 
a different appeal, were written and 
comprehensive layouts made. Ad A was 
awarded twice as many votes as Ad B, 
and nearly three times as many votes as 


Ad C. 
But the readers of a certain national 


So impressed was one manufacturer 
by the booklet that he distributed 8,000 
copies of it to his retail accounts. The 
manufacturer is W. D. Sweasy, president 
of Red Wing Shoes at Red Wing, Minn., 
and in a covering letter he said in part: 
“Some of you in the retail business per- 
haps deal with the unions in our country 
indirectly. Our company’s association 
with this union, an affiliate of the AFL 
before the recent merger, has been a very 
big asset in our management-employe 
relation. We feel that good union leader- 
ship should be complimented as often 
as poor leadership is condemned.” (The 
italics are ours.) 


® Not all unions across the country are 
as practical as this one, and not all union 
leaders are as balanced in their thinking 
as John J. Mara, the Boot & Shoe Work- 
ers’ Union general president. But not all 
management executives are practical or 
balanced, either: One executive devotes 
a full page each month in his employe 
magazine to answering “union charges” 
against his company. One might ask, 
“How do you sow the seeds of industrial 
harmony in a battlefield?” 


s Newcomers to the craft of employe 
communication often are misled into be- 
lieving that they are exclusively spokes- 
men for management, and that the view- 
points of management and labor are by 
their nature dissimilar. It isn’t so. In 
many respects the viewpoints are similar 
and the targets the same. It takes people 
like the Maras and the Sweasys to demon- 
strate it. 


Opinion Testing 


magazine did not agree with my opinion 
panel, for Ad A pulled very poorly. Ad B, 
which ran in the same publication one 
month later, payed off handsomely. Ad C, 
when tested still later, again in the same 
magazine, was no ball of fire, but it out- 
pulled Ad A by about 15%. 


s Why are opinion tests not too depend- 
able? Here, in my opinion, are several 
reasons: 

1. The people interviewed frequently 
are not typical prospects. If the eventual 
ad is to run in, say, Living for Young 
Homemakers, then the panel should con- 
sist of young homemakers whose status, 
both socially and economically, is at Liv- 
ing’s level. Often, if not always, such 
care is not taken. In one instance that I 
know of, ads for a new cake mix were 
opinion-tested on a panel of 50 church 
women, all members of a Baptist sewing 
circle. These estimable ladies, all middle- 
aged and older and most of them experi- 
enced cooks, were not, it seems to me, 
typical prospects for a new cake mix. It 


Advertising Age, October 15, 1956 


The Creative Man’s Corner... 


sult: eye-strain. 


Imitation Again 


tHe QlAwor girl Of tHe grade ScHool Set, 
| Qot tHat Way with My new Tomette! 


Leo Burnett, with his Kellogg ads, we see, apparently started something. 
For here is an advertisement featuring another product intended chiefly for 
kids, and it’s done as a kid might do it. 

Only a kid didn’t do it. And, as a result, it not only has an extremely 
phony touch, but is most difficult to get into. 

Take a look at the lettering of the caption. Sporadic use of upper and low- 
er case letters—but each carefully done. Not as a kid would do them. Re- 


Take the remainder of the ad. It is almost impossible to tell at a glance 
just what is being advertised. What this strangely drawn character is hold- 
ing in its left hand, we can’t quite make out. A kid would never have drawn 
anything so unidentifiable as this. Is it supposed to represent the Tonette 
package? We suspect so, but we can’t be sure. 

This, in our opinion, is much too sophisticated, much too addy, to attract 
even mothers. Imitation may be the sincerest form of flattery, but it’s still 
imitation—and certainly not the most effective kind of selling. 


would be interesting to compare their re- 
action to the ads with the reaction of. 
say, 50 young brides or apartment-dwell- 
ing career girls. 

It is difficult to select a panel that is 
reliably typical. If, in a panel of 50 
respondents, 10 are not typical prospects, 
obviously the findings will be invalid. 


s 2. Almost everybody (at least almost 
everybody I know) considers himself (or 
herself) to be an advertising expert. It 
is almost impossible for the average re- 
spondent to view advertisements objec- 
tively. “I am not an advertising expert,” 
he will say, “but I know for a fact that 
people will not read a lot of words. I 
don’t like this ad because the copy is teo 
long.” 

3. Not all people, but certainly a great 
many, have a preconceived notion that to 
be good an ad must be “cute.” The trickier 
it is, the goofier it is, the better they like 
it. “I just love baby bears,” gushes Mrs. 
Respondent. “I vote for this ad. Isn’t the 
picture of the pandas just adorable!” 

4. Respondents tend to vote against ads 
featuring negative and embarrassing con- 
cepts. Women were outraged by the early 
Odo-ro-no ads suggesting that the gentle 
sex was offending in the matter of per- 
sonal daintiness (underarm odor). 

If you are opinion-testing an unpleas- 
ant theme (“Mothers, are you neglecting 
your children’s teeth?”), watch your step. 


Unpleasant themes, such as B. O. and 
halitosis, have been notably effective. 

4. As I have suggested before in this 
column, human vanity makes it hard to 
arrive at trustworthy findings. Some re- 
spondents tend to vote for the ad that, 
in some fashion, flatters their ego and 
shows them up in a favorable light in the 
eyes of the interviewer. Even a few such 
interviewees (say 15% of the panel) will 
render a finding suspect. 

5. Many people most of the time don’t 
know what they want and are pretty fog- 
gy about what they like. Men didn’t want 
the safety razor when it was first intro- 
duced and King C. Gillette contrived to 
sell only a mere handful of his ridiculous 
razors during the first six or seven years 
of their precarious existence. New ideas 
create new wants, but often the consumer 
must be exposed to a lot of persuasion be- 
fore the new wants take hold. 

6. When the respondent is in a hurry 
and perhaps bored by the whole thing, he 
is likely to say the first thing that pops 
into his head. 


s It is my notion that an opinon-test 
finding should not be taken too seriously 
if it is in conflict with everything the 
creative man knows about human motiva- 
tion. If you have real confidence in your 
“feeling” about people, especially if it is 
based on solid experience, don’t let your- 
self be intimidated by a statistic. 


Mr. Woolf’s articles are available in a handsomely bound book 
for permanent reference. Price: $5.95. Write Advertising Publica. 
tions, 200 E. Illinois St., Chicago 11, Ill., for “Salesense in Advertis- 
ing,” available on five days’ approval. 
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Producers of drug, toilet, and sundry items, and their retailers, too, know that the modern 
homemaker is the severest judge the drug counter ever faces. She decides the 
fate of a million dollar product with a nod of her head. She determines the success 
or failure of years of research with a perfunctory “yes” or “no.” Marketers of drug store 
items also know that Woman’s Home COMPANION—alone among women’s service 
magazines—plans its pages specifically to attract, inform, and entertain 
American homemakers with wide and varied interests. That’s why homemakers 
read its pages with eager, searching minds. And that’s why your product 
will move faster when advertised in COMPANION! 


PUBLISHERS OF WOMAN'S HOME COMPANION. COLLIERS 


Companion sells your product to the homemaker and the retailer! 
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Looking at the Retail Ads_. 


NAME ONLY Yom ict 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

There is a mystery typified in the ad 
above. It was a full page in a paper’s 
100th anniversary special edition. It is 
notable that papers always get extra cir- 
culation for their anniversary specials. 
They are apt to be spread far and wide. 

This one, from one of the world’s 
greatest resort areas, must have reached 
a host of people who may some day go 
there. 

So—the McInerny business, you would 
think, would put its best foot forward. 
It is always nicer, shopping in a resort 
area, to enter a store you know something 
about, than one about which you know 


nothing. 


= If the reader of this special edition is 
stopped by this pleasant ad, he likely 
would wonder whether MclInerny sells 
groceries or apparel, or something else. 
But it’s a secret! 
Everywhere I have been in the world 
of advertising, there is complaint about 


G. D. Crain Jr. Says... 


the difficulty of getting good artists. But 
again and again, it seems apparent to me 
that artists are easier come by than good 
writers. Or maybe I should say, easier 
to come by than people who understand 


advertising. 


® The mystery is that so often, no one 
involved in an ad’s creation stops to state 
its objective clearly and fully, then sees 
to it that the objective is met, and that 
the logical, rightful questions of the 
reader are answered—if, indeed, he 
troubled himself at all with the ad. 

In short, there are thousands of adver- 
tising people helping waste advertisers’ 
money by their assumption that the act 
of advertising is advertising. Advertis- 
ing—professional selling, multiplied—is 
what creative SELLING minds make to 
put in white space. It is not white space, 
nor the act of filling it with mish-mash. 
Anyone with any instinct for or knowl- 
edge of advertising and selling, would 
have arranged here for some modest 
amount of copy at least, that would have 
given the page direction, and a mission 
well executed. 


Publishers Need Circulation Audits 


Most of the discussions of circulation 
audits, which have been stimulated by the 
fact that this is ABC Month, have empha- 
sized the value which they have for ad- 
vertisers and their agencies in the pur- 
chase of space. 

This is of course true, and is a primary 
consideration in the establishment of 
audit bureau services. But it seems to me 
that it should be emphasized to publishers 
that they need circulation audits just as 
much as financial audits, and should be 
just as dissatisfied without the one as the 
other. 

Selling advertising space with the aid 
of audited circulation statements of course 
makes membership in an audit bureau 
profitable to publications. But entirely 
aside from this aid to selling, the small 
investment required to become a member 
of the ABC or BPA is more than justified 


by the assurance thus given the publisher 
that his circulation operation is being 
properly conducted. 


s Circulation is such a vital part of the 
publishing business that it is hard to 
imagine a successful publication which is 
not handling its circulation affairs in the 
best possible way. Good circulation prac- 
tices provide proper service to readers 
and advertisers, and at the same time they 
assure the profitable expenditure of funds 
budgeted for circulation development and 
service. 

A lot of money can be wasted in inef- 
ficient circulation operations. List-build- 
ing, subscription promotion, fulfillment 
procedures, collection methods, classifica- 
tion breakdowns and other circulation de- 
partment operations can be well or poorly 
done, and the difference between a well- 


operated department and one which is 


handled sloppily or carelessly rapidly be- 
comes a dollars-and-cents consideration 
for the publisher. 

This applies in general to all types of 
publications, and it is equally applicable 
in the business field to both paid and con- 
trolled publishing enterprises. The pub- 
lisher who submits his circulation records 
to an outside audit is speedily reminded 
of poor practices if they exist, and their 
correction is not only a good thing for his 
advertisers and hence for his advertising 
representatives, but also a good thing for 
the circulation department and the finan- 
cial health of the publication. 

Many publishers who have excellent 
records of editorial performance, circula- 
tion coverage and advertising results have 
not yet convinced themselves that it 
would be good business to belong to an 
audit bureau. Alan T. Wolcott, vp in 
charge of public relations of the ABC, told 
the Chicago Business Publications Assn. 
last week that almost two-thirds of all 
business papers are operating without cir- 
culation audits, either ABC or BPA. 

This is an astounding situation, and re- 
flects primarily the lack of effort on the 
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part of buyers of advertising to persuade 
the media in which they are interested 
that for the good of all concerned they 
should supply audits of their circulation 
statements. 

The best argument in favor of audits is 
that it is simply good business for the 
publisher to have them. They protect his 
circulation operations and expenditures in 
the same way that financial audits assure 
the correctness of his bookkeeping opera- 
tions. He has something he can rely on for 
an accurate appraisal of the performance 
of his circulation department. 

If publishers can understand that cir- 
culation audits are relatively inexpensive; 
that maintaining records required for 
audit purposes does not unduly compli- 
cate record-keeping procedures; and that 
audits would provide a check on all of 
the operations of the circulation depart- 
ment, which is absorbing a substantial 
amount of publishing revenues, then many 
publishers now outside the fold would see 
the wisdom of applying for membership 
in the appropriate audit bureau. 

Selling more advertising at less expense 
would then become simply a desirable 
plus. 


“With little art, clear wit and sense 
suggest their own delivery;”"— 
Goethe’s Faust, Scene I 

Chicago copywriter Douglas Dyer, 
of O’Grady-Andersen-Gray Inc., 
used to use the term “stick figures.” 
Now he calls them Fat-heads, does 
them better, recently sent in this 
sketch (inked in, for better repro- 
duction). He says using Fat-heads 
this way would lead the reader into 
the message, when a sideways ad is 
used. His experimental approach, 
partly in fun, is commendable. Doug’s 
suggestion for a reverse heading and 
all-around rule for this column has 
improved unity, helped legibility. 

Chicago copywriter Clare Mc- 
Quaid, Ross Coles & Co., took early 
interest in Drawthinks course, began 
using at once (back in June). Did a 
folder which included a Seven-Up 
truck, loaded with people. “I put Fat- 
heads,” he says, “all over the place, 
looking out from everywhere. This 
hilarious, if incongruous, scene, helped 
me convey the proper mood in my 
copy.” Mr. McQuaid wrote later, 
complaining that we “couldn’t get too 
basic for him,” that we were jumping 
ahead too fast, skipping too much. 
These and other suggestions were 
helpful in planning subsequent les- 
sons. 

So...Dyer and McQuaid get, re- 
spectively, the “Drawthinks Golden 
Rule Award” No. 1 and No. 2. (A 
handsome, solid-bronze 12 inch ex- 
ecutive desk ruler by Brown & Bige- 
low). 


You, CoPy WRITER) 


Real copywriters who use Drawthinks 
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a2 ‘ Next Lesson: “Develop a sign language of your own” 


The slant takes 
to get 
the order 


May differ some 
above the 
border 


You are BETTER SERVED 
when your advertising agency 
is represented on-the-spot 

in your important markets... 


Once outside of your own market area, you 
face sales problems — yes, and opportuni- 
ties, that can be met best with a local 
approach. You need the help, then — and 
the intimate regional knowledge — of a 
staff on the ground. When your agency is a 
member of Continental Advertising Agency 
Network, you have this on-the-spot man 
power. 


Each CAAN advertising agency is solid, 
informed, and respected in its own locality. 
Membership in the Network simply multi- 
plies its facilities for providing accurate 
grass roots information and local action in 
20 major marketing areas of the U. S. and 
Canada. Ask the CAAN member agency 
nearest you for details. 


CONTINENTAL 


ADVERTISING 
AGENCY NETWORK, INC. 


Headquarters Address: 1200 Second Ave. South, Minneapolis 3, Minnesota 


LOCAL 
ACTION 

ON A 
CONTINENTAL 
SCALE 


CHICAGO, ILLINOIS 
The Fensholt Advertising 
Agency, Inc. 


DAYTON, OHIO 
Hugo Wagenseil & 
jates Co. 


DENVER, COLORADO 
Harold Walter Clark, Inc, 


DETROIT, MICHIGAN 
Gray & Kilgore, Inc. 


FRESNO, CALIFORNIA 
Long Advertising, Inc. 


LOS ANGELES, 
Dan B. Miner Company 


MILWAUKEE, WISCONSIN 
Scott, Inc. 


MINNEAPGLIS, MINNESOTA 
Olmsted & Foley 


NEWARK, NEW JERSEY 
Lewin, Williams & Saylor, Inc. 


NEW YORK, NEW YORK 
Lewin, Williams & Saylor, Inc. 


PHILADELPHIA, PENNSYLVANIA 
Arndt, Preston, Chapin, Lamb 
& Keen, Inc. 


PORTLAND, OREGON 
Pacific Naticnai 
Advertising Agency 


PROVIDENCE, RHGDE ISLAND 
Horton-Noyes Company 


ST. LOUIS, MISSOURI 
Winius-Brandon Company 


SAN FRANCISCO, CALIFORNIA 
Long Advertising, inc. 


SAN JOSE, CALIFORNIA 
Long Advertising, Inc. 


SEATTLE, WASHINGTON 
Pacific National 
Advertising Agency 
SPOKANE, WASHINGTON 
Pacific National 
Advertising Agency 


Canada: 

Foster Advertising Limited 
TORONTO, ONTARIO 

HALIFAX, NOVA SCOTIA 
MONTREAL, QUEBEC 
VANCOUVER, BRITISH COLUMBIA 
WINNIPEG, MANITOBA 
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Business Paper Success Story ... 


Dodge & Olcott Backs 157 Years of 
Experience with Business Paper Ads 


New Yor, Oct. 9—In 1798 an 
English immigrant named Robert 
Bach started a wholesale drug im- 
porting business on Pear! St.~in 
New York City. 

It developed into a successful 
company known as Dodge & Olcott, 
concentrating for well over a cen- 
tury now on what are known as 
essential oils for industry. 

To its varied groups of users the 
company has for many years ad- 
vertised its products, and its busi- 
ness paper schedules have been 
outstanding in its promotion. 
Placed direct, most of the adver- 
tising runs in full pages, much of 
it in color. 


® As a company executive com- 
mented to AA, a number of the es- 
sential oils which are still impor- 
tant were among the first products 
handled by the founder. Among 
these were anise, clove, caraway, 
cinnamon, juniper, lavender, pep- 
permint, origanum, pennyroyal, 
sassafras and turpentine. Early 
price lists showed many other 
items, but the business developed 
in such fashion that the essential 
oils became the leaders. 

It was in 1859 that the company 
entered the manufacturing field 
with its own line of ammoniacal 
products, which soon grew to in- 


pets—This page ad for pet food 

flavoring is an example of Dodge 

& Olcott’s advertising in many 
fields. 


clude a large number of essential 
oils and their versatile derivatives, 
aromatic chemicals. 

Since 1900 the company has con- 


centrated its efforts upon the man- 
ufacture of essential oils, aromatic 
chemicals, and the compounding of 
flavor and perfume bases used in 
increasing volume and variety by 
the food, confectionery, drug, per- | 
fume, cosmetic, soap and industrial | 
odorant fields. The trademark used | 
by the company in all of its adver- 
tising, together with the descrip- | 
tive line beneath the signature, 
tells the story—‘“Essentially for | 
you” running just above the “D&O 
—Established in 1798,” logotype, 
and the brief description of the 
company’s products does the rest: 
“Essential Oils, Aromatic Chem- 
icals, Perfume Bases, Flavor Bases, 
Dry Soluble Seasonings.” 


# Mrs. Ruth Kitchen, advertising 
manager, has been the head of that 
activity for the past five years, and 
handles not only magazine and di- 
rect mail material but also all oth- 
er promotion and public relations. 
As she points out, the use of per- 
fumes and flavorings dates back to 
the earliest times, but the expan- 
sion of a number of industries in 
comparatively recent years, such 


as foods, drugs and cosmetics, has 


been such as to increase greatly the 
use of a much wider number of 
products than was formerly the 
case. 

“While the leading industries, 
using the bulk of our production, 
are readily reached through well- 
known and effective advertising 
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media and our direct mail, a real|business paper copy, whether di-|D&O, and that is the result of our 
problem is the question of how far irected to a general group or to a advertising,” she said. 
to go in advertising to the growing | limited area, is designed to excite | 
number of peripheral users,” said | interest and lead to requests for the|# A house-organ called “D&O 
Mrs. Kitchen. ‘literature which is mentioned in| News” is issued monthly to keep 
‘each case. The results have been the entire field acquainted with the 
very satisfactory, tremendous num- | latest developments in the compa- 
ness papers to reach our major | bers of calls for the featured mate- bbe line. It features such head- 
fields, but if we attempted to cover rial coming from the chemists and |lined topics as “Pets—Target for 
all of the smaller but promising | other technologists who have noted | Big New Market,” and a series 
markets regularly with vertical our advertising. The field is very| which went on for several is- 
media there is no telling where we |competitive, and there are some |sues on “The Changing World of 
could stop. We keep a very careful ‘fine organizations in it; but D&O is Food.” A handsome catalog is is- 
check on all developments from | not only much the oldest but per- | sued semi-annually, carefully in- 
this point of view, consulting sales-| haps the best known. A typical | dexed, and containing detailed lists 
men, executives and others. ‘comment in the field is that you of the company’s products and full 
“We like inquiries, and all of our can’t go anywhere without seeing | descriptions of each, as well as in- 


s “We use over 20 leading busi- 


Everywhere 


the men who 
are really 


going places 


ij 

‘ 
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The following journals are used: | Ted Bates Boosts Seven 
American Perfumer, Aerosol Age,, Ted Bates & Co, New York, | 
Canadian Food Industries, Candy| which is realigning its executive | 


r formative and interesting general 
material. 


«s F. H. Leonhardt Jr., is president 
of the company, which occupies its 
own 19-story building at 180 Var- 
ick St., where its general offices 
and laboratories are. The principal 
plant is at Hawthorne, N.J. There 
are nine branch offices, including 
the one in Toronto, and sales are 
direct to users by the company’s 
sales force of 20-odd men. There 
are agents throughout the world, 
acting both in the company’s ex- 
tensive imports of raw materials 
and in its sales work. 


News, Chemical Processing, Chem- | cy growth,” has announced seven 
ical Week, Drug & Cosmetic Indus- | promotions in its media depart-| 
try, Drug Trade News, Dulcelandia | ment. Edgar P. Small, media di- 
(Mexican), El Embottelador, Food rector, vp and director, has been 
Business, Food Engineering, Food| elected treasurer and personnel 
Packer, Food Processing, Food| supervisor, succeeding Rudolph 
Technology, I.F.T. Hornblower, Montgelas who is being assigned 
Journal of the Society of Cosmetic other executve duties. 
Chemists, Manufacturing Confec-| A. Grey, associate media director, 


porter and Soap & Chemical Sep-. 
cialties. 


ant vps. They are William J. 


Edward | 
|has joined Playboy as promotion | 
tioner, Meat Magazine, National|has been elected vp and media) 
Provisioner, Oil, Paint & Drug Re- director. Five media group super- | ry Wilber, sales service manager of | sibility. 
visors have been appointed assist- Capper Publications, Chicago, suc- | 


| Kennedy, Edwin A. Kirschner, 
| John E. Kucera, Martin J. Murphy 
‘and Albert Skolnik. 


‘Playboy’ Names Greenberg 
Playboy, Chicago, has appointed 
Alfred Greenberg, 
rector of advertising and sales pro- 
motion of WBBM, Chicago, asso- 
ciate promoticn manager. Jane 
Terrell, Mr. Greenberg’s assistant, 
at the CBS-owned radio station, | 


Industry, Chemical & Engineering | _ responsibilities “due to rapid agen-| 


director of creative activities." Har- 


ceeds Mr. Greenberg at WBBM. 


) 
I'm the kind of guy : 
that's causing © 

| 


are really 


read 


so much talk 
about... 


. . » You bet I’m getting ahead . . . and I’m going to keep on. 
That’s why I read The Journal. And I find that everywhere, people 


are beginning to sit up and take notice. 


It seems everybody has discovered that no one is more respon- 
sive to advertising than those of us who keep getting ahead in busi- 
ness. They’ve discovered we're better prospects. We need more, 
want more, are able to buy more. We keep gaining more influence 
on our companies’ buying decisions. I know personally that the more 
I progress, the more I must and can buy—both for myself and for 
my company. 


So that accounts for what has been happening to The Wall 
Street Journal. Because The Journal has assembled the greatest 
national daily circulation of men like me, ever gathered by a single 
U. S. publication! 


Circulation now is over 430,000—up more than 17,000 © 
since March 31, 1956. 

What a buy for the advertiser who wants a real chunk 
of, not just a nibble at, America’s richest and most active 
market! 


Advertising Sales Offices: 

ATLANTA 3, GA. Walton Building 
BOSTON 9, MASS. 79 Milk Street 
CHICAGO 6, ILL. 711 W. Monroe Street 


GERWELAND 15, OHIO. 1010 Beolid Avenue 
DALLAS 2, TEX. 908 


DETROIT MICH. Buh! 
HGUSTON 2, TEX. 
LOS ANGELES $, CALIF. 2999 
MIAMI 32, FLA, Hell Buildi 
NEW YORK 4, N. Y. 44 Brood Street 
PHILADELPHIA 2, PA. 1528 Walnut Street 
PITTSBURGH 19, PA. Koppers Building 
$T. LOUTS 1, MO, Arcede 
SAN FRANCISCO 8, CALIP. Bosh Se Street 
SEATTLE 1..WASH. Northern Life 
WASHINGTON 5, D. C. 1015 oot, NW. 
LONDON W. 1. 245 Oxford Street 
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'ANPA Sweating Out 
‘Threat of New Price 


Hike for Newsprint 


New York, Oct. 9—Storm sig- 
jnals are going up again in the 
newsprint market. 

Rumors about higher newsprint 
prices are increasing. Local mill 
representatives insist they have no* 
official information about a price 
hike, but many admit it’s a pos- 


Yesterday the American News- 
paper Publishers Assn. issued a 
statement “in response to member- 
ship inquiries concerning rumors 
about newsprint prices.” The state- 
ment issued by ANPA president 
William Swight, publisher of the 
Transcript-Telegram, Holyoke, 
Mass., declares: 

“Publishers do not believe that 
another newsprint price increase is 
| justified at this time. There seems 
to be no apparent need now for 
manufacturers to get more income 
to maintain reasonable profit mar- 
gins. 

“The failure of many newsprint 
manufacturers to fulfill their con- 
tract commitments during 1955 and 
1956 has penalized many newspa- 
pers. Many publishers, in order to 
maintain normal! standards of serv- 
ice to readers and advertisers, 
have been compelled to buy news- 
print in the spot market at exor- 
bitant prices. This situation has 
imposed economic hardship on 
those newspapers. 


® “The price of newsprint is not 
a subject to be treated lightly in 
the form of planted rumors,” the 
statement says. “It is a matter for 
frank discussion between individ- 
ual newspaper publishers and their 
suppliers, especially because of the 
unfortunate consequences which 
could come from another price in- 
crease. 

“Newspaper publishers,” the 
statement concludes, “believe that 
newsprint manufacturers have 4 
responsibility to discuss with their 
customers mutual economic prob- 
lems and the effect of newsprint 
prices on newspaper operations 
and thereby the direct effect on 
future newsprint consumption. 
This is a special obligation in view 
of the trend of contract language 
which places price entirely under 
the control of the manufacturer.” 
Current base contract prices of 
most U.S. and Canadian mills aver- 
erage $131 a ton. Spot prices in 
the so-called gray market for Aus- 
trian and Scandinavian newsprint 
range between $185 and $200 a ton 
for delivery within about 45 days. 
Spot U.S. and Canadian newsprint 
is about $185 a ton within 30 days 
in minimum lots of 200 tons. 


= Some newsprint brokers told 
AA that they think ANPA, in 
recognizing current rumors about 
higher newsprint prices, “is stick- 
ing its neck out and asking for a 
price boost.” 

As previously reported (AA, 
Sept. 10), records show newsprint 
production, so far this year, jis 
running ahead of consumption iy 
about 3%. The shortage app 
hended earlier this year is not like- 
ly to materialize in consequence, 
except in isolated cases, brokers 
Say. 


Seller Moves, Elects Three 

H. Richard Seller Advertising, 
Portland, Ore., has moved to new 
offices at 409 S. W. Jackson St. 
The agency also elected three new 
vps. They are Charles J. Thomp- 
son, account sezvice chief; Ed De- 
Temple, art director, and Don 
James, copy chief. 


Toronto Agency Gets Franchise 


Breithaupt Milsom Ltd., new To- 
ronto agency, has been granted a 
franchise by the board of directors 
of the Canadian Daily Newspaper 
Publishers Assn. 
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Realism’s the Thing 
in Gittins Photo for 
Allis-Chalmers Ad 


MILWAUKEE, Oct. 9—A crowd 
of on-lookers in a Milwaukee sub- 
division was treated to a bizarre 
and seemingly inexplicable spec- 
tacle recently—a half finished 
house with no roof or solid walls, 
almost completely furnished, light- 
ed and apparently oceupied by a 
family of six. 

What they were watching was 
Bert S. Gittins Advertising, Mil- 
waukee, hard at work sparing 
neither imagination nor realism to 
get a photograph for an ad for 
Allis-Chalmers Mfg. Co. 

The agency’s problem was to ad- 
vertise to comsumers a line of 
electrical equipment, none of 
which is used directly by the con- 
sumer. Allis-Chalmers’ turbine- 
generators, transformers and wir- 
ing are all used in the home, but 
they are so-called “hidden equip- 
ment” that the consumer knows 
little about. 

Gittins solved the problem by 
deciding on a cross section of a 
home illustrating how many utili- 
ties are run with the electrical 
equipment. But it immediately. 


Seidl Bartz 
Lawler $.Carlson (Kelsey J. Carlson 


AD HOC FAMILY—“Family” members posed in the Allis-Chalmers ad 
are all agency people or their children. They are John Seidl, 
mechanical production manager; Virginia Bartz, mail girl; Kathy 
Lawler, daughter of account manager E. P. Lawler; Stewart Carl- 
son, production director; Nancy Kelsey, agency home economist, 


and Jimmy Carlson, Stewart Carlson’s son. 


complicated things again by decid-| was supplied temporarily by the, ment are being mailed to utility 
ing against art work in favor of a| Wisconsin Electric Power Co. The executives throughout the country, 
six “occupants” of the house were | 
agency people or children of agen-| 


photograph, which it felt would be 
more dramatic and believable. 


® To get a photo of this kind, the 
agency located a home under spec- 
ulative construction in a Milwau- 
kee subdivision. The floor plan 
was suitable for the photo, and 
builder John E. Shern agreed to 
go along with the idea, so photo- 
graphic plans were dovetailed with 
the building schedule. 

Furniture and appliances for the 
unfinished house were supplied 
for the occasion by local sources, 
and electric power for the house 


cy people. 

After being rained out two 
nights in a row (nights that Ac- 
count Manager E. P. Lawler spent 
sleeplessly in a rented truck to 
guard his works), Allis-Chalmers 
photographers Clarence Hansen 
and Harold Shrode finally got their 
picture—on Friday the 13th. 

In addition to being used in the 
ad and as part of Allis-Chalmers’ 
regular merchandising program to 


with an offer of free reprints for 
local mailing and display. 


Huntington Agencies Merge 
Two Huntington, W.Va., agen- 
cies have merged to form a new 
agency, Grogan-Wiles Inc., which 
succeeds Pace-Wiles Advertising 
and George Grogan Agency. Prin- 
ci are George C. Grogan, pres- 
ident, and V. Kirk Wiles, exec vp. 
All accounts of both predecessor 
agencies are being retained by the 


new agency, which will maintain | 
50,000 people in and out of the offices in the Kelly-Hatfield Bldg., | 
company, copies of the advertise- | Huntington. 


EXPOSURE—Cameramen for Bert S. Gittins Advertising, Milwaukee, 

wait for the house “occupants”(all agency people or their chil- 

dren) to take poses for a cut-away view photo to be used in an 

Allis-Chalmers ad. Some wall studding had to be removed to get 
the shot. 


- 


HOUSEPOWER—The completed color photo shows six “family mem- 

bers” using different appliances all of which are powered with 

the aid of Allis-Chalmers electrical equipment and wiring. This 

ad appears in the Sept. 22 Saturday Evening Post and the October 
Better Homes & Gardens. 


the 


IF IT’S WORTH PRINTING, 
PRINT iT LETTERPRESS 


PsA retains the same fast, 
reliable service standard it 
has always maintained. 

And, the cooperation con- 
tributing to this standard has 
been our first consideration. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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To sell more where more is sold 
FIRST 3 FIRST! 


A 


Lots of time here J  ' Lots of sales here 


Your advertising in FIRST 3 MARKETS will not only reach 
and sell the heavy spending shoppers along Fifth Avenue, State 
Street and Market Street, but in addition will influence the 
families who shop along the many Main Streets of the Industrial 
NORTH and EAST. In 279 counties — where 27% of U.S. fam- 
ilies account for 30% of the nation’s retail sales — FIRST 3 


A leisurely stroll down a quiet country road is refreshing but 
chances are that you won’t meet many sales prospects. In con- 
trast, the 3 compact city and suburban areas of New York, 
Chicago and Philadelphia — where 18% of all U. S. Retail sales 
are made — deserve and reward a heavier advertising effort 
] through First 3 Markets Group. In these most profitable markets 
the family coverage of General Magazines, Syndicated Sunday _ delivers 50% average coverage of all families. 

Supplements, Radio and TV thins out; thereby emphasizing To make your advertising sell more where more is sold... it’s 
| the fact that there is no substitute for FIRST 3 MARKETS’ FIRST 3 FIRST. ; 
, solid 62% COVERAGE of ali families in the 3 top markets. Circulation in excess of 6 MILLION. 


The group with the Sunday Punch 


New York Sunday News Coloroto Magazine 
i > Chicago Sunday Tribune Magazine 


MARKETS GROUDY Philadelphia Sunday Inquirer “Today” Magazine 


Rotogravure * Colorgravure 


New York 17, N. Y. News Building, 220 East 42nd Street, MUrray Hil! 7-4894 e Chicago 11, Ill., Tribune Tower, SUperior 7-0048 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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“Imagine my photo 
in the Roto, right 


next to your ad!” 


Photos that-get double-takes! Ads that 
get action on the double! That's what 
you get in the Roto section of the 
Chicago Daily News big Weekend Triple 
Streak Edition. News circulation goes up 
on Saturday, a phenomenon in itself, 
and the figure hits over 607,000. Daily 
News Roto is famous for fine-screen re- 
production . . . ideal for “impulse” re- 
sponse, quick ‘phone and mail orders. 
Retail Roto ad linage during 1955 rose 
to 625,599 . . . over 460,000 more than the 
next highest in Chicago. Remember, the 
Daily News goes home, and the Triple 
Streak gives you the largest Saturday 
circulation of any evening newspaper 
in the U.S. Best proof possible that — 


The CHICAGO DAILY NEWS 
HITS HOME 


Radio Palled on Him... 


By Charles Downes 

New York, Oct. 9—A group of 
25 media representatives last week 
commemorated the 25th anniver- 
sary of the organization of L. H. 
Hartman Co. by holding an in- 
formal celebration in Mr. Hart- 
man’s office. 

The agency which he founded in 
October, 1931, in the depth of the 
depression, without any accounts 
and with fixed expenses of $7,000 
a month, Mr. Hartman told AA, 
was “a calculated risk” that has 
more than justified itself. 

In 1932, its first full year in busi- 
ness, the agency billed $273,000. 
Billings in 33 dipped to $94,000. 
But in ’34 it pulled out of the red 
with billings of $533,000 and made 
a net profit of $21,000. 

It has never had a losing year 
since, Mr. Hartman said. In 1955 
the agency billed $4,000,000 and 
he expects °56 billings will be 
about $5,000,000. 


s Mr. Hartman concedes it took a 
bit of courage back in ’31 to leave 
Lord & Thomas, where he had 
been an account executive and a vp 
for the previous ten years, and to 
launch an agency without an ac- 
count. 

But at the time, he said, he was 
fed up with show business and 
wanted to get back into conven- 
tional advertising agency work, if 
there is any such thing. He had 
started the radio department at 
L&T in 1926 and had handled radio 
shows for several clients, notably 
Cities Service, Palmolive, Lucky 
Strike, Pure Oil and Chancellor 
cigars. It got to be too much show 
business and too little advertising 
for his taste. Besides, he said, he 
felt it was about time for him to 
strike out for himself. 

Mr. Hartman had a wide and 
varied business background before 
entering advertising. A native of 
Chicago, he returned to the Windy 
City after attending the University 
of Michigan and joined Sears, Roe- 
buck & Co. A few years later he 
joined Mandel Bros. department 
store, where he was advertising 
and merchandising manager. After 
five years of this, he said, he felt 
he could manage a business of his 
own, so he became an advertising 
and merchandising counselor. 


® Then came World War I. Mr. 
Hartman tried to get into the 
armed services, but was prevented 
because of an injury. However, he 
did get into government service 
and, as it turned out, in a big way. 
He became head of surplus proper- 
ty disposal, responsible for formu- 
lation of policy and the disposal of 
$4 billion worth of government 
equipment and merchandise. Dur- 
ing his tenure he disposed of be- 
tween $400,000,000 and $500,000,- 
000 worth of property at 86% of 
government cost. 

But, with the war over, the de- 
sire to get into something more 
personal and remunerative than 
government work got the better of 
him. So in 1923 he resigned and 
came to New York. 

As Mandel Bros. advertising 
manager he had become acquainted 
with the late Albert D. Lasker, 
president of Lord & Thomas, and 
probably the most outstanding ad- 
vertising personality of his era. 

By “happy happenstance” he met 
Albert D. Lasker on the street 
|shortly after he arrived in New 
York. Mr. Lasker invited Mr. Hart- 
man to join Lord & Thomas, so he 
did. 

As an account executive he got 
the Lucky Strike account. It grew 
from a $1,000,000 account to a $10,- 


000,000 account within five years, 


Hartman Started Agency 25 Years Ago 
to Get Back into Ad Agency Work’ 


and from third place among brand- 
name cigarets to first place within 
four years. 

In “The Lasker Story,” which 
appeared in 26 instalments in AA 
during the latter part of 1952 and 
the first of 1953, Mr. Hartman is 
quoted by Mr. Lasker on the sub- 
ject of Lucky Strike advertising as 
follows: 

“Lucky Strike was simply a 
matter of dignified sampling. The 
cigaret business has always been 
built up by sampling. We conceived 
the idea of sampling them and dig- 
nifying it and getting a fair part of 
the money back. We simply came 
out and tried it in 15 towns on a 
tax-free proposition. It has proved 
to have been the soundest method 
that has ever been attempted in 
sampling. The average increase in 
the cigaret business this year 
(1927) has been 7%, while the in- 
crease in Lucky Strike business has 
been five times that much.” 


# While with L&T, Mr. Hartman 
introduced Cremo cigars and gave 
away a car a day to get the brand 
on the market. He went to Eng- 
land for American Tobacco Co. and 
introduced Wix cigarets there. 
But then he got into radio, and 
before he realized it he was neck- 
deep in show business. It got to be 
more than he could take. Moreover, 
he felt it was time to have his own 
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business. So he took the plunge in 
31, at an inauspicious time, but he 
has never regretted it. 

He has become known, among 
other things, as an expert in liquor 
advertising. Among his clients are 
Fleischmann Distilling Corp., 
whose imported Black & White 
scotch is the largest selling scotch 
whisky on the American market; 
Renfield Importers, whose Gor- 
don’s gin is the largest selling gin 
on the American market, and which 
also distributes King William IV 
scotch whisky and Riondo rum; 
Schenley Distillers Corp., for which 
Hartman handles Cream of Ken- 
tucky straight and blended whis- 
ky; Schenley Import Co. for Mac- 
Naughton’s Canadian whisky and 
DuBonnet wine, and Somerset 
Importers, for Crawford scotch. 


# In addition, Hartman is the 
agency for Grand Union Co., gro- 
cery chain, and half a dozen other 
clients with products ranging from 
filters through gas ranges and tele- 
vision sets to perfumes and scien- 
tific products. 

Mr. Hartman attributes the suc- 
cess of his agency to a number of 
factors. He has always believed in 
market research and “reason why” 
type of advertising copy. A good 
part of the success of Black & 
White scotch whisky advertising, 
he said, stems from the use of the 
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REASONS 


Philadelphia, to become sports; Wall Opens Consultant Office 
sales manager of CBS Television,! R p Dick Wall, advertising 


New York. He was a time buyer, ’ D 

space buyer and more recently di- Seas oH ‘tie yor, ‘2 years, has 
rts departm 

_Tesigned to open an office as pub- 


the agency. lie relations and advertising con- 
C-C Names McKean, Warr 


MAGAZINE CLASSIFIED ; 


— Bi 
-— BY THE MILLIONS — 
Rates & Data for the asking 


PUBLISHERS CLASSIFIED DEPARTMENT 


Pees in Dallas. 
Crowell-Collier Publishing Co., 


New York, has appointed Gilbert | 
S. McKean, formerly advertising| 
manager of Columbia Records, na- 
tional sales and promotion man- 
ager of its new record division. 
Crowell-Collier also has named 
Jack W. Warr, previously director 
of supermarket sales, supervisor of 
newsstand merchandising. 


Christopher Joins Stromberger 

James O. Christopher has joined 
Stromberger, LaVene, McKenzie, 
Los Angeles, as a copywriter. He 
also will be a member of the plans 
board. Previously he was with 
Poetzinger, Dechert & Kielty, and 
Domestic Engineering Publishing 
Co., both in Chicago. He has also 
been a consultant in marketing, 
sales and advertising. 


The BOARDMASTER Visual Con- 
trol gives you Graphic Picture of 
your operations ot a glance. You 
see in seconds how to save time 
and money. 

Over 100,000 orgonizations are 
using this simple, flexible tool to 
get things done. tdeal for sales, 
inventory, production, traffic, etc. 
Type or write on cards, snaps in 
grooves. Made of meto!. 


Full price 549" with cards 


Ulsstrated 
| 
Write or Call Wisconsin 17-8444 


GRAPHIC SYSTEMS, 55 West 42 St., New York 36 


TASTEFUL DISTINCTIVE 


Executive Gift Plan 


GRACIOUS 


25 REASONS WHY—The staff of L. H. Hartman Co., New York, had 
a plate made and inserted in office copies of New York newspapers 
Oct. 2 to commemorate the 25th anniversary of the agency’s found- 
ing and “best wishes to the boss.” In addition, about 25 media 
representatives called on Mr. Hartman in a group, broke out a 
case of champagne and presented him with a dozen specially made 
champagne glasses and floral tributes. The staff gave him an en- 
graved silver tray. 


black and white scotties, which 


identified the brand and evidently | 


have had wide popular appeal. 

“Unfortunately, today,” he said, 
“liquor advertising has become 
pretty much poster advertising, 
because of legal restrictions. We 
have found that consistency has 
been the key to success in our ad- 
vertising efforts. Gordon’s gin, for 
example, is unquestionably a qual- 
ity product and we have always 
advertised it as a prestige brand. 
The advertising has won friends 
and influenced people. 

“We have stayed on the beam 
and haven’t looked for tricks. But 
we have watched consumer reac- 
tions closely.” 


s Commenting on young men who 
want to go into the agency business 
today, Mr. Hartman noted that this 
is an age of specialization. But, he 
said, he still believes that account 
executives should have sales ex- 
perience or merchandising experi- 
ence before they try to sell adver- 
tising. The most important thing to 
know in the advertising business, 
he said, is people. 

“Knowledge of people is the es- 
sence of advertising. Youngsters 
shouldn’t attempt to get into ad- 
vertising after leaving college un- 
til they have had some practical 
experience in marketing. They 
should learn something about the 
things that move people to buy 
what they do, when they do and 
why they do.” 

While the Hartman agency has a 
staff of 30 today, the only one who 
was with Mr. Hartman when he 
started 25 years ago—J. H. Eyde- 
ler, secretary-treasurer of the com- 
pany—died a month ago. However, 
Margaret C. Ryan, space buyer, has 
been associated with the company 


23 years; George V. Nelson, pro- 
duction manager, has been on the 
staff 22 years, and Albert M. Ross, 


|vp and art director, has been with 


the organization 12 years. 

Mr. Hartman plans no formal 
commemoration of the agency’s 
25th anniversary. He obviously 
was surprised that anybody should 
be interested in the occasion. 

“Let’s let it go at that,” he said. 


McMahan Leaves McCann 
to Become Testing Consultant 

Harry Wayne McMahan has re- 
signed as vp in charge of tv-radio 
commerical production and a 
member of the creative plans 
board of McCann-Erickson, New 
York, to become a consultant on 
the psychological method of pre- 
testing and post-testing tv com- 
mercials. 

He will collaborate with the In- 
stitute for Motivational Research, 
Croton-on-Hudson, N.Y., which 
has been developing techniques 
for this type of test for years. The 
new testing procedure will be an- 
nounced in about a month. 


Spot Radio Sales Gain 

Spot radio sales hit an estimated 
$10,601,000 for the month of Au- 
gust, according to Price Water- 
house Co.’s compilations for the 
Station Representatives Assn., New 
York. This is a gain of nearly 30% 
over August, 1955, and 4% over 
July, 1956. Spot sales for the first 
eight months of 1956 reportedly 
totaled $86,366,156, compared with 
$71,102,000 for the same period last 
year. 


Purves Leaves Ayer for CBS 
Jack Purves has resigned after 
26 years with H.-W. Ayer Sen, 


WORLD-WIDE SERVICE. 20,000 
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EMBLEM. He takes care of bers serve you around the 
everything in minutes. globe. 


Biorists’ Association, Headquarters; Detroit, Michigon 


EASY & FAST. Just call the florist 
who displays the MERCURY 


Plants and flowers leave a lasting impression 

a constant reminder of your thoughtfulness 
and good taste. Think of flowers first this Christmas 
and every time a business gift is in order. Distance 
is no barrier — F.T.D. service is world-wide. 


Its so easy to Wire Flowers 


GUARANTEED DELIVERY. Deliv- 
ery is fully ossured. No worries 
about it “getting there.’* 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


We've always suspected this| 


column had a world-wide audience, 
but now we know for sartain. Not 


long ago we mentioned our Survey | 


of Supermarket Shoppers, and how 
it was available at a buck per copy. 


Among the hundreds of thousands of | 


orders, or anyway eight, there 'was 


one from Hong Kong. We reproduce | 


one side of the business card that 
came with the order, and if the) 


printer gets it on the bias that’s not 
our fault. 


Our more literate readers will in- 
stantly recognize the handsome cal- 
ligraphy as the firm style of a highly 
respected business house, dealing in 
Tiger Balm and lichi nuts, with a 
sideline of ginseng and dried uni- 
corn’s horn for the import trade. We 
won't establish a Burgoyne branch 
in the Far Hast, though. We'd look 
mighty foolish trying to fix a park- 
ing ticket in Foochow. 


if we had a beer-check for every 
brand of salad dressing ever mar- 
keted, we would certainly have a 
hatful of beer-checks. It would seem 
hard to invent a new salad-mixture 
completely in a class by itself, but 
that’s what one Burgoyne client did. 
Added to lettuce or any miscel- 
laneous greenery hanging around the 
house, it had just the proper flavor 
to make guests inquire about the 
recipe. Burgoyne ran panel tests in 
Indianapolis, Columbus and Omaha, 
found it as distinctive in sales as it 
was on the table. So now you can 
buy it at your neighborhood groce- 
teria, not to mention Heine’s Deli- 
catessen. 


Soup and gravy stains and grease 
spots have a way of splatiering our 
best Sunday-go-to-meetin’ clothes 
just when it’s unhandiest to ship ’em 
to the cleaners. So there is a lively 
market for spot-removers; but some- 
times they leave nice big rings, or 
have a smell like an oil refinery. An 
up-and-coming chemist developed a 
spotter that really did the work. He 
enlisted Burgoyne, of course, to run 
panel tests in Peoria, Roanoke and 
South Bend, and the future looks 
good, Let Long John Burgoyne check 
your new or established item for the 
selling facts you need to know. And 
do it now—put away your fiddle, 
Nero, and stop Rome from burning. 


| Zahner Rogers 


Pappas 


WORKERS—Ruthrauff & Ryan branch office managers gathered re- 
cently in Chicago to discuss 1957 plans. Shown here are Oscar 
Zahner, St. Louis; Ray Mount Rogers, San Francisco; Alex Pappas, 


Keody Watson 
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Groseth Amundson Magro 


Mullins Metzger 

Dallas; Ted Keady, Houston; William D. Watson, Chicago; F. G. 

Mullins, Seattle, R. W. Metzger and Haakon B. Groseth, exec vps; 
William Amundson, St. Paul, and John Magro, Cincinnati. 


|New Book Reviews 
History 
of Auto Franchise 


Homewoop, Itu., Oct. 9—This is 
the time of year when auto mak- 
ers announce their new model 
cars. And this event also refocusses 
attention on a problem almost as 
old as the auto industry itself— 
the manufacturer-dealer relation- 
ship and the headaches resulting 
from automobile franchise agree- 
ments. 


Mason Hewitt Jr.’s new book, “Au- 
tomobile Franchise Agreements,” 
comes out at an appropriate time. 
Just published by Richard D. Ir- 
win Inc. as part of an Indiana Uni- 
versity school of business study, it 
sells for $6. Mr. Hewitt is assistant 
professor of business law at the 
university. 


® The author points out that the 
unusual relationship between man- 
ufacturer and dealer grew up in 
the early years of the industry, 
when “uncertainties relating to 
production technology and a short- 
age of capital were two of the 
principal reasons why most auto- 
mobile manufacturers turned to 
franchised ‘agents’ for the distri- 
bution of their cars.” 

The franchise plan has em- 
broiled the industry in countless 
lawsuits, most of which have 
helped both to define more sharp- 
ly and to firm up the franchise 
agreement. However, franchise 
agreements are still a matter of 
bitter contention between the auto 
maker and the dealer, as witness 
the O’Mahoney congressional sub- 
committee hearings last year and 
the Monroney subcommittee hear- 
ings earlier this year. 

Mr. Hewitt presents a thorough 
history of the economics behind 
the franchise agreements and re- 
views and discusses all the per- 
tinent legal history since 1900. 


Borden Introduces Two 
Instant, Three Gelatin Products 
Borden Co., New York, has be- 
gun national distribution of two 
new “instant” malted products and 
three new gelatin salads and des- 
serts. Specific advertising plans 
are not yet set. The new malted 
products—Borden’s Instant Double 
Malted chocolate malted milk and 
Borden’s Instant Hemo—will prob- 
ably be promoted first on the com- 
pany’s existing network tv time; 
later in newspaper campaigrs. 
Promotion theme will be “Soda 
fountain magic in the home—with 
a spoon.” The company says these 
are the first instant malted milk 
powders on the market and are the 
result of three years’ research. 
The introduction of the three 
new gelatin salads and desserts— 
Mandarin orange, tomato aspic and 
grape-cream cheese—expands the 
Borden line to seven varieties. The 


|mew flavors are packaged in a 
|round reusable plastic mold with 


FIRST NATIONAL BANE BLDG. CIMCINNAT! 2. OHIO | fluted design and snap-on lid. 


Young & Rubicam is the agency. | 


Because of this fact, Charles|- 


Mrs. Rosen Succeeds Husband 
Mrs. Sarah Rosen has 


ceeded her late husband, Louis A. | 
Rosen, as president of Louis A. 
Rosen Advertising Co., New York. 
The company specializes in for- 


suc- | 


eign language advertising. Mr. ford, has appointed G. F. Sweet & 

Rosen died Sept. 18 (AA, Oct. 1). | Co., Hartford, to handle its adver- 

| tising. The company, which makes 

Chandler-Evans to Sweet | accessories for aircraft engines, is 

Chandler-Evans, a division of. planning an expanded advertising 
Pratt & Whitney Co., West Hart-| and sales promotion campaign. 


Ed Mitchel! 


Ken Hasris 


Mike Donohoe 


Bob 


Frank Lynch 


and more honors for the 


SEATTLE POST-INTELLIGENCER 


The Newspaper Preferred By Readers— 
Most Productive For Advertisers 


Year after year the Seattle Post-Intelligencer wins high honors 
for excellence in journalistic achievement. Top reporting, 
good pictures, interesting features and fine editing are the 
hallmarks of a good newspaper . . . a newspaper preferred 


by readers, most productive for advertisers. 


WASHINGTON STATE WRITING 
AWARDS (ALLIED DAILIES) 


Ed Stone, first place editorial writing 

Jim Faber, first place news; 2nd best short 
Bob Browning, first place feature writing 
Don Page, best short 

Frank Lynch, best column 

Mike Donohoe, second place sports writing 


THE NATIONAL RELIGIOUS 
PUBLICITY COUNCIL 


Ed Mitchell, Award for religious news 
GROCERY MFRS. OF AMERICA 
Maurine Kelley, certificate, food reporting 


WASHINGTON STATE PHOTO 
AWARDS (ALLIED DAILIES) 


Ken Harris, first place portrait division 
NATIONAL SAFETY COUNCIL 

Edna Daw, national and local citations 
THE NATIONAL HEADLINERS 

Emmett Watson, best sports in nation ('52) 


— 


Emmett Watson 


Edna Daw 
REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE, INC. 


Offices in 15 Principal Cities 
Greatest Morning and Sundey Circulation in the State of Washington. 
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Charles Merrill, 70, | 
Broker and Safeway 


Stores Founder, Dies 


New York, Oct. 9—Charles Ed- 
ward Merrill, 70, founder and di- 
recting partner of Merrill Lynch, 
Pierce, Fenner & Beane, largest 
and most widely advertised invest- 
ment banking and brokerage house 
in the country, died Oct. 6 follow- 
ing a heart attack at his summer 
home in Southampton, N. Y. 

Mr. Merrill was also one of the 
founders of Safeway Stores, food 
chain, and of Family Circle, the 
first grocery store-distributed 
magazine. 

Mr. Merrill was born in Green 
Cove Springs, Fla. He attended 
Amherst College, but he left col- 
lege in his sophomore year and 
worked on a small newspaper in 
West Palm Beach and played 
semi-professional baseball. 

On Jan. 3, 1914, he established 
his own business, and by the mid- 
dle of the year acquired a partner, 
a young bond salesman by the 
name of Edmund C. Lynch. In 
1928, Mr. Merrill and Roger Bab- 
son were almost alone in Wall 
Street in sensing possible disaster 
in the stock market. When the 
market crashed in October, 1929, 
Mr. Merrill’s foresight was esti- 
mated to have saved $6,000,000 for 
his customers. 


® Not only did he and his compa- 
ny weather the depresssion, but in 
1940 Mr. Merrill organized the 
present partnership of MLPF&B 
by merging Merrill Lynch & Co. 
with three other brokerage houses, 
E. A. Pierce & Co., Fenner & Beane, 
and Cassat & Co. 

The partnership started adver- 
tising the following year. Mr. Mer- 
rill was one of the first stock 
brokers to realize the importance 
of selling stocks and bonds to 
small investors by furnishing them 
simple, conservative and sound fi- 
nancial advice. 

The company began using direct 
mail and small newspaper and 
magazine ads to tell the story of 
securities investment. In 1948 it 
made advertising history by run- 
ning a solid newspaper page of 
text—6,000 words on “What Ev- 
erybody Ought to Know About 
This Stock and Bond Business.” 
The ad achieved remarkable read- 
ership and has since appeared in 
more than 200 newspapers and in 
several magazines as a spread. On 
its second re-run in 1954 the ad 
was reported to have drawn about 
1,000 responses a week (AA, May 
10, "54). 


® During the past two years, Mer- 
rill Lynch has invested $720,000 
annually in newspaper and maga- 
zine advertising plus about $600,- 
000 in direct mail and advertising 
literature. 

Mr. Merrill regarded his major 
achievement as the creation of 
Safeway Stores. In 1926, a Pacific 


Coast grocery chain of 322 stores 


SAFETY SHORTS for Brewers 


‘ 

‘ 

| SAM SQUAREHEAD is unwary 

4 Sem com the heewung industry exactly 4) mules 
of adhewve tape lave year Fell off placdorms 
Got hes hand caught m machines 

Short cad, once Ran wid 

‘ hand crock lacemung 6 co workers and the 
Seare Liquor Commisoner 


‘ seep eanpey shale, pile 
barrels newt ro che cme clock at queting ume 
Bull's “execunve umber When he there, 
he'll seal be playing sate df he orders 
the fenest quality malt avedable anywhere 
from Malnng Compeny 


$AGA—Sam and 
Bill illustrate 
safety do’s and 
don’ts in a new 
trade series for 
Wisconsin Malt- 
ing Co. One of 
the aims of the 
series is to create 
good will by ty- 
ing in with the 
brewing indus- 
try’s safety cam- 
paign. The light- 
touch ads were 
created by 
Charles O. Puffer 
Co., Chicago, and 
are scheduled for 
American Brew- 
er, Brewers Di- 


gest, Brewers 
WisconsinMalting Journal and 
' Company Modern Brewery 


MA WISCONSIN 


Capacity 


Age. 


6 000.000 bushels 


merged with M. B. Skaggs Stores 
which had 250 units. Up in the 
Pacific Northwest the MacMarr 
Stores with 1,392 outlets were 
bought by Mr. Merrill, who sent 
Lingan Warren, one of his execu- 
tives in Wall St., to manage the 
chain. 

In 1931 Safeway and MacMarr 
were merged and reorganized by 
Mr. Merrill as Safeway Stores Inc. 

Mr. Merrill and associates 
founded Family Circle in 1932, the 
first food-chain distributed maga- 
zine. He sold his holdings in the 
magazine at the end of 1954. 

Until his death, Mr. Merrill was 
active in his company’s operations. 

Mr. Merrill’s substantial interest 
in the brokerage company—some 
$5,500,000—will remain in the firm 
as a testamentary trust for the 
benefit of colleges, churches and 
hospitals. 


OAI Will Be Bigger 
Sales Factor with 
Standard Disbanded 


(Continued from Page 1) 
copy. It became a sales organiza- 
tion in 1955, but, according to 
some of its members, “never reaily 
got off the ground.” 


® Since 1949 intermittent discus- 
sions were held between principals 
of the two groups to explore the 
possibility of unification. Follow- 
ing the death of Mr. Fulton last 
December, Warner R. Moore, who 
succeeded Mr. Fulton as OAI pres- 
ident, and Edward C. Donnelly 
Jr., Standard president, took up 
the matter of unifying the two 
groups on a formal basis. In Au- 
gust the Standard board voted to 
disband. 

Parker James, who resigned as 


Videodex 
Top Ten Spot TV Shows" 
Sept. 4-10, 1956 
Copyright by Videodex Inc. 


No. of cities in which program Homes % of 

Rank Program appears and distributor (000)t Homest 
1 Rosemary Clooney (52 Cities, MCA-TV) 1,338 17.0 

2 Dr. Hudson's Secret Journal (104 Cifies, MCA-TV) .........ccssssoree 3,081 16.5 

3 The Man Called X (104 Cities, Ziv TV) 3,552 16.4 

4 Highway Patrol (168 Cities, Ziv TV) 4,865 16.0 

5 Badge 714 (105 Cities, NBC Film) 2,991 15.6 

6 1 Led Three Lives (107 Cities, Ziv TV) 4,239 15.3 

7 Science Fiction Theater (117 Cities, Ziv TV) .....-.crecseseereeceererseee 4,151 148 

8 Count of Monte Cristo (54 Cities, TPA) 1,869 14.6 

9 Celebrity Playhouse (56 Cities, Screen Gems) ...........--.cscseesen: 1,318 14.0 

10 Douglas Fairbanks (26 Cities, ABC Film) 1,872 13.8 


exec vp of Standard as of Oct. 1, 
told AA that he opposed the merg- 
er from the beginning on the 
ground that it would mean the end 
of competitive activities within the 
industry. 

Mr. James leaves for Europe 
Oct. 16 for two months, after 
which, he said, he will return and 
consider several offers he has re- 
ceived since his resignation. 


s Ownership of Standard passes 
to John Donnelly & Sons. Donnelly 
bought up the stock of other 
Standard members, and has taken 
over the office in New York as a 
sales unit for the consolidated 
Donnelly organization, which op- 
erates outdoor plants in Massachu- 
setts, Maine, Connecticut, Penn- 
sylvania, Maryland, Virginia and 
Florida. 

At OAI a spokesman declined to 
comment on membership fees oth- 
er than to confirm that OAI fees 
have always been 5%. 


NBC Advances Livingston: 
Names Four Other VPs 

National Broadcasting Co., New 
York, has appointed Alan W. Liv- 
ingston, former president of Cali- 
fornia National Productions, an 
NBC subsidiary, vp in charge of 
programs on the West Coast. He 
replaces Frederic W. Wile Jr., who 
left the network with the Pat Wea- 
ver group. NBC has named the 
following vps: Charles H. Colledge, 
director of technical operations for 
NBC-owned stations and NBC Spot 
Sales, to vp in charge of facilities 
operations; Jerry A. Danzig, head 
of the radio program department, 
to vp in charge of that department. 
William R. Goodheart Jr., who was 
in charge of the tv sales following 
the Weaver shakeup and the trans- 
fer of George H. Frey to Sullivan, 
Stauffer, Colwell & Bayles, to vp 
of sales, and William K. McDaniel, 
named head of radio network sales 
in August, to vp in charge of radio 
sales. 

Meanwhile, Joseph A. McDonald, 
formerly treasurer of the network, 
has been named assistant general 
attorney for NBC. 


Joerger to Aubrey, Finlay 
Richard E. Joerger has rejoined 
the copy staff of Aubrey, Finlay, 


Marley & Hodgson, Chicago. He| i 
left the agency in 1950, when it| == 


was Aubrey, Moore & Wallace, and 


for six years was with Leo Burnett | 


Co. 


Meier Appoints Steiner 

Joshua Meier Co., New York, 
manufacturer of plastic items sold 
nationally through stationers, has 
appointed William Steiner, former- 
ly with Underwood Corp., sales 
promotion director. 


FTC Renews ‘Desist’ 
Order on Carter's 
Ads for ‘Liver’ Pills 


WasHINGTON, Oct. 12—The Fed- 
eral Trade Commission issued a 
/new cease and desist order today 
|to force Carter Products to drop 
| the word “liver” from Carter’s Lit- 
‘tle Liver Pills. 
| The order also seeks to knock 
/out most of Carter’s major adver- 
tising claims and is based on a 
finding that the pills have no ther- 
apeutic value beyond that of ordi- 
nary laxatives. 

It is the second go-around for 
Carter at FTC in a case which has 
| been pending since May, 1943. 
| After extensive hearings an or- 
der against Carter was issued by 
| the commission in May, 1951. But 
|it was set aside by the ninth cir- 
cuit court of appeals after Carter 
|/complained it had been deprived 
_of an opportunity for full cross- 
| questioning of four of the outside 
medical authorities who testified 
|in support of FTC’s complaint. 
| During the supplemental hear- 
ings which followed, Carter raised 
additional procedural issues by 
seeking to transfer the case to a 
new hearing examiner for taking 
of “fresh” testimony. 


# In its decision today, FTC re- 
jected Carter’s move, and held that 
the case was reopened solely to 
correct the procedural’ errors 
which were cited by the courts. 
The commission noted Carter was 
given full opportunity to cross- 
question three of the medical ex- 
perts whose testimony was disput- 
ed. Evidence given by the fourth 
was stricken from the record be- 
cause he died before he could be 
recalled for questioning. In today’s 
decision the commission also stated 
that additional evidence which 
Carter sought to submit “essential- 
ly constituted cumulative evidence 
similar in vein to that introduced 
in the original hearings.” 

Tests which were the crux of 
the case involved a series of ex- 
periments at the University of 
Pennsylvania to measure the flow 
of bile in dogs when treated with 
the ingredients of Carter’s Little 
Liver Pills. 

The commission held the tests 
showed conclusively that Carter’s 
pills have no influence on bile. 


Dictograph Appoints Atherton 

Dictograph Products, Jamaica, 
L.I., has named Atherton Advertis- 
ing Agency, Los Angeles, to handle 
its account. Included are the com- 
pany’s intercommunication  sys- 
tems, Acousticon hearing aids, 
Dictograph hi-fi and Dictograph 
fire alarms. In addition to national 
advertising, radio and newspapers 
will be scheduled for dealer groups 
on a monthly basis. The agency 
will have a man in Dictograph’s 
office. Blaine-Thompson Co., New 
York, formerly handled the ac- 
count. 


ARTHUR P. WANDTKE JR. has been 
named manager of products divi- 
sion advertising of Kaiser Alumi- 
num & Chemical Corp., Oakland, 
Cal., a new post. Before joining 
Kaiser in 1954 Mr. Wandtke was 
sales promotion manager of Hiram 
Walker Inc. in San Francisco. 
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NEW REMINGTON ROLLECTRIC 
shaves vour hidden beard ! 


REMINGTON 


HIDDEN BEARD—Remington will pro- 

mote its Rollectric for the rest of 

the year with this four-color page 

in Esquire, Life, The New Yorker 

and Time. Young & Rubicam is 
the agency. 


Electrolux Unveils 

Vacuum Cleaner 
2 

With a ‘Brain 

New York, Oct, 9—Electrolux 
Corp., a company that has never 
held a press conference in its 32- 
year history, staged its first one 
to introduce a new automatic vac- 
uum cleaner with a mechanical 
“brain.” 

The automatic feature lies in the 
fact that once the dust bag has 
absorbed so much dirt that it no 
longer operates efficiently, the 
vacuum stops and the cover pops 
open. The cleaner sells for $89.75. 

Electrolux plans no special ad- 
vertising for the new cleaner be- 
sides its regular magazine sched- 
ule. This consists of four-color 
pages in Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 
Journal, McCaill’s and Parents’ 
Magazine. Advertising theme for 
the new model will be, “The clean- 
er that does automaticaiiy what 
other cleaners can’t do at all.” 
Batten, Barton, Durstine & Osborn 
is the agency. 


® A direct selling organization, 
Electrolux was almost as tardy in 
moving into national advertising 
as it was in holding its first press 
meeting; the company didn’t start 
using national advertising until 
1952. 

Addressing the reporters pres- 
ent, President Walter Dietz said 
Electrolux had never held a press 
conference before because the 
company had nothing to say before. 

This time he commented on 
some of the company’s achieve- 
ments and the status of the direct 
selling field today. 


® On past occasions, he noted, 
more Electrolux cleaners have 
been sold in one month than have 
been sold by all competitors com- 
bined. Just how much this 
amounts to no one could say, be- 
cause Electrolux, then as now, 
publishes no sales figures. 

It is generally acknowledged, 
however, to be the largest selling 
cleaner in the business, and Mr. 
Dietz alluded to a recent inde- 
pendent survey which showed 
Electrolux owners with a brand 
loyalty of 59%, compared with an ~ 
average of 12% for all other 
brands. 


® “It is interesting and significant 
to note,” he said, “that no one, and 
I mean no one, can ever buy an 
Electrolux vacuum cleaner for one 
penny below the established price. 
“Under those circumstances, the 
fact that home makers continue to 
buy more Electrolux cleaners 
every year than any other. make, 
constitutes, we believe, a very 
gratifying indication of the opinion 
people have of our products.” 
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* Programs appearing in a minimum of 20 markets. : 
+ Number of homes tuned to the program. ee 
$ Average ratio of the number of homes viewing the program to the number of tv) iL 
homes in areas carrying the show, compositely weighted. i z 


FIRST WATIONAL BANK BLDG., 2, OHIO | Young & Rubicam is the agency. 
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POSITIONS WANTED ! POSITIONS WANTED | 


TECHNICAL WRITER-EDITOR ASSISTANT ADVERTIISNG MANAGER — | Interested in buying er partnership in 
Personable, promotion-minded engineer is| 4 YEARS CREATIVE ASSISTANT: 4. going Lithe plant. Chicago location. Ca- 
available to publisher, manufacturer or) YEARS PRINTING PLANT, PRODUC-|pable of taking over entire operation. 
agency. Communications or public rela-| TION AND SALES. AGE 30. Twenty five years-experience in 
tions group. Experience includes direct | Box 9036, ADVERTISING AGE including sales. Have active accounts, over 
selling, sales training, house organ editing | 480 Lexington Ave., New York 17, N.Y. $200,000 volume. 
and product publicity for heavy industry | Box 9041, ADVERTISING AGE 


BUSINESS OPPORTUNITIES 


noon 5 days preceding publication date. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 


equipment. Can write concisely, speak | 
fluently on wide range of technical sub-/| 
jects. Now seeking opportunity to demon- | 


| AGENCY OR ADVERTISING MANAGER 
Over 7 years experience in radio, TV, 
agency. Desire position with greater op- 


200 E. Illinois St., Chicago 11, Illinois 
MISCELLANEOUS 


portunity to advance. mt average 
salary $12,000. Experience in building 
products, financial, industrial, hardware, 
— equipment, retail food and automo- 
ve. 
Box 9037, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE COPY—quick relief for 
small agency growing pains. M.O. Copy 
Chief, some newspaper and agency frec 
lance exp., sketching talent. Can walk or 
fly. Write 
Box 9038, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WRITER—ADMINISTRATOR 
Available thru sale of national TV Co. 
Six years Ad and Ast, Ad Mgr. both in- 
dustrial and consumer. Proud record. Sen- 


PERSONAL NOTICE 

DICK: If your agency has a client that 
packs a free flowing, dry solid, 
contact me at once. We have just 
perfected an automatic measur- 
ing device that dispenses pre- 
determined quantities with each 
pour. It’s a simple gadget that 
costs a fraction of a cent. Adds 
up to a gal. pouring the right 
amount of cereal, soap, etc., au- 
tomatically. Might make you fel- 
lows a hero with the account (‘or 
prospective accounts) if you pre- 
sent it first. Call, write or wire me 
at United States Metered Container 
Corp., 527 Madison Ave., New York 

22, N.Y. PLaza 1-0642. ate 

n 


strate initiative, creative ingenuity and 
wealth of practical ideas in progressive 
organization. 
x 9030, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE ART DIRECTOR 

34, modern layout design, all media. Now 

A.D. with 4A midwest agency. $12,000. 
Box 9031, ADVERTISING AGE 

200 E. Illinois St.. Chicago 11, Iinois 


HELP WANTED | HELP WANTED 


Wanted: MAGAZINE PRODUCTION MAN EXPERIENCED AGENCY COPYWRITER 
Leading Chicago industrial publication Solidly established and soundly growing 
seeks experienced production man—young | midwest agency now ready to add another 
(25 to 30 years); college education pre-| key member to its creative staff. Must be 
ferred: Job requires handling all phases abie to plan and write complete cam- 
of production between editors, art de-|paigns for widely diversified accounts 
partment and printer. The man we want/using all types of printed media. Some 
must pad a SS ee ae, and TV experience will be an asset. The man 
organizer w ability “get along” tiwe want is a n -s eal : 
get the job done. Good opportunity in fast |just a “word ADVERTISING-SALES PROMOTION 
growing organization. Our Sy oy tween the ages of 30 and 45. He will wel- 7 yrs hard goods experience in Sales 
know of this ad. Replies will be kept in| come the chance to rel in Prom. & Product Adv. (over million dol- 
strict confidence. town of 130,000, His starting salary will | 4° budgets, media, Prod.) seeks more 
200 illinois Chicago It, tilinois_| ence. "This ts ‘an, exceptional opportunity Box 9032, ADVERTISING AGE 
ni 
This ie an exceptional opportunity! 499 iilinois St., Chicago 11, Illinois 


ARTIST for largest litho art department | to get in on the ground floor with an ex- 


on West Coast. 


packages, labels and p.o. advertising 
material, some rendering chalks. Sal- 
ary open. 
Box 8958, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 
ADVERTISING SALES MANAGER 
Chicago, to handle Midwest for group of 
Trade publications. Salary plus over-ride. 
We supply office and all facilities. Excel- 
lent starting income and high potential. 
Send resume to 
Box 9024, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


PROMOTION MAN NEEDED in Chicago. 
We have several music magazines, for the 
trade and consumer, that need a good, 
full-time promotion man. He would help 
set policy and be in complete charge of 
its execution. The success of the magazines 
is set. Now we have to exploit this success 
in to increased circulation. If you want a 
career and future tell us your story. Sal- 
ary Write 
x 9025. ADVERTISING AGE 
200 E. [illinois St., Chicago 11, Illinois 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-4424 
Bankers Bidg. Chicago 3. 


ARTIST 
Medium size agency has opening for ex-~ 
perienced, versatile artist. One who can 
do crisp creative layout and some produc- 
tion. A real opportunity to grow with a 
progressive organization in central states 
area. ze send resume, salary require- 
ment and photo. - 
Box 9027, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


INDUSTRIAL SALES PROMOTION ASST. 


—Midwestern manufacturer of construc- 
tion equipment needs les Promotion 
Asst. with experience in earth-moving 
and/or material handling fields. Age 30- 
35. Send complete details. Include photo- 


graph. 
Box 9028, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

edium Size Agency Wants te Add Media 

Department—iIs Looking For a Young 

MEDIA DIRECTOR 
—with good experience, to organize and 
direct a department and assume the agen- 
cy’s full media responsibilities. You may 
now be an assistant and are looking for 
an opportunity to head your own depart- 
ment. If so, here is a real opportunity. 
Location, Ohio. Outline your experience 
briefiy by letter prior to ——— inter- 
view. Write in confidence to 
Box 9629, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
CIRCULATION MANAGER. Experienced 
ABC Direct Mail Promotion, Fulfillment 
for Chicago Business Publication leader in 
field. Describe experience. Write John H. 


Must be experienced in| | ceptional organization. If you think you're 
full-color comp. design and lettering of |Our man, write and tell us why, in detail 
(don't send samples until requested. ) All 


replies held in strict confidence. 


Box 8989, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MKTG., ADV. & SALES PROM. MGR. 
On marketing committee. Creative Con- 
trols & integrates A & SP with mktg. plan. 
Seeks position as A.E. or mgr. with mfgr. 
Age 38. 
Box 9033, ADVERTISING AGE 

480 Lexington Ave.. New York 17, N.Y. 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Rm. 1116 


SECRETARY 


L jing facturer of women's inti- 
mate apparel has an opening in their Chi- 
cago office for a Secretary to Director of 
Advertising. Excellent opportunity. Salary 
commensurate with background and ex- 


perience. Complete employee benefit pro- 
gram including Profit Sharing. For inter- 
view please call Miss Leahy. ployment 


Manager. 
SEeley 3-5110 


Advertising lon; salesman free lance for 
established highly regarded trade maga- 
zine drug tield New York area. Excellent 
opportunity. Liberal commission. 

Box 9026, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MERCHANDISING EXECUTIVE 
Successful background merchandising, 
sales management, creative selling Out- 
standing experience hard goods distribu- 
tion. BA degree. Age 37. Prefer to head- 
quarter Los Angeles area. Resume and 
complete list of references on request. 
Box 9034, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BOOKKEEPER—MEDIA SPACE BUYER 
We are merging our smal! agency with a 
larger fully staffed agency. As a conse- 
quence we want to help our excellent 
bookkeeper to find another good job. She 
has been with two large agencies prior to 
joining us. She is fully capable as a full- 
charge bookkeeper in a larger agency, or 
can wide resp ibility in a small 
shop. She is thoroughly familiar with all 
media, budgets, handles billing and ren- 
ders complete monthly Financial State- 
ment. She has the judgment of maturity 
and is intensely loyal. May I have her call 
you for an appointment 

Box 9035, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Jilinois 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 LaBALLE. CHICAGO 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


WANTED 
CIRCULATION MANAGER 
We need a man 27-40 years of age 
with cireulation sales experience 
to sales letters 


. M 
all men under him are salesmen ond 


This 
will be led in the 
good man. wets 
ii more information 
plete con about yourself. 
D. Hoard, Jr. 
HOARD'S DAIRYMAN 
Fort Atkinson, Wisconsin 


Reardon Co., 469 E. Ohio St., Chicago 11, Ill. 


TO BUSINESS PUBLICATIONS 


THAT NEED REPRESENTATION 
HERE'S A NEW SALES ORGANIZATION ... 


To business publications seeking representation 
in the Middle West we offer a new organization 
backed by 30 years experience in the field rep- 
resenting business and consumer publications. 
Our contacts are extensive with all advertisers 
and advertising agencies in the Middle West 
area. For the past 15 years the head of this new 
organization has represented Business Week 
and before that has represented leading con- 


sumer magazines. 


We are looking for a limited number of business 
publications where our past experience can help 


in building sales. 


If you are looking for representation with a 
long history of success, it will pay you to call us. 


ARTHUR CARWARDINE 


12 S. Michigan Ave. 
Chicago 3, Illinois 
Phone Central 6-7500 


° 


= 
ASSISTANT 


To 
Copy Director 


Excellent for young mon 
to assist Copy D of large no- 
tional in creative mer- 
chendising program. Minimum of 5 
yeors’ experience in scales promotion 
writing. Knowledge of production es- 
sential. Experience in the food, drug, 
or beverage field valuable. Age 28-32, 
with college background. Salary range 
$7-8000. All correspondence held in 


sible performer. Age 32 Looking for sound 
opportunity with agency or client 
Box 9039, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE SALESMAN: Young, college, Ex- 
cellent consumer, trade, farm experience. 
Top producer. Extremely creative. Ag- 


gressive, ambitious. Currently selling 
space, N.Y.C. North East. Will consider 
change. 


Box 9040, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING—SALES PROMOTION 
Young man with four years of top level 
advertising—sales promotion experience 
desires to become a contributing part of 
an active selling team Heavy on display 
and trade show experience in both the in- 
dustrial and consumer field. Write for 
resume - full details and salary. 
'VERTISING AGE 
200 E. “illinois St., Chicago 11, Illinois _ 
TOP CREATIVE ART DIRECTOR 
Seeks challenging spot. Talented, hard- 
driving, versatile. Exp'’d. all phases adv. 
art. Will take less for Real opportunity. 
Box 9008, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


U.S. & Canada. 10 year old financial pub- 
lication. Generous sales cost allowance. 
Must produce to hold exclusive. THE 
ee 1204 Russ Bidg., San Francisco 
4. Calif. 


As vice president or director of pub- 
lic relations for or manufac- 
turer in Chicago or San Francisco. 
Currently employed as agency ex- 
ecutive. Excellent in client rela- 

acets 


nancial rela- 
tions. Competent writer-editor; 
helpful contacts. Best ref 
Capable handling - 4 PR opera- 
- tion. — Dec.-J 
Advertising Age 
200 Titinols St., Chicago 11, Tl. 


strict confidence. Please forward 


résumé to: 
Box 283, Advertising Age 
480 Lexington Ave., New York 17,N. Y. 8 


GAZINE 
ADVERTISING SALESMAN 
WANTED 


Within a week FOOD PROCESSING 
will have a sales opening for a man 
who is interested in advertising sales 
eprom: and hard work) and who 
has suitable training for this respon- 
sibility. At present he may be in an 
agency. advertising ma 
sales outside of publishing, 
publisher's representative. 
ested, send resume first, then —- 
Richard H. Putman, 111 E. Delaw: 
Place, Chicago 11 (WHitehall 46141) 
after October 15. 


ADVERTISING MANPOWER 
$6,000 - $25,000 


My files are loaded with orders for Ac- 
count Executives, Copy Chiefs, Titers, 


Sales 

anagers and ted le, at varied 

| Por confidential representa- 
tion, con 


GEORGE E. PYLKAS 
Executive Advertising Consultant 


Wabash Agency 
202 S. State St. Chicago 4, WaAbash 2-5020 


NEED NEW YORK OFFICES? 


Facilities And/Or Representation 
Completely furnished agency floor— 


Progressive Agency 
SEEKS OUTSTANDING 


ACCOUNT EXECUTIVE 
This young, progressive, me- 


dium size midwest advertis- 
ing agency is ready to add an 


Business-getting IMPOSTALS — World's 
Smallest House Organ—call on ALL your 
prospects and customers EVERY MONTH 
whether your salesmen do or not. Bring 
inquiries. Keep friendly, interesting con- 
tact for buyers. NOT SYNDICATED. Each 
issue written to order to sell your product 
or service. Original. Gets read. Send for 
samples of IMPostals now doing contact- 
ing job in many lines of business. Inquire 
on your company letterhead. 
Orville E. Reed, Howell, Michigan 
YOUR PRODUCT placed on Los Angeles 
and National Giveaway Shows at low 
cost. We also arrange Film Star Endorse- 
ments. Write Roberts & Gail, 5880 Holly- 
wood Bivd., Hollywood 28, Calif. 
Team of pro magazine writers can develop 
worth-while consumer do-it-yourself ideas, 
= and copy featuring your products. 

rite 

Box 9042, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


“Our 45th Year” 
MARKETING DIRECTOR to $25,000 
(Heavy grocery prod. exper.). 
PREMIUM STAMP EXEC. to $12,500 
TV WRITERS to $20,000 
MKTG. DIR. (consumer durables) 
$20M 


= CORPORATION 


Arency” 


110 S. Sennen Chicago 


YOUNG 
AD MAN 


preferably with experience in 
food field, wanted for adver- 
tising department of one of 
America’s great dynamic 
growth companies. Duties in- 
clude planning advertising for 
all media, sales promotion, and 
point-of-sale material. Salary 
to $7200, depending on experi- 
ence. Write Box 291, Adver- 
tising Age, 480 Lexington Ave., 
New York 17, N. Y. 


account executive to its staff. 
We want a man with indus- 
trial experience, with either 
agency or manufacturer, who 
is strong on ideas as well as 
account management. Salary 
open. 


Please send complete infor- 
mation to 


ADVERTISING AGE, Box 
277, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


our yok as consultant 


personne 


MU 2-7136 


M 
415 Lexington Avenue, New York - 


5000 ft. Well located. Available with 


or without services nationally-known 
agency executive. Flexible arrange- 
ments to fit your needs. Box 286, 
Advertising Age, 480 Lexington, 
N.Y. 17, N.Y 


Better drop us 
a note if you seek— 


* FREEDOM TO CREATE 
ORIGINAL ADVERTISING 
CLIMATE FOR RAPID GROWTH OF 
INCOME BEYOND $12,-15,000 TO 
START 

OPPORTUNITY TO PARTICIPATE 


TRULY 


RESPONSIBLY IN ALL PHA 
MERCHANDISING AND ADVERTIS- 
ING 
« We are a fast pace, on-the-move $2 
million Chicago agency 
« We prefer the off-beat, unusual, un- 
conventional approach in 
onty if it selis—NOT just to be cute 
« We are given complete freedom by 
ovr clients to do a job—not to cater 
to whims 
THE MAN: 27-45 years—likes to write—ec- 
cepts responsibility—is ambitious, but stable 
—has proven, successful copy-merchandis- 
ing background in an advertising agency. 
THE Copy _contact—print, TV, radio 
but only if you 
Secas of the mill responses treated 
accordingly. Be brief, but complete, please. 


—Dut 


Our employees are informed. 


assistant to president of ad 


BOX 281 


Box 282 ADVERTISING AGE 
200 &. 


St., Chicago 11, 


AVAILABLE—all in one package! 
ACCOUNT EXECUTIVE—COPYWRITER 
PUBLICITY and MERCHANDISING MAN 


PARTNER in New York advertising agency has sound 
reason for change. Not a floater, not a drunkard—in 
fact, a darn good family man with a record of making 
money with and for associates. 


Sincerely capable in captioned categories—consumer 
and industrial products. Experience also qualifies as 


N.Y. agency or Connecticut manufacturer. 


NOW, DOWN TO CASES—my age, 46; my potential, 
terrific! Your yearly investment .. . 
sharing. Your return on investment . . . profitable, cre- 
ative handling of accounts and a new business getter. 


ADVERTISING AGE 
480 Lexington, New York 17, N. Y. 


agency or factory. Prefer 


$19,999 plus profit 
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LONDON GUARANTEE BLDG. 
CHOICE OFFICE SPACE 
WOW AVAILABLE 


Daylight on Seven Sides 
Alternating Current 
Air-Conditioning 
Will Divide 
LESLIE H. KLAWANS 
AND COMPANY 
Managing Agents 
369 North Michigan Avenue 
RAndolph 6-0360 


MARKETING EXECUTIVE AVAILABLE 
AS MANAGEMENT CONSULTANT 


A new service to smaller agencies 
with national food and drug ac- 
counts, by nationally-known spe- 
cialist. On retainer fee basis. 
Box 287 ADVERTISING foe 
480 Lexington, N.Y. 17, 


COPYWRITER FOR 
MAJOR TV-RADIO MANUFACTURER 


We're increasing our staff and have 
opening for creative copywriter on 
our television, radio, and phono- 
graphs products. Position offers won- 
derful opportunities to writer with 
some experience who wants to get 
into fast-growing electronics indus- 
try. Experience on our products not 
essential, but you should have writ- 
ten hard goods copy, and be able to 
assist with complete sales promotion 
and advertising campaign. We're a 
Chicago manufacturer offering profit 
sharing, free insurance, and many 
other tangible employee benefits. 
Write us in confidence about your- 
self, past experience, education, date 
available, etc. Salary in $6000-$7,500 
range, depending on your qualifica- 
tions. Write Box 288, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 


DRAKE PERSONNEL, INC. 
Nationwide Rapid Confidential 
We specialize in the 
MARKETING RESEARCH FIELD 


MARKET RESEARCH OPEN 
Food, beverage bkgd. Exc. 
opportunity. 

RESEARCH $9-$10,000 


Consumer exp., for houseware mfr. 
MARKET PLANNING MGR. OPEN 
Prefer Market plann & 


MA RESEARCH  $10-$12,000 
Solid industrial exp. for Mfr. 
MARKET RESEARCH ASST. 


$8-$9,500 
2-4 yrs. exp., Chemical Industry 
RESEARCH MGR. $12,000 
t., food specialty 
TO P IDENT $10-$15,000 
heavy responsibility 
MARKET RESEARCH ng OPEN 
Product planning & Res., 
Electronics exp. AA 
MARKET RESEARCH $8-$9,500 
To become asst. head of dept., 
4A Agency 
B. L. CLEM 


CREATIVE 
SALESMAN WANTED 
Prominent industrial publisher needs 
man (26-35) for highly regarded 
successful publications. Work Ohio 
Pennsylvania territory from fully 

staffed Cleveland office. 
Previous sales experience may be 
with publications or sales of engi- 
neering materials or equipment. 
Familiarity with chemical process 
industries desirable. Salary and pro- 
duction bonus. Please write full de- 
tails. Interviews arranged promptly. 
Box No. 285 Advertising Age 
480 Lexington Ave., 
New York 17, N. Y. 


ATLAS FASHIONS has mail 
orders from over 3,000 customers 
who to our ads in April 
and in August SEVENTEEN mag- 
azine. . . . We will trade 
even for the same number 

mounted ADDRESSOGRAPH 
PLATES ... if interested write to 
Atlas Fashions, Portsmouth, Ohio. 


MEDIA DIRECTOR 
AVAILABLE 


Twenty years of advertising agency 
know-how with multi-million dollar 
budget expenditures. Complete 
knowledge of marketing and expe- 
rience in ali types of media. Agency 
or manufacturer can benefit by this 
top-flight man’s background. Highest 
references available. Box 276. Ad- 
vertising Age, 200 E. Illinois St., 
Chicago 11, Illinois. 


COPY SUPERVISOR 
$20-$25 000 
Exp'd on top accts.; space, Radio-TV. 
Submit résumé in confidence to: 
Frank Lavelle 
Parker Personnel Service 
202 S. State Chicago HArrison 7-9425 


Wonderful Opportunity 
for Account Executive 


With Feed Experience. 


Must know feeds and feed merchandising. 
We want an experienced, sales-minded, 
creative advertising man. Work includes 
advertising p!ans. writing keynote copy, 
client contact on national accounts. Un- 
usual future as key member of client 
service team with increasing earnings in 
profit sharing incentive plan. This is « 
real opportunity for a man to p 
and to live in a delightful home See city. 
Send samples, 


free of —~4 city tensions. 

picture and complete data. 

N. A. WINTER ADVERTISING AGCY. 
12th Floor, ‘amount Building 


, Par 
Des Moines, 


for 
PUBLIC RELATIONS MAN 


One of our clients—the leader 
in its industry—plans to appoint 
a Public Relations director to 
(1) prepare and handle product 
publicity and (2) organize and 
handle plant visitations by dis- 
tributors and their salesmen, 
and including the preparation of 
educational and promotional 
programs and acting as official 
host. Should be young man with 
experience, background and 
personality. Give complete de- 
tails first letter. 


Geyer Advertising, Inc. 
931 Third National Building, 
Dayton 2, Ohio 


ART WORK BY MAIL 


Write for free portfolio show- 


he ing samples of booklets, folders, gm 
catalogs and similar advertis- 
may ing pieces which I have written @& 
and designed,by mail.for firms 
in all parts of the country from 
me Maine to California. Write to @& 
RAYMOND LUFKIN, 124 West 


Clinton Ave., Tenafly, New Jersey. 


From Maine to Calif 


Mlinois. 220 S. State Chicago HA 7-8600 
CHICAGO OFFICE SPACE 
One Entire Fioer 
advertising seeks 
Completely experience. Entomology back- 
air conditioned d helpful. Write comp 
Tetails of experience, education, 
jomatic elevator references and salary req 
Nationa! Sporting ments. All responses confidential. 
Goods Association No references will be contacted 
716 N. Rush St., NO 
Chicage 11, Itt PO WILL BE MADE 
DE 7-3870 FOR INTERVIEW UNLESS 


TER GIVES INFORMATION 
TISING AGE. St., 
Chicago 11, Tilinots. 


PUBLICATIONS EDITOR 


Unborn employee publication 
15,000 circulation awaits father. 
of established publications for other ome 
ences, need for new publications 
awaits careful analysis by expert. 

If you have experience, 
and know-how all phases, are heavy 
and Cditorial concept, and 

the of from 


pan Fy for a firm that is world leader 
in its field, this is your opportunity. 


Location is in a pleasant medium- 
community only a few —— riding 


Send 
requirements. 


Box 279, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


COMPANY NEWS BUREAU HEAD 
Here’s a chance for a man with 
newspa| or writin experience 
to h the yet-to-be-organized 
publicity function of a very large 
insurance firm. 

uirements are proven writing 
1, kill, relations talent, dem- 
k for special event 
handling, re re youth and 
you're ie with a 
for the oss, life Fade 
ike our medium-sized, cultured 
community just a hours by 


train from 
photo and sa requirements. 
ING AGE 


200 E. Illinois St.. Chicago 11. Ill. 


The Midwest's 
evtstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEatre! 6-5670 


is that a fine idea, 
expertly illustrated 
and written, 


TAN ILLUSION OF ADVERTISING 


is all that is needed 
to make a fine advertisement. 
2 The hard fact is 
that idea, art, and copy 
must be delivered to readers 
by fine reproduction .. . 


and this requires 
fine photoengravings. 


€ouins, MILLER & HUTCHINGS, INC 
“FINEST PHOTOENGRAVING 


LETTERPRESS GRAVURE 
(323 WEST LAKE STREET. 


AT WACKER BRIVE - 


‘| guess it's time 


to look for 


new one, dear!" 


Trust the little woman to get some action 
on buying a new car. And Chicagoans 
do their looking in the record-breaking 
pages of the Daily News. During 1955, 
the News ran more new-car linage than 
any other Chicago newspaper, morning, 
evening or Sunday. But that’s just one 
record . . . automotive. Another is food. 
For thirteen straight years, the Chicago 
Daily News has carried more grocery 
advertising than any other paper in 
America. This is a break for all adver- 
tisers. They know that the News goes | 
into more than 600,000 homes a day. | 
And advertisers’ profits prove that— 


The CHICAGO DAILY NEWS 
HITS HOME 
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Four A’s to Open San Francisco Office, 
Gamble Tells Western Region Meeting 


(Continued from Page 1) 
He said that the number of mem- 
ber Four A’s agency officers in the 
region has grown from 86 to 152 in 
the past eight years, including 18 
new member offices in the past 
year, 

He recalled that a plan for re- 
gional offices, including Chicago 
for the central region and Detroit 
or Cleveland for the east central 
region, was presented to Four A’s 
directors last June. Mr. Gamble 
said the hoard decided to test the 
plan with a western office first. He 
said that western members were 
canvassed before the decision was 
made to locate in San Francisco. 
The office will be in the Russ Bldg. 


s In a discussion of “How Brain- 
storming Makes Personnel More 
Productive,” Charles W. Reed of 
Batten, Barton, Durstine & Osborn, 
San Francisco, cautioned the con- 
vention delegates: 

“Brainstorming is not a substi- 
tute for individual thinking. Rather 
it is an additional source of ideas. 
And, too, you must realize in ad- 
-vance that the big majority of 
brainstorm ideas will not be prac- 
tical ones. But if a brainstorm 
meeting brings out just one or two 
new ideas that are later developed 
and used, and if it makes employes 
just a little more productive, the 
entire investment in time and ener- 
gy is highly worth while.” 


= John R. Little of Foote, Cone & 
Belding, San Francisco, took the 
theme that “creativity is every- 
body’s business,” and cited the fol- 
lowing example in support of his 
contention that creativity is not 
confined to one department: 

“Because of the marketing prob- 
lems facing them, the media plan 
for Hunt Foods that used 52 color 
pages in Life was one of the finest 
examples of creativity by a media 
department that I know of. 

“It must have been sold crea- 
tively and courageously, too, for 
Young & Rubicam was also the 
agency for Life. Less integrity and 
guts on the agency’s part would 
have seen the plan shelved.” 

Mr. Little said he had found that 
proper handling of personnel is the 
greatest boost to creativity. 


= He concluded withthis advice to 
his convention audierice: 

“Perhaps pressures and anxieties 
have crowded out of your mind, re- 
cently, some of the things that I 
have been talking about. 

“Don’t let it worry you. The 
prospect cf increasing creativity is 
always enormously exciting. 

“You probably feel just like the 
young sultan who steps into a new 


harem for the first time. You know 
what’s expected of you, but you 
don’t know where to begin. 

“Well, begin anywhere. You'll 
find it a wonderful experience.” 


s Charles H. Brower, exec vp in 
charge of creative services at 
BBDO, New York, delivered a 
spirited defense of copywriters, 
with an allegorical reference to the 
creation: 

“Naturally, lacking the help of 
modern psychological and physical 
research, God was unable to do a 
100% job. 

“But, whatever it is, the world 
was created, and if God had waited 
for the right answer to come from 
research the chances are that the 
whole thing would still be on the 
drawing board. God put the crea- 
tive function first. And it seems to 
me that no right-thinking adver- 
tising agency could do less.” 

Mr. Brower seemed to differ 
with Mr. Reed’s defense of brain- 
storming, declaring, “The real top 
selling ideas come from individual 
minds. 


“Meetings—call them brain- 
storms or what you will—can serve 
to stimulate the individual mind. 
But finally and strangely enough, 
usually in the last period of des- 
peration, one man or one woman 
comes up with the idea. These peo- 
ple, the kind that produce basic 
selling ideas, are precious today.” 

To help conserve copywriters, 
Mr. Brower said he had made a 
survey of 187 across the country 
and dredged up such statistics as 
these to be used in designing pro- 
grams for conserving copywriters: 

There are eight males for every 
two females. Fifteen per cent are 
over 40; 5% over 50. Thirty-two 
per cent are single; 89% are college 
graduates; 45% have been with 
their present agency two years or 
less; only 39% own their own 
homes, but 56% are church mem- 
bers. “Thirty-eight per cent think 
they are getting paid enough and 
62% are subversives.” Sixty-two 
per cent are happy, 4% absolutely 
dissatisfied; 24% rate their own 
work tops, and 65% think it could 
be better. 

“They come from 30 states and 
from 119 different first jobs.” 


# John H. Tinker Jr., senior vp 
and creative director for McCann- 
Erickson, New York, also tackled 
the problem of creative people. 
The problem, he said, is “that too 
many brain-crushing problems will 
be allowed to dull the bright crea- 
tive mind; that too many long 
hours spent in planning might 
leave too little time for the main 


‘IT’S A F-O-RR-D’—The International Advertising Film Festival at 

Cannes, France, awarded first place in the television category to 

“Diagnosis,” a 20-second animated commercial. The spot was creat- 

ed by Storyboard Inc., Hollywood, for J. Walter Thompson Co., 

Los Angeles, agency for Ford Dealers Advertising Assn. of South- 
ern California. 


Projected 


Tens acteol 


a Uncooted Paper 
BSS) Cootes Poper 


19486 1996 


PROJECTION—Future requirements of magazine paper—coated and 
uncoated—are shown in this chart presented in a report by Dr. 
Louis T. Stevenson of Tucker, Anthony & Co., to the paper com- 
mittee of the Magazine Publishers Assn. (AA, Oct. 1). The chart 
indicates a rapidly increasing demand for coated paper while un- 
coated paper demand will remain roughly the same over the next 
20 years. Source: Book & Groundwood Paper Manufacturers Assn. 
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job—creating the message itself.” 

Mr. Tinker said that when you 
coordinate the talents of bright, 
creative minds with other agency 
specialists these wonderful things 
happen: “When sound research 
helps supply the strongest basic 
selling appeal, the creative person 
can concentrate all his energies in 
the area he knows best—that of 
dramatizing the message with 
words and pictures that reach out 
and seize the mind. 

“When marketing experts sug- 
gest new product developments the 
new improvements practically 
write the ads with honest news in- 
stead of strained claims or weasel 
words. 

“When ads not only sell the 
reader but actually open up new 
outlets for sales, new markets, new 
uses, that’s advertising. 

“To the real pro in advertising 
all the awards in the business can’t 
give you the satisfaction of creating 
campaigns that step out and sell— 
that move goods that nudge ahead 
the very economy of our country. 

“When this happens you feel 
like an advertising man—a profes- 
sional in the best and biggest 
sense.” 


® Larry Nolte of the White King 
Soap Co. laid down the following 
rules for keeping advertising man- 
agers happy: 

1. Tell him what’s cooking. 

2. If he doesn’t give, it’s up to 
you to get the necessary informa- 
tion. 

3. Don’t go over his head. 

4. Don’t be afraid to admit it if 
you don’t know. 

5. Don’t give the idea that the 
agency recommendation is routine. 
Get down off your high horse. 

6. Don’t present your ideas in 
final form. Let them into the semi- 
finals. 

7. Don't try to cover up the 
boners. 

Mr. Noite discussed agency com- 
pensation, and concluded that the 
easy money days are gone. He en- 
dorsed opening the books to the 
client and suggested that getting 
rid of the rigid 15% yardstick re- 
moves the curse of self interest in 


recommending increased appro- 
priations. 
® The convention chose Roy 


Campbell, exec vp of Foote, Cone 
& Belding, Los Angeles, as western 
region chairman, succeeding Trev- 
or Evans, Seattle. 

Other new officers are Walter 
Guild of Guild, Bascom & Bonfigli, 
San Francisco, vice-chairman, and 
Ray Clinton of Philip J. Meany Co., 
Los Angeles, secretary-treasurer. 


Clayton Named Copy Head 

J. M. Mathes Inc., New York, 
has named Eugene G. Clayton copy 
director, succeeding Robert Smal- 
ley, who has retired. On the copy 
staff for more than seven years, 
Mr. Clayton moves up from the 
group head section. 


‘Offer More Data,’ 
Burrows Advises 
Newspaper Group 


PHILADELPHIA, Oct. 12—Advertis- 
ers and readers want and need 
more information about newspa- 
pers than they are getting. 

That was the gist of a daily 
newspaper session today, part of 
the three-day 32nd annual conven- 
tion of the Pennsylvania Newspa- 
per Publishers Assn. 

The convention opened here 
yesterday and ends tomorrow 
night at the annual banquet. 

Taking the lead in the research 
and promotion theme at today’s 
session was George Burrows, news- 
paper space buyer for N. W. Ayer 
& Son. 

“Advertisers now need and re- 
quire, and rightfully so, more and 
more information about the mar- 
ket, the media and their audience,” 
he said. “As a result, advertising 
has become more of a science and 
is now being based, more and more, 
on thoughtful, intelligent market- 
ing and research.” 

With this change, the speaker 
stated, media research has come 
into its own. 


# Mr. Burrows pointed out that, 
no matter how good advertising is, 
if it isn’t directed to the right peo- 
ple it cannot do a good job. 

He admitted agencies are ex- 
posed to a lot of media research 
and promotion, some good, some 
fair and some misleading. The best 
research, he added, is thoughtful, 
objective research “designed to 
obtain information, good or bad.” 

He also called on newspapers to 
provide audience data to advertis- 
ers and agencies. 

“Tv and magazines are constant- 
ly at work developing research and 
market information for advertis- 
ers,” he stated, adding that media 
research goes hand in hand with 
aggressive selling. He also urged 


newspapers to send copies of some| § 
of their issues to all space buyers|} 
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NARTB May Ask 
Three TV Outlets to 
Resign Code Board 


(Continued from Page 1) 
three stations which are facing ac- 
tion by the code board. If the resig- 
nations are forthcoming they will 
be the first instances where the 
board has acted to withdraw its 
seal from a station. 


8 Mr. Shafto told the meeting the 
staff is contacting the manage- 
ments of the stations with addi- 
tional monitoring reports indicat- 
ing “continued and apparent will- 
ful violations.” “A final opportun- 
ity to alter their practices will be 
afforded these stations,” he said. 
He also reported the code board 
has approved a plan providing for 
film producers and distributors to 
become affiliated with the code as 
associate subscribers. As negotiated 
with the Alliance of Television 
Film Producers in San Francisco, 
the plan covers 18 producers who 
account for 75% of new film for tv. 


® FCC Commissioner Robert E. 
Lee, who addressed the banquet 
this evening, contended broadcast- 
ers have matured to the point 
where the allocation of time for 
political and other controversial 
discussions can be left to their 
judgment. He indicated he might 
favor repeal of the existing “equal 
time” law. 


Lumber Magazine 
Has Lasser Audit 


Unit Coverage 


Cuicaco, Oct. 10—American 
Lumberman & Building Products 
Merchandiser has just released an 
independent audit of its circula- 
tion by J. K. Lasser & Co. 

The magazine said the Lasser 
audit is a supplement to its ABC 
audit report on its circulation cov- 
erage of retail lumber and building 
material dealer outlets. 

Last April American Lumber- 
man asked ABC for a unit cover- 
age audit of its circulation (AA, 
April 2), but was refused. 


® At that time, A. W. Boulton, as- 
sistant to the publisher, pointed 
out that another lumber and build- 
ing material publication (Building 
Supply News) had felt it necessary 
to have a unit audit of its circula- 
tion made by an independent pub- 
lic accounting firm. 

American Lumberman pointed 
out that since each publisher’s 
auditing costs were allocated to 
publishers on the basis of the time 
and expense of auditing, “the ad- 
ditional costs would be borne by 
publishers in fields where such 
measurement is deemed desirable.” 

The Lasser audit shows that 
78.12% (19,817) of American Lum- 
berman’s 25,368 retail subscrip- 
tions are directed to separate re- 
tail outlets, the publication reports. 


and advertisers, so they know what | im 


that particular newspaper looks 
like and is composed of. 


= Leonard Bach, general promo- a 


tion manager of the Philadelphia 


Inquirer, pointed out that advertis-| im 


ers want more than bare circula-| 3 


tion figures. However, few papers 


supply other information which| 


can be gleaned from research. 


J. E. Holtzinger, president of the| © 


Altoona Mirror, was elected presi- ae 


dent of the PNPA, to succeed Rol- 
land L. Adams, publisher of the 
Bethlehem Globe-Times. Fred V. 
Knecht, general manager, Schuyl- 
kill Haven Call, was named vp; 
Richard A. Swank, publisher, Dun- 
cannon Record, was reelected sec- 
retary-treasurer. 


JERRY F. CROLLARD, a vp and account 
executive of Ruthrauff & Ryan, 
Seattle, for the past 13 years, has 
resigned to become a vp in the Se- 
attle office of Botsford, Constan- 
tine & Gardner, effective Nov. 1. 
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Agency Direct Mail 
Is Up 64.6% Since 
1952, Survey Finds 


(Continued from Page 1) 

it Corp., Connecticut Coke, Dow | 
Chemical, E. I. du Pont de Ne- 
mours, Evinrude Motors, General 
Electric, Gimbel Bros., Hercules 
Powder, IBM, Jones & Laughlin 
Steel, Lennox Furnace, Minnesota 
Mining, Otis Elevator, State Farm 
Insurance, Van Raalte, Westing- 
house and Omega watches. 

4. When agencies were asked to 
approximate the growth of their 
individual direct mail efforts, us- 
ing 1952 as 100%, the score looked 
like this: 


133% 
164.6% 

® Polk points out, incidentally, 


that the 64.6% gain in use by the 
replying agencies parallels closely 
the growth of direct mail generally 
in the same four-year period. 

The panel members who solic 
ited the information were Ernest 
L. Byfield Jr., moderator, account 
executive of Ellington & Co., New 
York; Colin Campbell, vp of 
Campbell-Ewald Co., Detroit; H. J. 
Dienes, vp, J. Walter Thompson 
Co., New York; Maurice W. Nich- 
ols, vp of Roberts & Reimers, New 
York, and Ferd Ziegler, vp, Mc- 
Cann-Erickson, New York. 

The 278 agencies answering ful- 
ly came from a total list of 1,316 
agency presidents. It was a flash 
job—11 days—with the mailing 
going out Sept. 17, and due back 
on Oct. 2 (the day of the panel). 
In introducing the panel, Mr. By- 
field said growing interest among 
agencies in direct mail had placed 
responsibility for the creation of 
direct mail campaigns on the 
shoulders of the agency. 


Top Kal, Ehrlich 
Officials Assume 


New Positions 


WAsHINGTON, Oct. 9—Top offi- 
cials of Kal, Ehrlich and Merrick 
moved into new positions today, 
as Norman C. Kal, founder of the 
agency, was elected to fill the 
newly created post of chairman of 
the board. 

Until today’s reorganization Mr. 
Kal had been serving as president, 


Harry Merrick 


a post he has held since the agen- 
cy was organized under the name 
Kal-Williams in 1922. 

In addition to Mr. Kal, officers 
involved in the changes are Harry 
L. Merrick, vp since 1935, who be- 
comes president and treasurer; Al- 
vin Q. Ehrlich, also a vp since 


Alvin Ehrlich Bernard Linkins 


1935, who fills the new post of 
executive vp, and Bernard R. Lin- 
kins, secretary since 1951, who 
becomes vp and secretary. 
Announcement of the changes 
said they were intended “to keep 


Last Minute News Flashes 


‘Heidsieck Switches Distributors: Peck Gets 


| New York, Oct. 12—Van Munching Imports Inc. will take o 

American distribution of Heidsieck Dry Monopole champagnes 
| Park & Tilford Distillers Corp. Oct. 15. The advertising will be moved | 
| from Emil Mogul Co. to Peck Advertising Agency. Van Munching | 
plans a national campaign in consumer magazines, and will feature} 


cently lost distribution of Harvey’s ports and sherries to G. F. Heu- 
blein & Bro., Hartford, and the advertising is being moved from 
Mogul to Lawrence C. Gumbinner Advertising Agency (AA, Oct. 8). 


Lockwood Leaves FC&B to Join D’Arcy 


Cuicaco, Oct. 12—David W. Lockwood, formerly a vp and executive 
art director of Foote, Cone & Belding, Chicago, will join D’Arcy Ad- 
vertising Co. here Oct. 15. Before joining Foote, Cone (then Lord & 
Thomas) he spent several years as an art director with the old Black- 
ett, Sample & Hummert agency. 


Tests Flair Shortening in Southwest, Midwest 

Da.tas, Oct. 12—Flair, an all-vegetable shortening put out by the 
focds division of Anderson, Clayton & Co., was introduced to the 
grocery trade this week in southwestern and midwestern test markets. 
D’Arcy Advertising, New York, is placing large newspaper space, in- 
cluding r.o.p. color, full-color inserts in Sunday supplements and tv 
spots in the test areas. 


Tatham-Laird Names Masterson Radio-TV Head 


New York, Oct. 12—John Masterson has been named manager of 
the New York radio and television office of Tatham-Laird, effective 
Oct 15. He was formerly president of the tv-radio production company 
of Masterson, Reddy & Nelson. H. Lawrence Holcomb will continue as 
director of program and commercial production for the agency. 


Clitford Named Marketing VP of Monroe Calculating 


Orance, N. J., Oct. 12—Walter K. Clifford, Pacific division manager 
of Monroe Calculating Machine Co., will become vp in charge of 
marketing on Jan. 1. He succeeds Ear] H. Tiffany Jr., who is resigning 
to devote his time to publishing three New Jersey weeklies. 


Peterson Named ‘Printers’ Ink’ Publisher 

New York, Oct. 12—Eldridge Peterson, editor of Printers’ Ink, has 
also been named publisher of the weekly magazine. Robert E. Kenyon 
Jr. leaves his post as publisher at the end of the year to head the 
Magazine Publishers Assn. A permanent editor of Printers’ Ink will 
be named shortly; Mr. Peterson will retain the post of publisher. 


Britt Leaves Needham, Louis; Other Late News 


e Steuart H. Britt, research director of Needham, Louis & Brorby for 
five years, has resigned. Leonard Kent, who has been head of media 
and marketing analysis, will assume leadership of the research de- 
partment. Mr. Britt, who was personnel director of McCann-Erickson, 
New York, before joining Needham, Louis, told AA he will announce 
his future plans shortly. 


® John G. Ponic, formerly with American Broadcasting Co., has been 
named western manager of Cosmopolitan in Chicago. 


® Lee Hackley, formerly Chicago district manager of McGraw-Hill’s 
Petroleum Week, has joined the Chicago sales staff of Parade. 


® Three department heads are leaving the Mutual Broadcasting 
System, New York, with no replacements announced. Harry Trenner, 
vp in charge of sales, will transfer to WFEC, Miami, in which he is 
co-owner. Future plans have not been announced by Francis X. Zuzu- 
lo, whose exit as director of press information and audience promo- 
tion leaves the network with Hal Gold as a one-man publicity staff, 
and Milton Burgh, director of news and special events. 


® George J. Hoag has been appointed director of merchandising of 
Wherry, Baker & Tilden, Chicago. He formerly was with Procter & 
Gamble Co. for the past 16 years. 


pace with the growth of the agen- 


a new rose type champagne, not previously imported. P&T also re-| 


cy and to prepare for future ex- 
pansion.” The agency currently 
handles nearly 200 active accounts 
with billings of between $3,000,000 
and $4,000,000. The announcement 
said it expects billings this year to 
increase over 1955 by more than 
one-third. 

Since its founding in 1922 the 
agency has expanded until now it 
employs more than 50 people. It 
claims to be the first agency in 
Washington to set up a radio copy 
department, and in 1946 it estab- 
lished the first local television de- 
partment. 

Mr. Kal moved into the agency 
field by organizing Kal-Williams 
in 1922, after serving with the 
advertising bureau of the Wash- 
ington Star. 

Mr. Merrick joined the agency 
| in 1924 as its first employe, and 
| Mr. Ehrlich joined it in 1931. 
| Mr. Linkins, who is primarily 
lresponsible for creative art and 
layout, has been with K-E-M since 
1933, and has been secretary and 
a member of the firm since 1951. 


Goldsberry to Wooster Rubber 
David R. Goldsberry, formerly 
manager of public relations of 
Seiberling Rubber Co., has joined 
Wooster Rubber Co., Wooster, O., 
as assistant advertising manager. 


Clay, MacCory & 
Sorgatz, New Miami 
Agency, Launched 


Mirai, Oct. 12—A new agency 
intended to handle local, national 
and international accounts will go 
into business here Monday when 
Clay, MacCory & Sorgatz (“Ad- 
vertising in the Americas”) opens 
in the Roper Bldg. 

Wallace F. MacCory, who will 
continue to operate Wallace Mac- 
Cory Associates, an industrial 
public relations company, will be 
president; George F. Sorgatz Jr., 
formerly advertising manager of 
Pan American-Grace Airways and 
recently a partner in Bevis Associ- 
ates, Miami, will be exec vp, and 
Everett A. Clay, secretary of the 
Hialeah Race Course Corp., and 
former Miami Herald sports editor, 
will be secretary-treasurer. Wil- 
liam C. Lantaff, former congress- 
man and president and chairman 
of Curtis National Bank; will. be 
chairman of the agency’s board. 

The agency expects to concen- 
trate on Latin and Central Ameri- 
can business for national accounts, 
and will set up a network of of- 
fices in Mexico City, Caracas, Rio 
de Janeiro and Buenos Aires, with 
|a New York office to come later. 
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Goopies—This Christmas color 
page for Standard Milling Co. is 
scheduled for December issues of 
Family Circle, Woman’s Day and 
newspaper supplements in Chica- 
go, Milwaukee, New York and 
Philadelphia. Potts-W oodbury, 
Kansas City, Mo., is the agency. 


Crowell-Collier 
Radio-TV Package 
Goes Before FCC 


Wasuincton, Oct. 12—Crowell- 
Collier Publishing Co., which 
plunged into radio and tv with a 
(proposed) $15,344,000 purchase 
six months ago, put the seven- 
station package before the Federal 
Communications Commission this 
week. 

The Crowell-Collier application 
represents the largest single pack- 
age ever to come before the FCC. 
For its money Crowell Broadcast- 
ing Co. will acquire Consolidated 
Television & Radio Broadcasters 
Inc., which holds WTCN and 
WTCN-TV, Minneapolis; WFBM 
and WFBM-TV, Indianapolis; 
WOOD and WOOD-TV, Grand 
Rapids, and WFDF, Flint, Mich. 


# A month ago Crowell-Collier 
won approval from FCC of its 
purchase of KFWB, Los Angeles 
(AA, Sept. 10). 

Because of interests which 
Crowell-Collier executives already 
have in radio and tv stations in 
Hollywood, Cal., Keene, N. H., and 
Kingston and Albany, N. Y., an 
FCC spokesman said approval of 
the current deal might prompt 
FCC’s staff to question any further 
purchases by the publishing com- 
pany beyond those which already 
have been announced. 


Norman, Craig Gets 
Veto Deodorant 


(Continued from Page 1) 
Cann-Erickson is frequently re- 
ported as the new agency to han- 
dle Fab, though there has been no 
official comment. 

Colgate-Palmolive has been si- 
lent ever since July 31, when the 
Esty agency announced a “mutual 
agreement” to terminate relation- 
ships as of Dec. 31. 

Since shortly after the appoint- 
ment of Stuart Sherman as direc- 
tor of advertising in January (and 
subsequently as vp in charge of 
advertising), there have been ma- 
jor advertising changes in the 
works at Colgate. 

These include John W. Shaw 
Advertising, Chicago, an unknown 
in the Colgate stable, getting Col- 
gate-Palmolive trade advertising 
and overseas armed forces adver- 
tising in June, from Ted Bates & 
Co. In July Shaw received all Col- 
gate brand shaving products from 
Lennen & Newell and Bryan Hous- 
ton, and it has been considered in 
the running for some of the prod- 
ucts that are leaving the Esty shop. 


Radio Stations 


Abolish 15% 
jon Retail Ads 


New York, Oct. 12—Kevin B. 
Sweeney, president of the Radio 


;| Advertising Bureau, has revealed 
©2| that there is a “militant and grow- 


ing group of stations that is dis- 
cussing the abolition of the agency 
commission on retail business in 
their communities.” 

Mr. Sweeney made this state- 
ment in a letter to a West Coast 
agency man who had criticized the 
Radio Advertising Bureau for 
making its pitches direct to ad- 
vertisers. James C. Knollin, presi- 
dent of Knollin Advertising Agen- 
cy in San Francisco, wrote Mr. 
Sweeney to complain about the 
RAB’s by-passing of agencies. 

The radio man’s three-page ex- 
planation boiled down to an asser- 
tion that RAB is going directly to 
some advertisers, because radio 
men have found that they are un- 


some agencies and that they can’t 
even get in to see the principals in 
one major agency. 

However, Mr. Sweeney pointed 
out that RAB calls directiy on na- 
tional advertisers “only after the 
agency has either heard the story 
or declined to hear it.” 

But, he added: “In our regional 
selling, we will call on agencies 
whenever possible but will put our 
emphasis on advertisers because 
of time limitations. 

“We urge our members—those 
that need urging—to adopt the 
policy of calling om advertisers as 
well as agencies, because unfor- 
tunately the experienced, unbiased 
agency examination you refer to 
is not as widespread as you feel it 
is.”’ 


s Mr. Sweeney charged that sev- 
eral large agencies will scarcely 
listen to a radio presentation, 
“much less recommend radio to a 
client. In one of the very largest it 
has been impossible for several 
years to assemble a group of de- 
cision-making éxecutives to hear 
a radio presentation by any 
group,” he said. 

The RAB president noted that 
all other media make direct pre- 
sentations to advertisers and said 
Mr. Knollin’s was the first “on the 
record objection” received by the 
bureau on this matter. 

Mr. Sweeney noted further that 
there is a “lot of unhappiness in 
radio with the practices of some 
agencies, particularly those oper- 
ating in the retail field.” He quot- 


‘led a station manager as saying: 


“Some of the agencies won’t 
recommend radio. When we’ take 
the deal directly to their client, 
they fight it. When we get the 
contract they don’t know how to 
use radio properly and louse it up. 
We have to step in and save it 
with the new copy, think up mer- 
chandising ideas, write a jingle, 
etc. For this we pay them 15%.” 

This is the sort of thing, Mr. 
Sweeney said, that has brought 
about discussion of the abolition of 
the agency commission on retail 
business in their communities. 


Mr. Knollin’s compiaint in- 
volved a presentation made by 
RAB’s vp Sherril Taylor to the 
California Savings & Loan Co. and 
San Francisco Federal Savings & 
Loan Assn., both Knollin clients. 
He said the agency was not con- 
sulted or even informed about the 
RAB meeting by the bureau. He 
noted that both advertisers have 
used radio for years “on our rec- 
ommendation.” 

Messrs. Sweeney and Knollin 
both forwarded copies of their 
letters to Frederic Gamble, presi- 
dent of the Four A’s. 


able to get a “fair shake” from. 
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After Stormy Trials, Trading Stamps 
Are Starting to Blanket Ottawa Valley 


(Continued from Page 2) | 
have spread to western Ontario, | 
where they have been adopted by 
four Canadian Safeway stores. 

TNT Stamp Co. is a wholly} 

owned subsidiary of Steinberg’s | 
Ltd. of Montreal. Morris Stein- | 
berg told AA his chain is not in-| 
terested in expanding the stamp) 
system to the Montreal and other 
Quebec stores. 
_ “We went into the trading stamp 
business only because our compet- 
itors in Ottawa have adopted the 
system,” said Mr. Steinberg. 


s “We are in it in spite of our- 
selves and we are certainly not 
going to push stamps in those areas 
where that custom has not already 
been established,” Mr. Steinberg 
declared. 

He said a separate company, 
with its own quarters in Montreal, 
is handling the entire stamp busi- 
ness. 

But the big question in Ottawa 
is: “Who is behind the Blue Chip 
Plan?” 


e All three food chains now use 
what they call the Blue Chip 
Stamp Plan, but local office man- 
agers are not sure whether the 
stamp company is a Canadian or 
an American organization. 

A Blue Chip Stamp Co. operates 
out of Sacramento, Cal., but an 
official of the company says there 
is no connection between the two. 
He knew nothing of the Canadian 
plan and, indeed, expressed sur- 
prise at the similarity in name. 


s As it now stands, Ottawa house- 
wives are assured of premiums at 
almost any grocery store in the 
city. A&P, however, once a flour- 
ishing chain in this vicinity, is now 
down to only two stores. It has dis- 
closed no stamp plan. But the Clo- 
ver Farm chain, with 40 stores in 
Ottawa and Hull, says it is “brew- 
ing something pretty hot.” 

“Our spot promotions have 
proved very successful, but now 
that all of our competitors are in 
the stamp field, we’ll have to make 
a change,” a Clover Farm spokes- 
man said. He indicated that the 
promotion might be a stamp plan 
with a new wrinkle. 

In their introductory offers of 
today Steinberg’s, Thrift, Loblaws 
and Dominion are offering two 
stamps instead of one for every 10¢ 
purchase to shoppers buying on 
Monday, Tuesday and Wednesday. 
IGA will likely follow suit. 


s All stores offer a wide variety 
of premiums, mostly in the small 
electrical appliance line. 

Local newspapers are licking 
their chops at the prospective 
flood of additional ads that will 
necessarily accompany the inten- 
sified marketing campaigns of all 
local chains. 

IGA, which had the stamp field 
all to itself—and claimed ever- 
mounting volume from the scheme 
—says it is not worried at all over 
the impending stamp war. Mr. 
Loeb, of course, was referring spe- 
cifically to Steinberg’s, whose pro- 
posed move inte the stamp field 
leaked out last weekend. 


@ Mr. Loeb said Steinberg’s entry 
in the field would stimulate more 
interest in premium plans. “We 
welcome fair competition and 
Steinberg’s won’t harm our busi- 
ness because our customers are al- 
ready well established,” he said. 
Some weeks ago, Mr. Loeb got 
into a dispute with Mr. Mc- 
Cormack, who then sneered at the 
stamp plan deal. 
“The system is in violation of a 
law which has protected Canadian 
shoppers against exploitation for 


the past 50 years,” Mr. McCormack 
said at the time. 


® He added: “Every good item 
will increase in cost by 2%, re- 
sulting in decreased markets and 
lower incomes for farmers.” 

Mr. Loeb denied all this and 
pointed to impressive sales figures, 
increasing steadily at that time. He 
said the cost of the plan was ab- 
sorbed by higher sales and profits. 

No one denies that the cost of 
issuing stamps must be tacked onto 
the food prices, and the average 
price increase, it is agreed, is in the 
neighborhood of 2%. Opponents of 
the plan quote this figure as one 
reason why the stamps should not 
be used. 


s Studies in the U.S., where the | 
plans are in full tilt in many areas, | 


have pointed up that unredeemed 
stamps have provided profits of 
millions of dollars to the issuing 
stores. The reason, of course, is 
that the food prices are hiked and 
when stamps are not redeemed in 
exchange for premium “prizes,” 
the coffers of the store are nat- 
urally swelled. 

The plans, however, have their 
supporters. Aside from the fact 
that defenders claim it is a form of 
“painless saving” for customers, 
they also assert that stores adopt- 
ing the plans get enough increased 
volume in sales to reduce the prices 
of food. 


s Caught in a squeeze play are the 
independent retailers who sell the 
same goods food chains give in ex- 
change for stamps. It will be in- 
finitely tougher for the independ- 
ent hardware dealer, or small ap- 
pliance dealer, to sell tools, house- 
wares, small radios and similar 
goods when a big chain store down 
the street offers these same goods, 
ostensibly for nothing. 

On the legal issue, Ottawa's 
Crown Attorney, Raoul Mercier, 
said he would look into the plan 
after several complaints were reg- 
istered by non-stamp users. 

Mr. Mercier announced last June 
that he would check the plans for 
infractions of the Counterfeiting 
Act under the Canadian criminal 
code but, up to now, no changes 
have been made anywhere in 
Canada. 


® The Crown Attorney is awaiting 
the completion of five investiga- 
tions now being conducted by the 
National Foods division of the Re- 
tail Merchants Assn. of Canada. 

Three of the cases are in Toron- 
to and one each in Winnipeg and 
Ottawa. The reports will be hand- 
ed down to the Crown Attorneys 
in these cities and the association 
also is preparing a brief for sub- 
mission to the Department of Jus- 
tice. 

A spokesman for the association 
said, “The Canadian Criminal 
Code needs tightening up. The in- 
tent of the law is clear, but a few 
conditions allow big trading stamp 
dealers to come into the country 
and make a fortune,” he said. 


® Association representatives do 
not elaborate on just what those 
conditions are. Undoubtedly the 
loopholes will be spelled out in the 
complete reports. 

In Ottawa, Mr. Mercier would 
comment no further than to say 
that the Crown was awaiting re- 
sults of the RMA investigations 
and that the Ottawa police depart- 
ment, on its own, was looking into 
the legality of the trading stamp 
operation. 

There is no question that the 
Crown will not press charges un- 
til the RMA report comes through. 
The Crown admits that the mer- 


SCRIPT HUDDLE—Former grid star Doak Walker consults with Roger 

Whitman, ad manager of Bristol-Myers, and Harry Ireland, Do- 

herty, Clifford, Steers & Shenfield vp, on the Vitalis commercials 

he is delivering this season on NBC-TV’s collegiate football games. 
chants opposing trading stamps | 


are probably in a better cuttin |= 0 Much Presley 
at the moment to uncover any Too Much for KYA: 


grounds—if there are any—for) 


prosecution. Vanderhoot Sacked 


® The question of the legality of (Continued from Page 2) 
trading stamps in Canada centers|to ban Presley records between 
in Section 369, Sub-Section #1 of| 10 a.m. and 4 p.m. as soon as the 
the Criminal Code, which states: | tall school term began. 
“Everyone who by himself or by | 
his employes directly or indirectly s Vanderhoof, according to Dean 
issues, gives, sells or otherwise dis- | Banta, KYA sales manager, “was 
poses of or offers to issue, give, sell | hired about three months ago for 
or otherwise dispose of trading | a 12:30 p.m. to 3:30 p.m. daily disc 
stamps to a merchant or dealer in jockey show. His contract allowed 
goods for use in his business, is|him to select whatever records he 
guilty of an offense.” |wished within the limits of good 
The provision applies, in the taste. 
same language, to dealers or mer-| “We felt that Presley appealed 


chants who dispose of stamps. Mr. 
Mercier said some companies may 
have found a way of getting 
around this law, “and that,” he 
says, “is the purpose of our present 
investigation.” 


Bruce Brewer Names Three 
Bruce B. Brewer & Co., Kansas 
City and Minneapolis, has appoint- 


mainly to school children who are 
in classes during those hours,” Mr. 
Banta explained. “We wanted to 
program middle-of-the-road music 
toward housewives. 

“Vanderhoof grumbled a little 
about the ban, but we were quite 
surprised at what happened.” 


| ® What happened was that on Oct. 


ed three men to its client service | 1 Vanderhoof picked up a Presley 
staff in Minneapolis. They are|record (“Love Me Tender”) and 
William M. Bryngelson, creative; kept it on the turntable for 45 


director, who for the past five 
years has been copy chief in the 
agency’s Kansas City office; Rich- 
ard L. Peterson, assistant account 
manager, formerly with Wonder- 
land of Knowledge, president of 
Creative Sales Co. and plastic sales 
manager of Bemis Bros. Bag Co.; 
Roger L. Hickok, assistant account 
manager, previously an account 
executive with Brennan Advertis- 
ing Agency, Houston. Mr. Bryngel- 
son succeeds Philip W. Burton, 
who has resumed a position as di- 
rector of advertising at Syracuse 
University. 


Owens Succeeds Kelley as 
‘Nation's Business’ Exec 

William W. Owens has been 
named business manager of Na- 
tion’s Business, Washington, suc- 
ceeding John F. Kelley, who has 
retired after 33 years with the 
publication. Mr. Owens, who 
joined Nation’s Business 11 years 
ago, advances from the post of as- 
sistant business manager, which 
he has held for three years. 

Mr. Kelley joined Nation’s Busi- 
ness as assistant to the editor in 
1924. He has been business man- 
ager for the past 12 years. 


Guenther, Brown & Berne and 
Calkin & Withenbury Merge 

Guenther, Brown & Berne and 
Calkin & Withenbury, Cincinnati 
agencies, have merged to form 
Guenther, Brown, Berne, Calkin & 
Withenbury. Wilfred Guenther is 
president of the new agency, 
which will move to larger offices 
in the Rookwood Pottery Bldg. the 
first of next year. 


minutes, with time out only for 
commercials and attacks by Van- 
derhoof on station management. 

“We felt that playing the same 
record 14 times in a row was not 
in good taste,” Mr. Banta declared. 
“After all, we have five disc jock- 
eys and what if they all liked 
tangos?” 

Vanderhoof was called in to 
Phillips’ office, told he was fired 
and asked to finish out the last 15 
minutes of his program in a “re- 
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GROW-IT-YOURSELF— Wilson & Co. is 
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strained” manner. 

“Instead,” said Mr. Banta, “Van- 
derhoof went back to the mike 
and started inciting the listeners.” 

Phillips signaled the engineers to 
cut Vanderhoof off and pulled the 
disc jockey away from the mike 
while the regular station announc- 
er finished the show. 


s Meanwhile, at Redding, in 
Northern California, Presley got 
into the news in another manner 
that literally rocked and rolled the 
town. 

Paul Farrelle, general manager 
of Redding’s Station KSDA, re- 
belled several weeks ago at what 
he regarded as a “revolting cul- 
tural trend” when he banned Pres- 
ley records. 

Those local Presley fans who 
knew how to write rose in arms 
and deluged Farrelle with mail. 

In turn, Farrelle decided Oct. 1 
to “test the general trend of in- 
telligence.” Between 7 p.m. and 
10 p.m. he alternately played 
“Hound Dog” and “Don’t Be 
Cruel,” two of Presley’s contribu- 
tions to contemporary music. 

He varied the output only by 
altering the playing speed and 
echo chamber effects now and 
again. 

Under the impression that Far- 
relle had gone to sleep, the Red- 
ding police department sent a man 
to the studio, only to find the 
manager was in fine shape and 
happy over his experiment. 


Coxhead Changes Name; 
Appoints Griswold-Eshleman 

Ralph C. Coxhead Corp., New- 
ark, has change its name to Vari- 
Typer Corp. and has appointed 
Griswold-Eshleman Co., Cleve- 
land, to handle its avertising. The 
company, which manufactures a 
line of office type-composing ma- 
chines including the Vari-Typer, 
Coxhead-Liner and Foto-List, was 
acquired as a subsidiary by 
Addressograph-Multigraph Corp., 
Cleveland, several months ago 
(AA, Aug. 13). 

At the time of the acquisition 
by Addressograph-Multigraph, the 
company’s advertising account 
moved from Bruce Angus’ Ad- 
vertising Agency, New York, to 
Williams & London, Newark. Its 
new agency, Griswold-Eshleman, 
also handles the parent com- 
pany, Addressograph-Multigraph. 


Here Garden Planter 


' Best Window Drops Suit 

A $1,000,000 suit brought against 
_the Better Business Bureau of New 
York City by Best Window Co., 
'Brooklyn, has been withdrawn. 
The suit grew out of an article in 
| the June, 1955, issue of the BBB’s 
‘magazine which described the 
television advertising and selling 
| tactics of Best as “bait advertising 
in modern dress.” 


offering an herb garden planter as 


a premium for $1 and the last %” of the metal opening strip from 
a tin of Bif or Mor. The offer includes herb seeds for marjoram, 
chives and parsley, plus four herb recipes. Shown here is a three- 
color display board available to dealers. Newspaper advertising in 
more than 100 markets and tv in selected markets are supporting 
the campaign. Needham, Louis & Brorby, Chicago, is the agency. 


1% 
‘ 
. 
2 
| 
Whitman Shenfield Walker 
| 
| 
} | 
“A 
¥ 
‘ 
$3.93 
reguler 
with the strip from con of 
~ 
i 
= 
4 
- 


In the first six months of 1956, 

advertisers of many different products and services 
(for the home as well as for business) 

invested in TIME, The Weekly Newsmagazine, 

a total of 


-the biggest first-six-month period in TIME’s history 


During this same period the industrial advertisers of America invested 32% more advertising 
dollars in TIME than during the first six months of last year. Although TIME is a general news- 
magazine, and industrial advertising constitutes only a part of its advertising income, this 


increase establishes TIME as America’s number-one industrial advertising medium. 


TIME: offering advertisers the biggest concentration 
of best customers and influential people available 
in the United States today. 
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The November issue of pLaysoy is 
arriving with a prestige passenger list 
of first class national advertisers. 
Traveling in style aboard the more 


than 1,000,000 copies of the November 


issue are nationally advertised 

brand names you know well. There 
are over 60 advirtisers in the 
November issue. The December issue 
carries more than 80 to the same 


important destination—the influential 


urban male audience that has made 
PLAYBOY the largest selling quality 
priced (50c or over) magazine on the 
newsstands in America. 

To guarantee the kind of first class 
accommodations that would merit 
regular traffic from quality advertise 
PLAYBOY has planned carefully; the 
development of a specialized audien 
(the young man-about-business and 
the man-about-campus), a complete 
advertiser merchandising program 


(including student representatives on | 


every major U. S. campus), and a 
selective policy of running only 
the best kind of advertising. 

The planning has paid off. The 


4 


PLAYBOY “‘Special’’ leaves each 


with more and more national brand 


name advertisers on board. It’s a good 


time to make your reservation 
for PLAYBOY, too. 


ALL ABOARD! 


We've reserved a travel folder for yo 
That is, an advance copy of the 
ad-packed November issue of 
PLAYBOY. Won’t you write, phone or, 
wire for your copy today? 


PLAYBOY 


11 E. Superior « Chicago 11 + MI 2-1000 
270 Park Avenue « New York 17 « PL 9-3076 


Here's a partial list of ticket 
holders heading for more sales 
via the fall issues of pLayBoy! 


tobacco smoker’s products 
Philip Morris Inc. Mariboro 
Kentucky Club Pipe Tobaccos 

R. J. Reynolds Tobacco Co. Winston 


a 


men’s apparel § accessories 
Alpha Watch Co. 

Allen-A Co. Underwear 
California Sportwear 
Cricketeer Sportcoats 
Devore Ivy League Cords 

, Hickok Mfg. Co. Belts 
Norwegian American Knitting Mills 
Paris Belts 

Plymouth Mfg. Co. Rainwear 
Saxony Clothes Blazers 
Westbrooke Clothes Suits 


good grooming 

Contour Wax Hair Preparations 
Griffin Shoe Polish 

Wall Street After Shave Lotions 
food § drink 

F. B. Arthur Co. Coffee Makers 
Cobbs Fruit 


: Coldmaker Auto Refrigerators 
Diner's Club 
Food Snacks Co. 


Forst Packing Co. 


~“Arpege Perfumes 
Balenciaga Perfumes 
Coty, Inc. Perfumes 


Hi-Fi 
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~ ~~~. Geundig-M 
Creations 


Shure Bros. Hi- 
erve Records 
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